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ABSTRACT 

 
This paper examines consumer impulse buying choice in various situations. A 
questionnaire was sent to 414 consumers in the UK and Taiwan. The results demonstrate 
the interactions between the consumption situations and corresponding individual-related 
factors. Individuals’ cultural backgrounds were also found to predict different types of 
impulse buying patterns effectively.  
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PURPOSE OF STUDY  
 

This study examines the cross-cultural comparisons on consumer impulse buying choice 
in various consumption situations and the factors that lead to these choices. Although 
impulse buying bebaviour has been studied in various cultural contexts, one of the 
knowledge gaps in the literature is that this specific consumer behaviour has not been 
examined and compared in different shopping situations. This study intends to 
complement the impulse buying research by adding more cross-cultural evidence, 
especially to the topic of context-specific impulse buying choice. 
 

THEORETICAL BACKGROUND  
 

Cross-cultural comparison has been a significant topic in consumer research and has been 
investigated concerning a variety of topics. The impulse buying literature also calls for 
cross-cultural studies as researchers argue that most existing frameworks of impulse 
buying are developed and investigated from the perspective of Western culture, and of the 
US in particular (Kacen & Lee, 2002; Mai, Kwon, Lantz, & Loeb, 2003). 
 
As several studies have provided an insight into impulse buying behaviour in countries 
such as China (Zhou & Wong, 2004; Yu & Bastin, 2010) and Vietnam (Mai et al., 2003), 
most impulse buying studies can still be described as country-specific research. The 
impulse buying literature could still benefit, however, from more cross-cultural 
comparison studies (Kacen & Lee, 2002; Lee & Kacen, 2008). The most significant 
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works on cross-cultural impulse buying behaviour are by Kacen and Lee (2002). They 
conducted survey studies in five countries and find that consumers from individualist 
countries such as Australia and the US engage in more impulse buying than consumers 
from collectivist countries such as China (Hong Kong) and Malaysia. However, this study 
has only focused on comparing the impulse buying traits of cross-cultural consumers. The 
way in which these traits contribute to various patterns of impulse buying behaviour 
across cultures has remained unknown. 
 
Researchers describe impulse buying behaviour as an unplanned and sudden buying act 
in response to subjective or external stimuli; and it is a reflection of impulsivity traits, 
sociocultural values and buying beliefs (e.g. Rook, 1987; Kacen & Lee, 2002; Xiao & 
Nicholson, 2012). It suggests that consumer impulse buying choice is a result of a series 
of factors, including individual traits and situational factors. Regarding the individual 
factors of impulse buying, impulse buying tendency has become the most used indication 
of an individual’s impulse buying behaviour. While several previous impulse buying 
researchers have assumed that the impulse buying tendency is consistent across various 
situations (Rook & Fisher, 1995; Beatty & Ferrall, 1998), some studies have also shown 
that there can be situational influences that have an effect on impulse buying behaviour. 
For instance, one study shows that consumers are more likely to buy on impulse and 
spend more money when they experience self-regulatory depletion (Vohs & Faber, 2007). 
Impulse buying researchers therefore suggest that further research should investigate the 
impulse buying tendency in different shopping situations, in order to generate the 
behaviour (Jones, Reynold, Weun, & Beatty, 2003).  
 
One of the knowledge gaps in the existing impulse buying literature is that this specific 
consumer behaviour has not been examined and compared in various shopping situations. 
Most research has focused on investigating impulse buying behaviour in certain specific 
situations (Herabadi, Verplanken, & Van Knippenberg, 2009). Researchers have 
investigated impulse buying in several specific shopping environments, such as 
supermarkets (Kollat & Willet, 1967; Abratt & Goodney, 1990; Mai et al, 2003; Zhou & 
Wong, 2004), shopping malls (Weun et al, 1998; Phau & Lo, 2004) and airports 
(Crawford & Melewar, 2003). Although researchers argue that impulse buying behaviour 
is influenced by situational factors (Verplanken & Herabadi, 2001; Vohs & Faber, 2007), 
and it is commonly understood that routine food shopping in a supermarket is different 
from a shopping trip to a mall, the way in which individuals make impulse buying choice 
in different consumption situations has not yet been examined. By taking the individual 
cultural background and context-specific impulse buying choice into account, this study 
can contribute to a better understanding of impulse buying behaviour in a specific social 
environment and the ways in which impulse buying behaviour is presented by a group of 
members of this social environment. 
 
