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Abstract:
							                           

Objective: The aim of this study was to identify whether spending self-control and long-term orientation influence impulsive buying behavior, and also to understand the variables that may cause individuals to decrease impulsivity.
Method: A quantitative survey was carried out to gather data regarding how individuals think and what they consider when buying in order to understand impulsive buying behavior at the time of purchase. Data were analyzed through structural equation modeling using the SmartPLS 2.0 M3 software.


Relevance: It is important to understand which elements may influence impulsive buying behavior, as the motivation that causes consumers to behave impulsively seems to be still poorly defined. Thus, we seek to figure out a portion of this act that transcends the rational and logical choices in the act of purchase.


Results: Impulsive buying behavior is analyzed in different ways by various scholars. The results of the present study indicate that impulsive purchases occur when the individual has lack of self-control over what he/she buys. This situation can be controlled if the person has a long-term guidance. This fact tends to influence spending self- control and consequently decreasing the levels of impulsiveness.


Theoretical contributions: This study contributes to Rook & Fisher's (1995) impulsive buying behavior studies, seeking to insert elements such as long-term orientation and spending self-control to better understand the effect of impulsivity and its causes.





Keywords: Purchase decision, Consumer behavior, Impulsive buying behavior.
		                         


Resumo:
						                           

Objetivo: O objetivo deste estudo foi identificar se o autocontrole dos gastos e a orientação a longo prazo influenciam a impulsividade de compra, e compreender as variáveis que podem alterar o comportamento dos indivíduos fazendo a impulsividade diminuir.
Método: Para entender como os indivíduos assumem o comportamento impulsivo na hora da compra, realizamos um questionário de pesquisa quantitativa para obter dados de como pensam e o que levam em consideração na hora de suas compras. Para a análise dos dados, utilizamos a modelagem de equações estruturais, por meio do software SmartPLS 2.0 M3.


Relevância: Entender quais elementos podem influenciar na compra compulsiva é importante, pois as motivações que levam o consumidor a tal comportamento ainda parecem ser pouco definidas. Desta forma, buscamos entender um pouco deste ato que transcendem as escolhas racionais e lógicas do ato da compra.


Resultados: O comportamento impulsivo é analisado de formas diferentes por diversos estudiosos, mas com relação a este estudo e obtido na literatura, os resultados indicam que as compras impulsivas ocorrem quando o indivíduo apresenta a falta de controle sobre seus gastos. Este resultado pode ser controlado se a pessoa obter orientação ao longo prazo, assim influenciando no autocontrole de gastos e diminuindo a impulsividade.


Contribuições Teóricas: Este estudo contribui para os estudos relacionados a impulsividade de compra de Rook & Fisher (1995), buscando inserir elementos como orientação a longo prazo e autocontrole dos gastos para entender o efeito da impulsividade e suas influências.





Palavras-chave: Decisão de Compra, Comportamento do consumidor, Compras impulsivas.
                                








1. Introduction


Consumers are constantly making choices between products, a fact that they are vaguely aware of (Nelson, 1970). The consumer profile is what determines the aspects of how the individual buys, what makes them do it, and what influences they react to. Therefore, it is pertinent to study how impulsive buying occurs and to what extent marketing is responsible for such action. Impulsive buying has been studied concerning what happens before purchases and what their consequences are (Costa & Larán, 2003), in studies such as the permanence in places of purchase and whether product dispositions can drive unplanned purchases (Angelo , Lara & Fávero, 2003), as well as if the distribution of prizes or samples has a positive impact on impulsive consumer buying (Santini & Espartel, 2010).

Consumer behavior has been widely studied in marketing literature. However, the literature is not established regarding how the buying profile influences impulsive buying. Impulsive buying behavior can usually be categorized as unplanned (Kacen, Hess & Walkeret, 2012). The definition of impulsive buying behavior is related to a sudden purchase whose rapidity precludes any thoughtful consideration, disregarding future alternatives or implications (Sharma, Sivakumaran & Marshall, 2010). A temptation associated with immediate gratification characterizes impulsive buying desire and it is usually related to a temporary state (Vohs & Baumeister, 2016). Thus, consumers who do not create an effective strategy to develop resistance to impulsive buying will tend to fall into temptation (Roberts & Manolis, 2012).

It is known that there is a need to create a strategy to resist this type of purchase (Roberts & Manolis, 2012), although, little is known considering which aspects within this resistance strategy are taken into consideration. Consequently, this study aims to test customs that can decrease this tendency for impulsive purchasing, seeking to test whether effects such as spending self-control, and concern for the future (long-term orientation) can impact into decreasing impulsive purchases and if these are aspects of a resistance strategy against these types of purchases.

Therefore, the aim of this study was to identify whether spending self-control and long- term orientation influence impulsive buying behavior, and to comprehend the variables that may alter the behavior of individuals by decreasing impulsivity. In light of this, our research question is: What factors influence impulsive buying behavior? The relevance of this paper is to identify if the impulsive buying process can be altered according to the individual's objectives and the consumer's profile. These aspects are concerning consumer’s profile (thinking about the present or the future) and consumer’s goals (if spending self-control exists, impulsive

Consumer purchase decision: factors that influence impulsive purchasing buying may decrease). Thus, the results may bring to companies the possibility of improving sales strategies or to consumers the possibility of decreasing the tendency for impulsive purchases.

