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Abstract 

The impulse buying contribution in the overall consumer purchases contributes a huge percentage of consumer 

purchases and a study in the sphere of consumer behavior might be attractive to study. One of the issues that contribute 

to the tendency of consumers to make impulsive purchases is the impact of the psychological factors in particular the 

personality-related factors. The study compares dimensions of personality of Big Five in relation to Openness, 

Conscientiousness, extraversion, agribleness, and neuroticism with impulse buying behavior of consumers in Pune city 

in India. A total of 420 respondents took part in the study in order to collect primary data through structured surveys 

that were administered in malls, supermarkets, and on the internet. Multiple regression analysis indicated that 

Extraversion and Neuroticism were established as significant predictors of an increased number of impulse buying 

behavior and Conscientiousness is negatively correlated. The impact of openness and Agreeableness was not significant. 

The marketers can obtain the psychological insights provided by the findings that can be valuable in the formulation of 

the targeted retailing strategies as well as in the refinement of the insights into consumer impulsivity in the settings of 

emerging markets. 
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1. Introduction 

The impulse buying is now the new rule in the modern retailing with a substantial proportion of impulse buying being 

conducted in both the real world and the internet shopping environment (Rook, 1987; Sharma et al., 2010). E-commerce 

development, suggested in advance and experience shopping centers have raised the need to understand the 

psychological mechanisms that drive these impulse buying tendencies (Verplanken and Herabadi, 2001). 

Personality traits are the long term trends of psychology that determine how individuals perceive, interpret and react to 

stimuli (Costa and McCrae, 1992). Consumers are not susceptible to marketing cues in the same manner; extraverts 

may be more susceptible to social and sensory stimulus vis-a-vis conscientious people who may be more controlled 

(Mulyanegara et al., 2009). 

 

1.1 Problem Statement 

Although several studies have discussed personality and impulse buying in the Western markets, there is limited 

research on the same in India particularly in a city that is fastening adapting to globalized retailing systems. Consumers 

in such cities as Pune become more open to the hybrid retailing ecosystems (online + offline), yet the contribution of 

personality traits on the buying impulses is poorly comprehended. 

 

1.2 Research Objectives 

1. To test the correlation between personality traits of Big Five and impulse buying behavior. 

2. To establish the most important personality predictors of impulse buying among the urban Indian consumers. 

3. To provide marketing recommendations to the use of the personality-based segmentation strategies. 

 

Literature Review 
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2.1 Impulse Buying Behavior 

The impulse buying is considered to be the impulsive purchasing that is guided by emotional and situational stimulation 

and is not necessarily accompanied by the conscious deliberation of the options (Rook, 1987). It has a sense of urgency, 

affective responses and lack of cognitive control (Beatty and Ferrell, 1998). This action is provoked by various in-store 

stimuli such as promotional offers, layout, ambiance among others (Muruganantham & Bhakat, 2013). 

 

2.2 Consumer Behavior and Personality Traits 

The Big Five Personality Framework is a description of five characteristics: 

• Openness (innovativeness, curiosity) 

• Discipline (orderliness) Conscientiousness. 

• Extraversion (societies, stimulation-seeking) 

• Agreeableness (trust, cooperation) 

• Neuroticism (sensual instability, anxiety) 

All these characteristics are always measured by the tendencies of behavior, such as brand choice, shopping behaviors, 

and impulsivity (Mulyanegara et al., 2009; Verplanken and Herabadi, 2001). 

 

2.3 Empirical Evidence 

It has been demonstrated with the help of prior studies that extraverts are more likely to exhibit impulse purchasing 

behaviors because of their stimulation-seeking attitude (Tarka, 2020). Impulse buying is a mood maintenance strategy 

that neurotic persons can adopt (Verplanken and Herabadi, 2001). Conscientious consumers on the other hand, generally 

plan their buying, so they are not easily influenced by impulse (Mowen and Spears, 1999). Openness and Agreeableness 

have unequal impacts in different situations (Amos et al., 2014; Sharma et al., 2010). 

 

2.4 Research Gap 

Available research is focused on developed markets and there is little evidence about emerging markets such as India. 

Offline and online impulsive behaviors are also not very differentiated. The research in this paper fills such gaps by 

analyzing personality predictors amongst urban consumers based in Pune. 