This study is aimed to investigate impulse buying choice within both British and 
Taiwanese populations. The UK is rated as a more individualist country, while Taiwan is 
a more collectivist society (Spector, Cooper, & Sparks, 2001). This study thus examines 
the way in which impulsivity traits, impulse buying tendency, and other factors lead to 
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the UK and Taiwanese consumers’ impulse buying choice in various consumption 
situations. Based on the previous literature, this study has developed the study 
propositions below: 
 
Study Proposition 1: There will be cultural differences in consumers’ impulse buying 
choice. British consumers will make more impulse buying choices than Taiwanese 
consumers. 
Study Proposition 2: British consumers will exhibit higher impulsivity traits and higher 
impulse buying tendency than Taiwanese consumers. 
 

METHOD 
 

A survey was used to collect primary data from British and Taiwanese convenience 
samples. The questionnaire was originally designed in English then translated to Chinese 
for the Taiwanese participants using the back-translation method. The translation 
procedure found that there was no significant difference in the choice of words for most 
of the measurement scales. Finally, a bilingual researcher reviewed and validated the final 
result of the translation. The total sample size of 414 includes 201 British and 213 
Taiwanese respondents with four age categories from over 18 to 25, 25-35, 35-50, to over 
50 (see Table 1). 
 
Measurement 
This study is aimed to examine consumer impulse buying choice in various situations and 
the factors that contribute to the choice. Therefore, the measurements in this study 
include demographic questions, UPPS (impulsivity traits), IB tendency, and IB choice in 
various scenarios. 
 
The UPPS impulsivity scale short form (Whiteside & Lynam, 2001; Keye, Wilhelm, & 
Oberauer, 2009) is used in this study to measure individuals’ impulsivity traits. UPPS has 
been widely used to examine various forms of impulsive behaviour, such as drinking 
(Magid & Colder, 2007) and cigarette craving (Billieux, Van der Linden, & Ceschi, 2007). 
Furthermore, the UPPS scale examines the different facets of impulsivity, which may be 
promising for investigating the various types of impulse buying behaviour in this study. 
The UPPS short form consists of 20 items, which measure 4 facets of impulsivity, 
including urgency (e.g. I have trouble controlling my impulses), lack of premeditation 
(e.g. I usually make up my mind through careful reasoning), lack of perseverance (e.g. I 
finish what I start) and sensation seeking (e.g. I would enjoy parachute jumping). Each 
facet has items for the respondents to rank from “not true at all” = 1 to “very true” = 4. 
The final Cronbach’s Alpha for each scale in this study is: 0.792 for urgency, 0.783 for 
premeditation, 0.979 for perseverance, and 0.798 for sensation seeking. 
 
The IB tendency scale chosen for this study was developed and validated by Rook and 
Fisher (1995), and it represents a consumers’ attitude towards impulse buying (Coley & 
Burgess, 2003). These 9 items of IB tendency are measured on 5-point strongly agree to 
strongly disagree scales. The items include “I often buy things spontaneously”. The 
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Cronbach’s Alpha for this scale is 0.772 in this study, while Rook and Fisher (1995) 
documented as 0.88. 
 
Eight scenarios were given to the respondents in the questionnaire. After the description 
of the scenarios, the respondents were asked to tick “yes” or “no” to answer the question 
“Would you buy on impulse now?”. These eight scenarios were designed according to the 
Foxall’s Behavioural Perspective Model Matrix (e.g. Foxall & Greenley, 1999; Foxall & 
Yani-De-Soriano, 2005), which categorizes shopping situation based on four types of 
purchase behaviour: maintenance (e.g. routine shopping in a supermarket), accumulation 
(e.g. private collection), hedonism (e.g. day-out shopping trip), and accomplishment (e.g. 
luxury shopping) (see Table 2). 
 
The data distribution was examined by both visual statistical methods. Whilst the 
histogram and the Q-Q Plot showed that the data could be normally distributed, the 
Kolmogorov-Smirnov method indicated that the variables do not fit normal distribution 
(p < 0.000). Therefore, this study uses nonparametric tests such as Mann- Whitney 
examine the data. Crosstab Chi-square is used to address the study proposition 1 (see 
Table 3), while Mann-Whitney is conducted to examine the study proposition 2 in this 
study (see Table 4). Binary logistic regression is also used to predict what factors could 
lead to impulse buying choice in different situations (see Table 5). 
 