Methodologically, this study was based on empirical data collected from primary sources through a questionnaire. This questionnaire was conducted with 286 respondents from the state of Santa Catarina, containing individuals from various levels of education. This questionnaire was based on scales translated from studies by Bearden, Money & Nevins (2006), Rook & Fisher (1995), and Haws, Bearden & Nenkov (2012), thus taking the following constructs, respectively: Long-term orientation; impulsive buying behavior, and spending self-control.

The results indicate that impulsive purchases are influenced by spending self-control, but not influenced by long-term orientation directly. Thus, spending self-control negatively influences the impulsive buying behavior. The influence of long-term orientation does not exist on the impulsive buying behavior. However, long-term orientation influences the spending self- control positively, and this negatively influences the impulsive buying behavior. Spending self- control can then impact impulsive buying, considering the impact of long-term orientation on spending self-control.

This article has the following structure: contextualization addressed in this introduction, followed by a theoretical framework that provides the conceptual basis of the theme addressed regarding the scales used, the details of the method used in the study, data analysis and discussion, and finally, a conclusion of the conducted study, incorporating the implications, limitations, and future research of the study.





2. Theoretical framework


The theoretical basis of this study is grounded on information associated to consumer behavior. The Brazilian law Nº. 8,078/90, of September 11, 1990 that defines a consumer as any individual or entity who purchases or uses a product or service as a final recipient. In the view of the marketing discipline, the person is not only seen as an acquirer. The person is seen as a consumer who needs to have his or her needs and wants met by the companies and brands that are in the market at that time (Solomon, Dahl, White, Zaichkowsky & Polegato, 2014). It is the consumers who causes the financial equilibrium within the economic structure between production and trade, and for that reason they are extremely difficult to satisfy and demanding (Gade, 1980). There are several groups of consumers, which bring us the most varied requirements. It is important to understand how these groups act, their ways of thinking, acting, and buying.

Thus, we propose to explain three constructs of consumer behavior and their relationships: impulsive buying behavior, long-term orientation, and spending self-control. The constructs long-term orientation and spending self-control, although understood as a strategic way to resist future purchases, have not been directly addressed by this literature. Thus, we propose that these constructs can be used as a way to assist the consumer in compulsive buying resistance strategies, and these resistance strategies (Roberts & Manolis, 2012) are composed by these constructs.


2.1 Impulsive buying behavior


Impulsive buying has a history associated with immaturity, primitivism, foolishness, “defects of the will,” low level of intelligence, deviation from social standards, and even criminality (Von Böhm-Bawerk, 1959; Freud, 1911; Mill, 1973). Although, this behavior has been more recently characterized as specious thinking (Ainslie, 1975). Specious thinking would be misleading thinking that seems fair and true, but only in appearance. According to Stigler & Becker (1977), this kind of thinking can lead to inconsistent and short-sighted behaviors.

In the consumer domain, impulsive buying behavior is always related to bad behavior, with negative consequences on personal finances, post-purchase satisfaction, social reactions, and self-esteem (Rook, 1987; Rook & Hoch, 1985). However, in some consumer situations, impulsive buying can be viewed in a neutral or even positive way. Examples of such situations would be the spontaneous purchase of a gift for a sick friend, or simply a motivation from an advantage, such as a two-for-one promotion. These impulsive buying activities may be tied to generosity, empathy, or practical everyday activities. When buying is driven by some virtue, it can provide more positive assessments of momentum (Rook & Fisher, 1995).


Rook & Fisher (1995) define impulsive buying as the tendency of a consumer to buy spontaneously, thoughtlessly, immediately, and kinetically. According to the authors, buyers who are highly purchase-driven are more likely to be encouraged to make spontaneous purchases, with their shopping lists being more “open” and receptive to unexpected purchases. From this logic, Rook & Fisher (1995) elaborated the scale that measures how much predisposed people are for impulsive buying.

The impulsive behavior of a purchase can usually be categorized as unplanned at first (Kacen et al., 2012). Impulsive buying behavior is defined as a sudden purchase, preventing the person from producing thoughtful consideration, resulting in a disregard for their alternatives and future implications (Sharma et al., 2010). This temptation to purchase is associated with immediate gratifications.

A temptation associated with immediate gratification characterizes impulsive buying desire and is usually related to a temporary state (Vohs & Baumeister, 2016). Thus, consumers who do not create an effective strategy to develop resistance to impulsive buying will tend to fall into temptation (Roberts & Manolis, 2012). It is then understood that there is acquaintance in the literature that there is a need to create a strategy to resist this type of purchase (Roberts & Manolis, 2012), however, little is known about the composition of a resistance strategy. As a result, we propose in this study that an individual's long-term orientation (thinking about the future) and spending self-control are important factors in decreasing the impulsiveness of purchases. We propose that spending self-control can be seen as a strategy of resistance, reducing the possibility of compulsive shopping, acting as a rational way of thinking about shopping, contrary to Ainslie's (1975) specious thinking. Similarly, the forward-thinking, long- term, goal-oriented individual can be more rational and avoid specious thoughts.




