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Abstract. Several previous studies have found that Indonesians adolescents tend
to purchase clothes impulsively, but it is still rare to focus on personality. This
study uncovered the effect of personality traits on impulsive buying in the online
fashion segment, particularly fashion products. 386 teenagers' responses to the
Impulsive Buying Questionnaire and the Big Five Inventory were gathered for
this correlational study design. Conscientiousness, agreeableness, and
neuroticism were found to be significant predictors by regression analysis. In
terms of trait factor theory, this research adds to the body of knowledge on young
people's impulsive internet purchase behavior, particularly among Indonesians.
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“Whoever said money can’t buy happiness,
simply didn’t know where to go shopping.” — Bo
Derek

“Give a girl the right shoes, and she can conquer
the world.” — Marilyn Monroe

1 Introduction

In 2022, "Citayam Fashion Week" gained international prominence after becoming
viral and garnering interest in Indonesia as well as other countries [1] [2] [3] [4] [5]. It
purportedly developed into a fashion competition that drew many participants,
including some celebrities. Do women (and perhaps men, too) agree with Marylin
Monroe and Bo Derek as expressed in the quotes above? Whether people agree with it
or not, fashion has a profound impact on society, our lives, and our mental health [6, 7,
8, 9].

Teenagers' lifestyle aspirations include a desire for fashion [9]. Clothes and their
accessories, including hats, purses, shoes, socks, and belts, are considered fashion
products. Fashion will assist your appearance in your regular activities, which will give
it its beauty. In addition, fashion can bring comfort, enjoyment, confidence, and
fulfilment. According to a Piper Jaffray poll [10] of 8,000 Gen-Z youths born between
1997 and 2012, teens in the US spend millions of rupiah on clothing each year.

DataReportal's statistics data [11] indicates that ninety percent of Indonesians do
online purchases. According to these statistics, transactions of 2,307 billion US dollars,
or around IDR 3.4 trillion, were conducted to buy financial products. Given that ninety
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percent of internet users in Indonesia, aged 16 to 64, make purchases online, the country
is also the world leader in e-commerce. Online sales in 2018 totalled 20.3 billion US
dollars, or over IDR 2.9 trillion, up 20% from the previous year [11].

Seventy respondents shared their motivations for making online purchases in our
initial poll that we conducted utilizing Instagram's question function. They frequently
buy things on the spur of the moment because they are drawn in by high product prices
that are less expensive than fashion items found in stores, as well as because they expect
emotional fulfilment from the purchases they make. Researchers conducted a survey,
and the responses they received are consistent with Zhou and Gu's [12] findings that
people typically shop online in order to satisfy their immediate emotional needs without
considering the long-term effects. When confronted with a product, impulsive buying
is defined by Rook [13] as a purchase that is undertaken without prior planning, fuelled
by passion, and pleasant sentiments. According to a 2014 Merzer poll conducted among
young adults in America between the ages of 18 and 29, up to 69% of respondents made
impulsive purchases [14].

Impulsive buying is defined as “a sudden, often strong, and persistent urge to buy
something immediately” or “a sudden and immediate purchase without any intention
before shopping, either to purchase a specific product category or to fulfil a specific
purchasing task.” The point is that the nature of impulse buying is unplanned [15]

This study focuses on impulsive online buying since e-commerce is growing swiftly
and impulsive purchase behavior is becoming more common in the online environment
[16]. The internet environment speeds up finding products and making purchases,
especially for teenagers who are potential customers. Thus, the likelihood of making
impulsive purchases may increase. Put another way, despite the influence of
technology, which young people see as an external factor, internal elements are still
present and receive a great deal of attention. Previous study has been done on this.
These include disposition, emotions, hedonistic drive, beliefs, and so on [15].

Previous study has shown that personality traits and impulsive purchase are related,
albeit sometimes in different ways. Herabadi [17] discovered impulsive buying's
association with neuroticism, openness, and agreeableness, in contrast to the findings
of research conducted in Norway, which indicated impulsive purchase connects to
extraversion, conscientiousness, and openness. Extraversion and neuroticism were
shown to be related to impulsive purchase in the 3,577 adult participants in Creevy and
Furnham's [18] study on personality traits and compulsive shopping, which was done
between the ages of 18 and 30. Conversely, impulsive purchasing was found to be
related to neuroticism, extraversion, and openness in Miao et al.'s [19] research of
people ages 18 to 55.

There is little study that specifically tackles the influence of personality traits on
impulsive purchases of fashion products through online media, and the results of past
studies are inconsistent or contradictory. Because of this, researchers look into how
teenagers' impulsive online purchases of fashion products are influenced by the big five
personality traits.