RESULTS 
 

The findings of this study illustrate that individuals’ impulse buying choice varies across 
different consumption situations. Moreover, the findings reveal that different situations 
also lead to distinct impulse buying rates. This suggests that the impulse buying tendency, 
although it is a good indicator of impulse buying behaviour overall, does not necessarily 
have a consistent effect on impulse buying behaviour across all situations, as former 
researchers assumed. This study found that the situation of “routine shopping in 
supermarket” is the situation that prompts impulse buying behaviour most often. 49.7% 
of Taiwanese respondents indicated their impulse buying choice in this situation, while 
this figure is even 97.5% for the British respondents. Among all the tested situations, 
“credit card point rewards”, was found to be the situation with the lowest impulse buying 
rate. The results of Binary logistic regression further demonstrate the interactions 
between the consumption situations and their corresponding individual-related factors, 
including individuals’ cultural background. 
 
British consumers were found to make more impulse buying choices than Taiwanese 
consumers in more situations and seem to be the more impulsive shoppers in this study. 
Not only did they report a higher IB tendency, they also have a higher level of sensation 
seeking. This could suggest that impulse buying behaviour is a more common shopping 
pattern for British consumers in their daily lives. This result corresponds to previous 
studies that found that consumers from individualist countries engage in more impulse 
buying than consumers from collectivist countries (Doran, 2002; Kacen & Lee, 2002). 
Overall, British consumers are more likely to engage in impulse buying in this study, as 
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they report a higher IB tendency and make more impulse buying choices in the designed 
situations. The findings also show that different facets of UPPS correspond to consumer 
impulse buying choices within specific situations. Sensation seeking is found to correlate 
positively with the consumer impulse buying choice in situations of “private collection” 
and “bar last call”. Since the results show that British respondents in this study have 
higher sensation-seeking scores, British respondents are therefore found to be more 
impulsive in the above situations.  
 
Taiwanese consumers made more impulse buying choices than British consumers only in 
two closed-setting situations- an inescapable shopping trip and high-end dining, in which 
consumers are under greater pressure from physical, social and verbal factors to conform 
to a particular pattern of behaviour (Foxall & Greenley, 1999). The fact that more 
Taiwanese consumers engage in impulse buying in these two situations could suggest that 
the presence of peers is one important factor acting upon Taiwanese consumers’ impulse 
buying. It could also imply that the impulse buying choice of Taiwanese consumers may 
be more influenced by the external settings, such as atmosphere. 
 

RESEARCH LIMITATION 
 

One limitation is that the impulse buying choice was examined in the consumption 
situations designed by the researcher, rather than actual consumption situations on the 
spot. Although previous literature provides a theoretical base for the design of situations 
in this study (Foxall & Greenley, 1999; Foxall & Yani-de-Soriano, 2005), when the 
respondents read the designed situations, it is possible that they incorporated their own 
personal experiences that were unknown to the researchers. Another limitation of this 
research is that the UK and Taiwan samples were not identical in terms of age profile due 
to the non-probability sampling used in this research. Future research is recommended to 
target a specific age group in different countries in order to provide further cross-cultural 
comparison in impulse buying behaviour.  
 

PRACTICAL IMPLICATION  
 

This study provides practical implications for international service providers and retailers, 
as the results have suggested the way in which a consumption situation should be 
designed in order to attract consumers from different cultural background. For instance, 
Taiwanese consumers are found to be more impulsive in closed-setting situations such 
as” high-end dining” and “inescapable shopping trip”; therefore, creating appropriate 
physical and social factors in the setting would be effective for encouraging Taiwanese 
consumers’ impulse buying behaviour. For individualist consumers, such as British 
consumers, impulse buying behaviour has been shown to be a common shopping pattern 
in the routine shopping situation. In-store offers as marketing strategy might work more 
effectively on British consumers than Taiwanese consumers. 
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SOCIAL IMPLICATION 
 

This study offers managerial implications for policy makers and consumers. It is 
beneficial for consumers to understand that their own impulse buying behaviour can be 
predicted and controlled by being aware of the consumption situations and individual’s 
impulsivity trait. As urgency is often found to be a strong indicator of several problematic 
or additive behaviours, including tobacco craving (Billieux et al., 2007) and compulsive 
buying (Billieux, Rochat, Rebetez, & Van der Linden, 2008), individuals who have higher 
urgency scores should be aware of certain consumption situations in order to monitor 
their impulse buying behaviour. For Taiwanese consumers, policy makers should be 
aware of the strong social influences on consumers’ impulse buying behaviour. 
 