2.2 Long-term orientation



Lumpkin, Brigham & Mosset (2010) state that when long-term orientation is embodied in the company or even in society, the individuals who make up this community have a greater incentive to respect their culture, ethics, and about saving money, being cautious, and persistent. According to the authors, this orientation is also associated with the adaptability of individuals who do not belong to that location. Thus, we can perceive that cultural aspects of a nation can determine long-term orientations.

Hofstede developed cultural dimensions after identifying that companies from other countries conducted their branches differently from local companies. It was at this time that the author understood that the way of managing and working may differ according to the culture and traditions of the place of origin (Santana, Mendes & Mariano, 2014). The theory has five dimensions. Among them, there is the long-term orientation. This dimension addresses the extent to which cultural issues, past or present events, future planning, persistence, and ethics all influence decision making and the lives of individuals, as well as how their behavior can affect those around them (Nevins, Bearden & Money, 2007).


Bearden et al. (2006) bring in their study that researchers began to use the fifth dimension to focus on the present, valuing all that was obtained in the past through learning and the culture, continuing with planning, traditions, and hard work to seek a better future. Long-term orientation proposed by Bearden et al. (2006) is defined as the cultural value of seeing time in a holistic way, giving value to the past and the future, rather than considering actions important only for the "here and now" or short-term effects.

The concept of long-term orientation was first defined as a prospective attribute versus the present and past attribute, being then, the future (long-term) versus the "now" (short-term), as defined by Hofstede, Jan Hofstede & Minkov (2005). LTO (long-term orientation) is defined as a cultural dimension that can influence various aspects of a nation, including entrepreneurial activities, also varying from national to regional level (Lortie, Barreto & Cox, 2019) in their impact.

We understand that different cultural factors systematically influence impulsive buying behavior (Kacen & Lee, 2002). Thus, long-term orientation depends on the cultural aspects of each country and how we weigh the importance of the past and the future compared to the present. Additionally, it is known that not only cultural aspects influence it, but also regional aspects (Kacen & Lee, 2002). Although this is not the focus of our study, there is clearly a dependence on this theme regarding data generalization, being the aspects that influence impulsive buying behavior only generalized to the region and culture from which the research was conducted, acting as a form of control.




2.3 Spending self-control


Spending self-control concerns the ability of an individual to keep available financial resources under control, manage spending, and make individual or joint financial decisions as he or she may be responsible for financial expenses of the family or others (Ribeiro, Vieira, Santos, Trindade & Mallmann, 2009). Reports show that consumers' difficulty in controlling their own spending is very high, due to low savings rates and the facility of obtaining credits and financings (Haws et al., 2012). The simplicity of obtaining credit and financing is, therefore, specifically related to each country. In 2017 about 39% of the Brazilian population was in debt. With these numbers, it is clear that indebtedness is a widespread problem, and overconsumption causes these numbers to expand increasingly throughout Brazil and other countries. Consumer self-control is required to decrease this number. Self-control turns out to be a struggle between willpower and desire arising from preferences that are inconsistent with time (Hoch & Loewenstein, 1991). Beyond the higher number of debts, this situation that the individual goes through cause behavioral problems that can affect both personal and professional life.

Spending self-control is intended to allow control and balance over financial issues, permitting the acquisition and accumulation of goods without the consumer going through stressful situations and pursuing to establish a consumption strategy to increase their assets. Consumption-related self-control failures occur when indulgent local consumption is chosen over global goals, often due to the embedded influences that attractive consumer opportunities exert on our behaviors (Loewenstein, 1996). Spending self-control can also be considered the ability of an individual to change the likelihood of a future event by analyzing the possible variables of their decisions now.

There are effective ways to exploit interventions that can increase the effectiveness of consumer self-control, even when just temporarily. For example, checking whether raising the credit card limit is necessary even when the amount of the bill may be equal to or greater than the monthly income of the cardholder. To such a degree, they can expose the damage that lack of control over spending can bring in the short or long-term. In addition to this exposure, they can denote strategies and suggestions to the best way to be able to impose and follow self- control in daily life. These measures encourage consideration of consequences before taking action. The famous “think before you speak”, now incorporated as “think before you spend” (Haws et al., 2012).

There is a notion that price promotions can reduce individuals' guilt over indulgent product purchases, although this guilt relief is transitory and the consumer will later on regret the purchasing act (Matherly, Ghosh & Joshi, 2019). Consequently, thinking before you spend may not be enough, and the blame process may start later than expected. This makes us believe that perhaps long-term orientation, which is considered the tendency to value past and future as important rather than just “here and now” (Haws et al., 2012) would be able to help spending self-control, giving a more tangible goal to the individual and making them think more rationally and therefore not feeling the relief of guilt at the time of impulsive shopping. Thus, we believe that spending self-control could help to reduce impulsive buying behavior, hence directly affecting this type of purchase by seeking a more rational thinking.







3. Method


For this study we used primary data collected by the researchers involved in the study. The study aimed to analyze impulsivity at the time of purchase and what impacts on it. For this, we used a questionnaire as an instrument. The questionnaire was sent over the internet. All respondents went through the same questions that had as a purpose evaluate their behavior at the time of purchase.