2 Method

This study used a correlational, non-experimental, quantitative methodology with 386
Indonesian youths (ages 15-20) as subjects (30.1% male, 69.9% female). To collect
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data, psychological measures in the Bahasa Indonesia version were used. The Big Five
Personality Inventory (BFI) questionnaire, [20] comprising 44 question items, was
utilized to measure personality characteristic variables. 10 items measure openness,
with a Cronbach Alpha co-efficient value of.815; 9 items measure conscientiousness,
with a Cronbach's Alpha of.748; 6 items measure extraversion, with a Cronbach's Alpha
of.764; 7 items measure agreeableness, with a Cronbach's Alpha of.611; and 8 items
measure neuroticism, with a Cronbach's Alpha of.755. The Impulsive Buying
Questionnaire [21], which has eight items and a reliability value of.899, was used by
the authors to measure compulsive buying in the Indonesian version. A Likert scale
with five continuum responses, ranging from "strongly disagree" (1) to "strongly agree"
(5), is used in both instruments.

3 Result and Discussion

Based on normality test using the Kolmogorov-Smirnov test and multicollinearity
analysis, the hypotheses were tested using a simple linear regression method. The
results of the first hypothesis test indicate that openness is not a factor in the impulsive
online purchases of fashion items. This data shows that other factors account for all of
the influence on online impulse purchasing of fashion products; openness has no effect
at all. The role and significance show that the openness score and the value of impulsive
purchases do not significantly correlate (t = -.406, p =.685, >.05).

According to the first hypothesis test's findings that openness does not significantly
contribute to impulsive buying of fashion products online. It can be concluded that
teenagers who have high curiosity will find out first about the items they want to buy,
so teenagers tend not to make impulsive purchases. Open teenagers are also known as
creative teenagers; they are easy to adapt, so teenagers have choices not to make
impulse purchases of fashion products online. Teenagers who are open and insightful
also have an important role in their leadership attitudes, making them less easily
influenced by making impulsive purchases. This is supported by research by Olsen,
Tudoran, and Verplanken [22] and Creevy and Furnham [23], which found that there
is no significant influence between openness and impulse buying.

The results of the second hypothesis test indicate that conscientiousness plays a part
in impulsive online shopping for fashion (t=4.428, p=.000 (< .05). This finding meant
that teenagers with a character who considers before making decisions, has self-control,
and plans everything will tend not to make impulsive purchases of fashion products
online. Teenagers will tend to think from a future perspective so that they can control
momentary desires and prepare themselves to get better things in the future. This is
supported by the results of research by Olsen, Tudoran, and Verplanken [22], which
found that there is a significant influence between conscientiousness and impulsive
buying.

The results of the third hypothesis test indicate that extraversion plays no part in
online impulse purchases of fashion items. (t=1.188, p=236 (>.05)). The final
hypothesis test, which examined personality using the BFI, revealed that extraversion
did not significantly influence impulsive purchasing of fashion items. It can be
concluded that teenagers who are socially active, enjoy mingling with others, and feel
at ease expressing themselves in social settings are less likely to engage in impulsive
online shopping for fashion items. This is because teens are more likely to fill their time
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with social activities than they are to shop online. Herabadi's [ 17] research, which found
no connection between extraversion and impulsive purchasing, supports this.

Table 1. Regression results of personality traits on online impulsive buying

Variable B t Sig
Openness -.029 -.406 .685
Conscientiousness -.354 -4.428 .000
Extraversion .080 1.188 236
Agreeableness -.348 -4.031 .000
Neuroticism 141 2.006 .046

According to the results of the fourth hypothesis test, agreeableness influences
impulsive clothes purchases made online (t=-4.031, p=.0000 (<.05). It makes sense that
teens who care about others, appreciate social harmony and wealth, and love lending a
hand to others are less likely to make impulsive online fashion purchases since they are
more inclined to use their money to better the lives of others rather than themselves. If
teenagers demonstrate high empathy and sympathy, help or care about others and their
social circumstances, and are more likely to set money aside to aid others, they are less
likely to make impulsive purchases. Ratnawat and Borgave's [24] study, which
discovered a significant link between agreeableness and impulsive buying, supports
this.

The results of the fifth hypothesis test indicate that neuroticism plays a part in
impulsive online shopping for clothing (t=2.006, p=.046 (<.05)) between the
neuroticism score and the impulsive buying score. The results revealed that teenagers
who score highly on the neuroticism scale tend to be more emotional or experience
unstable emotions, despair, and impulsivity, making them more likely to make
impulsive purchases. Teenagers who exhibit these traits will have low emotional
intelligence, making it harder for them to control their volatile emotions.