CONTRIBUTION 
 

As the first study to investigate cross-cultural consumer impulse buying choice in various 
situations, this study contributes to the literature by providing empirical evidence of 
situational influences and cultural differences. 
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TABLES AND FIGURES 
 
Table 1 Sample Distribution 
 

NATIONAL 
AGE 

Total 18-25 25-35 35-50 OVER50 
BRITISH SEX MAN 35 15 22 23 95 

WOMAN 32 19 24 31 106 
Total 67 34 46 54 201 

TAIWAN SEX MAN 10 37 23 18 88 
WOMAN 16 60 37 10 123 

Total 26 97 60 28 211 
 
Table 2 The BPM Matrix and the Scenarios’ Design 
Greenley & 
Foxall (1999) 

The Present Study 

Luxury 
shopping 

Luxury shopping in Harrods- 
You are browsing some luxury products such as Gucci or Prada at Harrods 
with your friends. You know that buying luxury products is a way to treat 
yourself well and your friends would admire it too. Would you impulse buy 
something now? 

Gambling in a 
casino 

High-end dining in a restaurant- 
You are dining in a high-end restaurant where has exclusive atmosphere and 
you see people around you enjoying their dessert or drink. Even after main 
course you are a bit full, would you order more dessert or drink? 

Watching TV Day out shopping with family/friends- 
You and friends/family are having a day-out for shopping. Would you buy 
something on impulse? 

In-flight 
entertainment 

Having to accompany someone to the shops- 
You have to accompany someone to a department store even though you 
didn’t plan to buy anything today. Is it likely that you end up buying 
something anyway? 

Saving Finding an item that complete the collection- 
You have one thing short to complete your collection (Ex: Stamps, coins, or 
sport cards), one day you suddenly found this item, although it might be 
expensive and you are running out of money, would you get it anyway? 

Frequent-flier 
scheme 

Credit card point scheme- 
Your credit card company now offers you several items this month to confer 
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your credit points, although you know waiting longer and saving more points 
can get you a bigger reward (Ex: a flight ticket), would you spend your points 
now? 

Grocery 
shopping 

Routine shopping at a supermarket- 
You are doing your routine food shopping in the supermarket and you see 
something you like or on sale but was not on your original shopping list. 
Would you buy it on impulse? 

Paying taxes Last call of the bar- 
You and your friends are at a bar and it is about to close. The bar is ringing 
the bell for “the last order”, would you buy another drink after you heard the 
last call? 

 
Table 3 Cross-tabulation on Impulse Buying Choice and Nationality 
Situation British Taiwanese Significance
Shopping at Harrods     Yes 38 23
                                     No 163 190 p < 0.05
High End Dining            Yes 57 98
                                     No 144 115 p < 0.05
Day-out Shopping         Yes 177 137
                                     No 24 76 p< 0.05
Inescapable Shopping    Yes 87 132
                                     No 114 81 p< 0.05
Credit card reward        Yes 13 18
                                     No 188 195 p> 0.05
Private collection           Yes 117 103
                                     No 84 110 p< 0.05
Bar last call                   Yes 123 35
                                     No 78 178 p< 0.05
Routine Shopping         Yes 196 194
                                     No 5 19 p< 0.05  
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Table 4: Mann-Whitney test on UPPS and IB Tendency 
Ranks

NATIONAL N Mean Rank Sum of Ranks Significance
PRETOTAL BRITISH 201 191.05 38400.5

TAIWANESE 213 223.03 47504.5      p< 0.05
Total 414

UTOTAL BRITISH 201 209.83 42175.5
TAIWANESE 213 205.3 43729.5      p>0.05
Total 414

SENTOTAL BRITISH 201 232.87 46806
TAIWANESE 213 183.56 39099 p< 0.05
Total 414

PERTOTAL BRITISH 201 217.81 43779
TAIWANESE 213 197.77 42126 p>0.05
Total 414

IBTOTAL BRITISH 201 226.36 45499
TAIWANESE 213 189.7 40406 p< 0.05
Total 414  

 
 
 
 
 
 
 
Table 5: The Results of Significant Predictors of the Impulse Buying Choice 
Situation Predictors 
 

Shopping at Harrods Culture is close to significant (p = 0.051)  
High-end Dining Premeditation, culture (Taiwanese) 
Day-out Shopping Impulse buying tendency, culture (British)  
Inescapable Shopping Impulse buying tendency, culture (Taiwanese) 
Private Collection Impulse buying tendency, sensation seeking  
Credit Card Reward n/a  
Routine Shopping Impulse buying tendency, culture (British) 
Bar Last Call Culture (British), sensation seeking 
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