Our study is characterized as exploratory. An exploratory study goes into the field with no pre-established assumptions to be confirmed. The exploratory environment is usually used when the research area has little knowledge accumulated. Therefore, it is used to deepen the knowledge on the subject and make its understanding clearer (Raupp & Beuren, 2006). As for the approach, this study is characterized as quantitative. We use statistical tests and descriptive analysis to establish results. It is very significant to ensure the accuracy of the results and to understand the relationship between the variables and the main cause of the phenomenon of the theme being studied (Raupp & Beuren, 2006). Thus, given the methodological positioning and the search for data based on scientific evidence involving the physical senses, we believe that our epistemological positioning is clearly based on positivism.


3.1 Instrument of analysis and variables


For this study, we built a questionnaire based on already validated scales in the international literature, adapting it to Portuguese. We used the scales long-term orientation, from Bearden et al. (2006); impulsive buying behavior, from Rook & Fisher (1995), and spending self-control, from Haws et al. (2012). We have translated these scales and analyzed them together with an expert in the field for translation validation. The long-term orientation scale was validated in the study of Ferraz, Rebouças, Costa Nogami & Quezado (2015), which underwent a reverse translation and pre-test procedure before application. The impulsive buying behavior scale was validated in the study from Santini, Lübeck & Sampaio (2014), through content analysis and pretesting. The spending self-control scale was validated in this study, in conjunction with the scales already validated, through reverse translation and content analysis by two experts in the field, before final construct validation and pre-test application in 35 people, using the same means to reach them.

The long-term orientation scale by Bearden et al. (2006) aims to capture how much the consumer tends to evaluate their decisions in the long run. It is composed of variables such as: “Family heritage is important to me”; "I don't mind giving up today's fun for success in the future", and "I value a strong link to my past.". Rook & Fisher's (1995) impulsive buying behavior scale aims to understand how consumers usually make their purchases. Some of its variables are: “I often buy things spontaneously”; "Sometimes I feel like buying things on the spur-of-the-moment", and "I carefully plan most of my purchases.".

The last scale is from Haws et al. (2012). Its purpose is to analyze how much the consumer has control over his current and future spending. The variables included are: “I am able to work effectively toward long-term financial goals”; “I carefully consider my needs before making purchases”, and “I often delay taking action until I have carefully considered the consequences of my purchase decisions.”.

From these scales it is possible to make a comparison and correlation between consumer profiles, thus making it possible to highlight and identify the profiles most likely to make impulsive purchases and what are the most common characteristics among these consumers. Hence, making it possible to reach the objective of this study. Figure 1 presents the dimensions that constitute this study, and its variables.




Figure 1




Dimensions and Variables









	
Figure 1 – Dimensions and Variables
	



	
Construct

	
Nº

	
Question

	
Author

	



	            Long-term Orientation
	OLP1
	Family heritage is important to me.
	            Bearden et al. (2006)
	



	OLP2
	I value a strong link to my past.
	



	OLP3
	I plan for the long term.
	



	OLP4
	I work hard for success in the future.
	



	OLP5
	I don’t mind giving up today’s fun for success in the future.
	



	OLP6
	Persistence is important to me.
	



	              Impulsive Buying Behavior
	IC1
	I often buy things spontaneously.
	              Rook & Fisher (1995)
	



	IC2
	I often buy things without thinking.
	



	IC3
	"Just do it” describes the way I buy things.
	



	IC4
	"I see it, I buy it” describes me.
	



	IC5
	"Buy now, think about it later” describes me.
	



	IC6
	Sometimes I feel like buying things on the spur-of-the-moment.
	



	IC7
	I buy things according to how I feel at the moment.
	



	
	IC8
	Sometimes I am a bit reckless about what I buy.
	
	



	IC9
	I carefully plan most of my purchases.
	



	                  Spending Self- Control
	AG1
	I am responsible when it comes to how much I spend.
	                  Haws et al. (2012)
	



	AG2
	I closely monitor my spending behavior.
	



	AG3
	I carefully consider my needs before making purchases.
	



	  AG4
	I often delay taking action until I have carefully considered the consequences of my purchase decisions.
	



	AG5
	When I go out with friends, I keep track of what I am spending.
	



	  AG6
	I am able to resist temptation in order to achieve my budget goals.
	



	AG7
	I am able to work effectively toward long term financial goals.
	



	AG8
	Having objectives related to spending is important to me.
	














Source: Prepared by the authors based on research data.











3.2 Sample


The sample of this study consisted of 286 respondents. Respondents were invited to participate in the survey through social networks such as WhatsApp, Instagram, and Facebook. Additionally, part of the sample were some people contacted via email. Data collection took place from October 2 to October 9, 2018. Data were collected by the researchers involved. The main characteristics of the respondents can be found in Figure 2.