 

Methodology 

3.1 Study Area and Sampling 

It was carried out in a large city in the state of Maharashtra in India, called Pune with high growing consumer population 

of middle income level and diversified in retail background. The sample will consist of the shoppers in the phoenix 

mall, Seasons Mall and the local supermarkets and the big online media. 

• Sample Size: 420 respondents 

• Sampling method: Stratified random (balanced in terms of industry, gender groups and age groups, channels of 

retail) 

Time period of data collection: February- May 2024. 

 

3.2 Data Analysis 

Reliability: The Cronbach alpha is greater than 0.7 in each of the scales. 

Relations that are going to be analyzed with correlation analysis. 

The regression analysis will also be done to determine the predictive power of the personality traits with the impulse 

buying behavior. 

Software used: SPSS v26. 

 

4. Results 

4.1 Descriptive Statistics 

 

Trait Mean SD 

Openness 3.62 0.71 

Conscientiousness 3.98 0.66 

Extraversion 3.54 0.73 
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Trait Mean SD 

Agreeableness 3.87 0.69 

Neuroticism 3.21 0.80 

Impulse Buying 3.48 0.77 

 

 
 

Graph1: Personality Traits and Impulse Buying - Mean vs. Standard Deviation. 

 

The average (Mean) and variability (Standard Deviation) of six behavioral traits, including Openness, 

Conscientiousness, Extraversion, Agreeableness, Neuroticism, and Impulse Buying are being compared in this bar chart. 

The mean of conscientiousness is highest and Agreeableness is lowest. The standard deviations are relatively stable 

among traits and that means that similar responses are less varied. 

 

4.2 Correlation Analysis 

 

Personality Trait r with Impulse Buying p-value 

Openness 0.08 0.12 

Conscientiousness -0.26 <0.01 

Extraversion 0.34 <0.01 

Agreeableness 0.05 0.21 

 

 

 

 

 

  

Neuroticism 0.29 <0.01 
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Graph 2: Neuroticism Significance p-value Representation 

 

This bar chart is a 3D bar chart that makes the visualization of the statistical significance of neuroticism. The p-value 

of neuroticism is 0.29. The one blue mark shows a moderate level of significance, so it is possible that neuroticism in 

this context does not relate to the outcome that is tested strongly. Applicable to analyze a result of study in psychology 

or behavior. 

 

4.3 Regression Analysis 

Dependent Variable: Impulse Buying Tendency 

Independent Variables: Big Five Traits 

 

Predictor β t-value Sig. 

Openness 0.06 1.25 0.21 

Conscientiousness -0.22 -4.31 0.000*** 

Extraversion 0.28 5.32 0.000*** 

Agreeableness 0.03 0.77 0.44 

Neuroticism 0.25 4.62 0.000*** 

 

Model Summary: R² = 0.34, Adjusted R² = 0.32, F(5,414) = 43.5, p < 0.001 

0

1

2

3

4

5

t-value

Neuroticism 0.25



ISSN 3049-3277 IJIS: Vol.1, Issue 9, October 2025 Page: 24-29 

International Journal of Integrative Studies (IJIS) 

 

 

 
 

Graph 3: Neuroticism Significance and Effect Size 

This is a 3D bar chart depicting the statistical data of neuroticism with the significance value (Sig.) of 0.25 and the effect 

size of 4.62. The horizontal bar means moderate statistical relevance, which implies that neuroticism can play a 

significant role in the study. Best used in the visualization of psychological measures on behavioral studies. 

 

5. Discussion 

The discussion shows that Extraversion and Neuroticism are good positive predictors of impulse buying and 

Conscientiousness has a negative effect. This trend confirms the past research, and it emphasizes the applicability of 

psychological grouping among marketers within India. The insignificant effect of Openness and Agreeableness can be 

explained by the cultural moderation effect i.e. price sensitivity or social norms that do not promote impulse buying in 

the public places. 

 

6. Conclusion 

The paper confirms that the personality traits are a critical factor that influences impulsive buying patterns among the 

urban Indian consumers. Extraversion and Neuroticism are particularly strong impetuses and Conscientiousness is 

considered to be a restraint. These findings provide practical use in specific marketing, shop designing, and online 

personalization measures in new retail markets. 
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