Figure 2




Sample Characterization









	
Figure 2 – Sample Characterization



	
Questions

	
Options

	
Nº

	
%





	Gender
	Female
	146
	51,00%



	
	Male
	140
	49,00%



	Age
	Up to 20 years old
	141
	49,30%



	
	21 to 25 years old
	104
	36,40%



	
	26 to 30 years old
	23
	8,10%



	
	31 to 40 years old
	11
	3,80%



	
	40 years or older
	7
	2,40%



	Income
	No Income
	20
	7,00%



	
	Up to R$ 500
	11
	3,80%



	
	R$ 501 to R$ 1,000
	44
	15,40%



	
	R$ 1,001 to R$ 2,000.00
	124
	43,40%



	
	R$ 2,001 to R$ 3,000
	46
	16,10%



	
	R$ 3,001 to R$ 4,000
	15
	5,20%



	
	R$ 4,001 or more
	26
	9,10%



	Education Level
	Elementary to Complete
	4
	1,40%



	
	Completed Elementary
	4
	1,40%



	
	High School to Complete
	33
	11,60%



	
	Completed High School
	49
	17,10%



	
	Under-graduation to Complete
	170
	59,40%



	
	Completed Under-graduation
	26
	9,10%



	
Source: Prepared by the authors based on research data.
	
	






















The sample is mainly composed of women (51%) as respondents. Regarding the age, it has its variations, but the highest concentration was the public up to 20 years with 49.30% and 21 to 25 years with 36.40%. It is also possible to report that about 59.40% have incomplete under-graduation courses, followed by 17.10% with completed high school education. 43.40% of respondents have their salaries from R$ 1,001 to R$ 2,000.00. We can see that the results of this research can be generalized to a young middle-income male or female audience with high school education, although with incomplete higher education.




3.3 Analysis procedures


We used descriptive and inferential statistics for the analysis. For multivariate analyzes, statistical correlation techniques and structural equation modeling were used. Structural equation modeling is characterized by a statistical method that analyzes the relationships between simultaneously occurring constructs (Hair, Anderson, Babin & Black, 2010). A structural model describes the relationships between latent variables, also known as constructs (Hair, Hult, Ringle & Sarstedt, 2016). Thus, we use PLS 2.0 M3 software for data analysis, having the result of structural equations as the main data to answer the research objective.







4. Results


In this section we present the research data split into descriptive research results and the data in the second part with the structural equation modeling results of the proposed model in this study.


4.1 Descriptive data


Regarding the long-term orientation scale of Bearden et al. (2006), the questions are presented in Table 1, showing the percentage of each level of the scale selected by the respondents and demonstrating how individuals usually think about their purchases and their level of long-term orientation.




Table 1




Descriptive Data of the Long-Term Orientation Scale









	
Table 1 – Descriptive Data of the Long-Term Orientation Scale



	Bearden et al. (2006)
	Strongly Disagree
	Partially Disagree
	Neither Agree nor Disagree
	Partially Agree
	Totally Agree



	1. Family heritage is important to me.
	7,70%
	8%
	23,40%
	40,60%
	20,30%



	2. I value a strong link to my past.
	7,70%
	16,40%
	22,70%
	37,10%
	16,10%



	3. I plan for the long term.
	4,20%
	7,70%
	11,20%
	40,90%
	36,00%



	4. I work hard for success in the future.
	  1,00%
	  2,80%
	  8,00%
	  29,40%
	  58,80%



	5. I don’t mind giving up today’s fun for success in the future.
	  7,30%
	  11,90%
	  14,70%
	  38,10%
	  28,00%



	6. Persistence is important to me.
	0,00%
	1,10%
	4,50%
	28,70%
	65,70%



	
Source: Prepared by the authors based on research data.
	
	
	






















We can see from our sample that concerning the long-term orientation scale, many fully or partially agree that aspects such as family traditions, links with past events, long-term planning, working for a better future, giving up present entertainment to obtaining success in the future, and persisting in your activities are important factors for most of our sample in the present study.

Regarding Rook & Fisher's (1995) impulsive buying behavior scale, the questions were asked based on how individuals usually buy. The descriptive results of this scale are shown in table 2 and represent the percentages of agreement or disagreement concerning the variables of the construct.




Table 2




Descriptive Data of the Impulsive Buying Behavior Scale









	
Table 2 - Descriptive Data of the Impulsive Buying Behavior Scale



	Rook e Fisher (1995)
	Strongly Disagree
	Partially Disagree
	Neither Agree nor Disagree
	Partially Agree
	Totally Agree



	1. I often buy things spontaneously.
	12,90%
	18,20%
	23,40%
	32,90%
	12,60%



	2. I often buy things without thinking.
	  35,30%
	  21,00%
	  13,60%
	  20,30%
	  9,80%



	3. "Just do it" describes the way I buy things.
	  39,50%
	  19,20%
	  16,10%
	  15,70%
	  9,50%



	4. "I see it, I buy it" describes me.
	56,30%
	20,60%
	10,90%
	9,40%
	2,80%



	5. "Buy now, think about it later" describes me.
	  61,90%
	  15,00%
	  9,80%
	  8,80%
	  4,50%



	6. Sometimes I feel like buying things on the spur-of-the-moment.
	  13,30%
	  17,10%
	  11,20%
	  35,30%
	  23,10%



	7. I buy things according to how I feel at the moment.
	  56,30%
	  20,60%
	  10,90%
	  9,40%
	  2,80%



	8. Sometimes I am a bit reckless about what I buy.
	  61,90%
	  15,00%
	  9,80%
	  8,80%
	  4,50%



	9. I carefully plan most of my purchases.
	  13,30%
	  17,10%
	  11,20%
	  35,30%
	  23,10%



	
Source: Prepared by the authors based on research data.
	
	
	






















The vast majority of the sample consider carefully planning their purchases but are tempted to buying things in the heat of the moment. In this scale, in general, we can see that the sample predominantly takes care of its expenses, thinking before buying, not being reckless about their purchase, not just buying when they feel the need, and not leaving to think after the purchase.

The descriptive data regarding the spending self-control scale from Haws et al. (2012) are shown in table 3 and corroborate with how individuals usually act with their expenses, measuring if they have self-control or not.




Table 3




Descriptive Data of the Spending Self-Control Scale









	
Table 3 - Descriptive Data of the Spending Self-Control Scale



	Haws et al. (2012)
	Strongly Disagree
	Partially Disagree
	Neither Agree nor Disagree
	Partially Agree
	Totally Agree



	1. I am responsible when it comes to how much I spend.
	3,50%
	11,20%
	12,20%
	36,00%
	37,10%



	2. I closely monitor my spending behavior.
	  4,20%
	  10,50%
	  11,50%
	  26,90%
	  46,90%



	3. I carefully consider my needs before making purchases.
	  5,60%
	  8,70%
	  19,60%
	  34,60%
	  31,50%



	4. I often delay taking action until I have carefully considered the consequences of my purchase decisions.
	    4,90%
	    4,90%
	    13,60%
	    38,10%
	    38,50%



	5. When I go out with friends, I keep track of what I am spending.
	  6,20%
	  9,80%
	  14,70%
	  29,40%
	  39,90%



	6. I am able to resist temptation in order to achieve my budget goals.
	  1,40%
	  4,90%
	  12,20%
	  29,80%
	  51,70%



	7. I am able to work effectively towards long term financial goals.
	  5,30%
	  6,60%
	  18,50%
	  32,90%
	  36,70%



	8. Having objectives related to spending is important to me.
	  3,10%
	  4,90%
	  20,00%
	  42,30%
	  29,70%



	
Source: Prepared by the authors based on research data.
	
	
	






















In line with our data on spending self-control in our sample, we can see that, in general, individuals feel responsible for their spending, usually keep track of spending, act on the need to buy, and are used to delaying their purchases to think about it. They also keep track of their spending in events, resist current purchases for future achievement, track their long-term financial goals, and have spending control goals.




4.2 Structural equation analysis


In this section, we demonstrate the results obtained in the structural equations, as well as the descriptive statistics of the data, their correlations, and the quality diagnosis. In the following table, we have the descriptive data of each of the constructs.
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Descriptive statistics









	
Table 4 - Descriptive statistics



	
Construct

	
Nº

	
Minimum

	
Maximum

	
Mean

	
Standard Deviation




	Long-Term Orientation
	286
	1,67
	5,00
	3,93
	0,56



	Impulsive Buying Behavior
	286
	1,22
	5,00
	2,71
	0,81



	Spending Self-Control
	286
	1,13
	5,00
	3,97
	0,80



	
Source: Prepared by the authors based on research data.
	
	
	






















In Table 5, we provide the correlations, considering how much one construct implies in the other and how much they correlate with each other.
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Correlations









	
Table 5 – Correlations



	
Construct

	
1


	
2


	
3





	(1) Long-Term Orientation
	1,000
	
	



	(2) Impulsive Buying Behavior
	-,152**
	1,000
	



	(3) Spending Self-Control
	,432**
	-,377**
	1,000



	
Source: Prepared by the authors based on research data.
	
	






















Impulsive buying behavior is negatively related to long-term orientation. While long term orientation is positively related to spending self-control. Impulsivity is also negatively related to spending self-control, which is somewhat expected given the characteristics of the variables. In the table below, we start the process of checking the quality criteria of the constructs, providing the cross loading of the research. We can perceive from the table below that all variables belong to the construct of origin.




Table 6




Cross loading of the variables









	
Table 6 – Cross loading of the variables



	
Variables

	
Spending 
Self- Control

	
Impulsive 
Buying Behavior

	
Long-Term Orientation




	SELFCONTROL_1
	
0,762514

	-0,414365
	0,34704



	SELFCONTROL_2
	
0,747748

	-0,265127
	0,282063



	SELFCONTROL_3
	
0,773177

	-0,50403
	0,264031



	SELFCONTROL_4
	
0,638679

	-0,331223
	0,202592



	SELFCONTROL_5
	
0,688685

	-0,249738
	0,289644



	SELFCONTROL_6
	
0,731818

	-0,312801
	0,348912



	SELFCONTROL_7
	
0,713081

	-0,215225
	0,415604



	SELFCONTROL_8
	
0,678253

	-0,234649
	0,303176



	IMPULSIVEBUYING_1
	-0,29232
	
0,732166

	-0,044327



	IMPULSIVEBUYING_2
	-0,457179
	
0,87391

	-0,25692



	IMPULSIVEBUYING_3
	-0,373398
	
0,816985

	-0,213609



	IMPULSIVEBUYING_4
	-0,342993
	
0,767577

	-0,131667



	IMPULSIVEBUYING_5
	-0,30494
	
0,740724

	-0,099975



	IMPULSIVEBUYING_6
	-0,288844
	
0,710893

	-0,082471



	IMPULSIVEBUYING_7
	-0,30785
	
0,695153

	-0,169104



	IMPULSIVEBUYING_8
	-0,352349
	
0,740842

	-0,162181



	LONGTERM_3
	0,385856
	-0,279895
	
0,841339




	LONGTERM_4
	0,276982
	-0,084576
	
0,79827




	LONGTERM_6
	0,280326
	0,000571
	
0,591439




	
Source: Prepared by the authors based on research data.
	
	






















In this part of the study, we analyzed the responses obtained according to their average variance extracted (AVE) (Ringle, Da Silva & Bido, 2014), being greater than 0.5 for spending self-control and impulsive buying behavior. However, lower than 0.5 for long-term orientation. We also analyze in the table below the composite reliability, R square, Cronbach's Alpha, Q² (predictive validity), and f² (effect size) of our construct.

In the case of the composite reliability and the Cronbach’s Alpha, which are used to assess whether the sample is free of bias or whether the answer as a whole is reliable (Junior, Merlo & Da Silva, 2016), they both had numbers above 0.7, except the Cronbach’s Alpha for long-term orientation. The values of R², Q², and f² presented values that meet the modeling setting requirements. Our R² has values of 0.184 and 0.206, representing effect values between small and medium in the social sciences areas, being small 0.02, medium 0.13, and large 0.26 (Cohen, 1988). Q² presented a positive value, which is the evaluation criterion for predictive validity (Hair et al., 2016). F² assesses how each construct is useful for model fit (Junior et al., 2016). It can be classified as small (0.02), medium (0.15) and large (0.35) (Hair et al., 2016). In our case, the value is considered large.
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Quality criteria









	
Table 7 – Quality criteria



	
Construct

	
AVE

	
Composite

Reliability

	
R²

	
Cronbach’s Alpha

	
Q²

	
f²




	Spending Self-Control
	0,516
	0,895
	0,184
	0,865
	0,094
	0,515



	Impulsive Buying Behavior
	0,580
	0,917
	0,206
	0,896
	0,117
	0,570



	Long-Term Orientation
	0,565
	0,792
	
	0,626
	0,565
	0,565



	
Source: Prepared by the authors based on research data.
	
	
	
	






















In table 8 below, we present the fornell-lacker criterion data (discriminant validity), showing that we have a model with a satisfactory result. AVE is the mean of factorials squared in latent correlations. The Fornell-Lacker criterion is used to compare the square roots of AVE values for each construction with the correlations (Pearson) between the constructs, known as the latent variables (Junior et al., 2016). The data shown in bold diagonal in Table 7 represent the calculation of AVE multiplied by the correlations of the constructs. The values in parentheses represent the calculation of the average inter-item correlation, obtained by the ratio between the correlation and the square root of the product of the respective values of Cronbach’s Alphas of each construct (Popadiuk & Nunes, 2018). For the discriminant validity of the construct, the square roots of AVE should be greater than the correlation between the constructs. Thus, in this study it was possible to prove and validate all results.
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Fornell-lacker criterion









	
Table 8 – Fornell-lacker criterion



	
Construct

	
Spending Self-Control

	
Impulsive 
Buying Behavior

	
Long-Term Orientation




	Spending Self-Control
	
0,718

	
	



	Impulsive Buying Behavior
	-0,453 (-0,515)
	
0,762

	



	Long-Term Orientation
	0,428 (0,582)
	-0,201 (-0,268)
	
0,752




	
Source: Prepared by the authors based on research data.
	
	






















To correlate the data obtained, we used the PLS model. This software seeks to identify the relationship or influence that each construct has on another (Ringle et al., 2014). The model obtained by the software is presented below in Figure 3 using the data obtained by the researchers.
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Figure 3




PLS model







Source: Prepared by the authors based on research data.








We were able to identify a relationship between how much long-term orientation influences spending self-control. In this case the influence acts positively (0.429) between the two constructs. Thus, the greater the long-term orientation, the greater the spending self-control of the individual. When looking at whether long-term orientation has any influence on impulsive buying behavior, the result that we obtained is so low that it showed no effect on each other, thus having no implicit relation to each other.

However, we had a second relationship with effect. It occurs between spending self- control and impulsive buying behavior. The relationship that happens between these two constructs is negative (-0.450), meaning that the higher the spending self-control, the lower the impulsive buying behavior of the individual. This model has detected that there is no effect of long-term orientation on impulsive buying behavior. Although, what happens is that long-term orientation increases spending self-control, and it is the spending self-control that decreases impulsive buying behavior regarding purchases.

In this second stage, we performed a proof test with the results presented between the constructs, in order to verify the statistical validity of the performed test. For the answers to be validated as true, the results would have to be 1.9 or higher. If this minimum number is not reached, the ratio is not recommended for future research. We present the data in Figure 4 below.
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Figure 4




Bootstrap model








Source: Prepared by the authors based on research data.








The relationship between long-term orientation and spending self-control showed a result of 4,726, thus confirming the veracity between the positive relationship of these two scales. Impulsive buying behavior and long-term orientation did not achieve the expected average, which means that there is no relationship between them. It is not recommended that you use this relationship between these scales to be based on future research, as the link between the two scales has no significance at all. Finally, the safest relationship in our model was between spending self-control and impulsive buying behavior, reaching the result of 4,785, thus ensuring the high ratio between these two scales, being fully recommended for future use in further research on the subject.







5. Discussion and concluding remarks


The aim of this study was to identify whether spending self-control and long-term orientation influence impulsive buying behavior, and to understand the variables that may alter individuals' behavior by causing impulsive buying to decrease. We found through research data the aspects that can influence the impulsive buying behavior of individuals, showing how impulsive purchases are negatively influenced by spending self-control. We realized that the consumer in this sample often has greater spending self-control over their financial life, goals, and objectives. This decreases the frequency of impulsive purchases. This finding is in line with the findings of Rook & Fisher (1995), who found that impulsive buying behavior is moderated by normative consumer evaluations, that can easily be represented by spending self-control from Haws et al. (2012), which means rethinking and re-evaluating based on their pre-purchase goals, demonstrating that the modern consumer is more likely to do this reflection and is not as prone to impulsive buying behavior, considering the characteristics of the samples presented previously.

This study contributes directly to the impulsive buying literature, more precisely to the creation of resistance strategies (Roberts & Manolis, 2012), inserting constructs that aim to better understand how a consumer can develop these resistance strategies. We can then see that Ainslie's (1975) specious thoughts did not appear in the sample, where the vast majority were more conscious regarding the impulsive buying behavior. The spending self-control by Haws et al. (2012) has been shown to greatly influence this more conscious behavior, demonstrating that our sample predominantly struggles between willpower and desire arising between their preferences, which are inconsistent regarding time preferences (past, present, or future) (Hoch & Loewenstein, 1991). This means that our sample showed that willpower may have been greater than momentary desire for shopping, taking time into account (what is important to me now, what is important to me in the future and what is more important).

We can also see that the long-term orientation by Bearden et al. (2006) had no direct influence on impulsive buying, contrary to the assumptions of Lumpkin, Brigham & Mosset (2010), who stated that long-term orientation has some effect on being economical and cautious. The long-term orientation did not show this effect in this case. After all, the aspects of being economical and cautious would negatively influence impulsive purchases. We believe this effect may be related to the culture of the sample, and long-term orientation is dependent on the cultural aspects of each country (Kacen & Lee, 2002). Long-term orientation is one of Hofstede's dimensions, and it portrays cultural aspects such as future planning, persistence, and others (Nevins et al. 2007). However, long-term orientation had an unexpected effect on spending self-control. We can perceive that in some ways, the long-term orientation impacts spending self-control, and that it will negatively impact impulsive buying behavior.

By analyzing the descriptive data of the research, it was evident that a large percentage of the sample had better insight into their self-control issues. Consequently, these individuals tend to be less impulsive. Thus, especially at the time of purchase, these individuals in the sample are able to go to stores being more aware of how much they can spend, placing their future above momentary satisfaction, mediated by Rook & Fisher's (1995) normative evaluation. This effect may also be because our sample has a considerable level of education and is not associated with low levels of intelligence and primitivism, as impulsive buying has been associated with previous research (e.g. Von Böhm-Bawerk, 1959; Mill, 1973). Thus, it was also possible to understand what makes one person more impulsive than others, and what characteristics influences the behavior.

Finally, the contributions that our study has brought to the academic community is to understand that impulsive buying behavior usually occurs when the individuals who make the purchase do not have a high degree of spending self-control over their actions and their finances. It also allowed a new analysis of this type of behavior, which was not taken into account in previous studies, constructs like: spending self-control and long-term orientation, as it was executed in this study. The methodological contributions concern the validation of the construct and its possible application in different contexts.

Practical implications for marketing management are regarding understanding which aspects of spending self-control can be addressed in order to lessen their impact on impulsive purchasing, using strategies that focus on reducing the negative impact of this construct on consumer impulsive buying behavior. Conversely, consumers seeking to reduce impulsive buying may rely on aspects concerning spending self-control that they do not perceive as important at this time. Consumers may rely on these aspects to improve their relationship with impulsive purchases when they are already unbridled, but they seek to decrease it.

Our research has two main limitations. First, this research was performed only in one city, in a specific context. Therefore, the generalization of the findings would be unfounded. After all, there are variations in people's behavior depending on where they live. The second limitation perceived during the research is the non-use of other instruments to apply the research. As it was done only quantitatively, the respondents' view of their acts of consumption was little explored. For future studies on the subject it would be interesting to apply the same research, but by using interviews as an instrument, either in group or individual, just to capture other factors that are limited by quantitative research approaches. For example, at what times individuals tend to be most impulsive and what make this behavior emerge. In this way, we could better capture impulsive behaviors that are considered positive, as defined by Rook & Fisher (1995). It would also be interesting to slightly alter the characteristics of the sample so that other cited effects may appear, such as long-term orientation directly impacting impulsive purchases or even if lower level of education would make spending self-control to not have the same effect on impulsive buying behavior.
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