The test findings have gender-based variations in certain areas. The data from this
research sample reveals that men's empirical average impulse purchases are 2.55, which
is a little higher than women. Men and women were compared in terms of their
propensity for impulsive purchases using the independent sample t-test. According to
the test results, there is no discernible difference between men and women when it
comes to impulsive purchases (t=.604, p=.546 (>.05)). The findings demonstrated that
men and women did not exhibit significantly different impulse purchase behavior. This
indicates that both men and women engage in the same amount of impulse shopping.
These findings are consistent with studies by Badgaiyan and Verma [25], which
discovered that there was no discernible difference between men and women in terms
of the frequency of impulsive purchases. These findings, however, go against a number
of earlier studies by Bhuvaneswari and Krishnan [26] [27] that discovered substantial
variations between men's and women's impulse buying. Because of discrepancies in the
findings of various tests, the author concluded that additional research needed to be
retested. The study's findings indicate that men and women do not behave differently
when it comes to impulsive purchases. This indicates that men and women both engage
in impulsive purchasing. According to research by Badgaiyan and Verma [25], there
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was no discernible difference between men and women in terms of their propensity for
impulsive purchases. These findings, however, go against a number of earlier studies
by Bhuvaneswari and Krishnan [26] [27] that discovered substantial variations between
men's and women's impulse buying. The author noticed discrepancies between the
outcomes of many tests, so this must be retested for future research.

Variables in the test results vary according to age. According to the data from this
research sample, individuals who are 21 years old have an empirical mean of impulsive
purchases of 2.86, which is higher than that of subjects of other ages. To see if there
were any age-related changes in impulsive purchases, a one-way ANOVA test was run.
According to the test results, there is a significant difference in impulse buying based
on age (F=2.909, p=.090 (<.05)). The findings demonstrated that age had a substantial
impact on impulse buying. According to the analysis's findings, impulsive purchases
varied across people aged 15 to 21. Impulse purchases are more common among people
over 21 than younger people. It follows that as people get older, impulse buying tends
to grow. These findings support the assertion made in several earlier studies [26] [27]
that there are age-related differences in impulsive purchase levels. These findings,
however, go against other studies that suggested that age had no bearing on the
frequency of impulsive purchases [28]. According to the author, the variations in results
are caused by varying income levels, pocket money, or income that people already
have, making them more likely to purchase cute and affordable goods when they see
them, as well as other reasons or needs that become more important as people age.

The test results vary depending on the amount of pocket money. According to the
data gathered from this research sample, participants with pocket money over IDR
2,000,000 had an empirical average of impulsive purchases that is larger than that of
other age groups at 2.7556. To ascertain whether there were variations in impulsive
buying between pockets of money, a one-way ANOVA test was conducted. According
to the test results, there is a significant difference in impulsive purchasing depending
on pocket money, with a value of F=2.739, p=.0430 (<.05). The findings of the study
indicate that impulsive purchases fluctuate depending on disposable income or monthly
earnings. According to earlier research [27] [26], income did not appear to have any
effect on the impulse control of participants. According to the author, variations in
outcomes could be brought on by the pocket money or income of each participant.

Depending on one's level of education, the test results have different variables.
According to the data collected from this research sample, persons with a undergraduate
education level have empirical average impulsive purchase rates of 2.6039, which are
greater than those of respondents with other education levels. To ascertain whether
there were any variations in impulsive purchasing between educational levels, a one-
way ANOVA test was conducted. According to the test results, there is no significant
difference in impulse buying according to education level (F=.817, p=.442 (>.05)). The
study's findings demonstrate that there is no difference in impulse buying based on
educational attainment. These outcomes supported by Bhuvaneswari and Krishnan [26]
[27], who found no association between impulsive buying and education level, lend
support to these findings. The author contends that impulsive purchasing can happen to
people with high levels of education just like it happens to people with lower levels of
education.
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This study has several limitations. One of them is that there are still many variables
that have not been involved but may play a role in impulsive buying. Among them are
price, novelty, and negative emotion [15], e-wallet [29], expressive propensity,
pleasure-seeking propensity, and sociability[30], anticipated regret and product
involvement [31], face loss, self-control [32], online convenience, social media
celebrity [33], internet usage, emotional intelligence [34], social influence, subjective
well-being [35], and even economic development level [15]. It is worth considering
necessary condition analysis as a special prerequisite that allows personality to play a
role in impulsive buying [36].

4 Conclusion

According to the findings of studies on the subject, personality factors do play a part in
impulsive purchasing. Conscientiousness (4.9%), agreeableness (4.1%), and
neuroticism (1.0%) are personality traits that significantly influence impulsive conduct,
although openness (0%) and extraversion (0.4%) do not significantly influence
impulsive behavior. According to the difference test results, there is no difference when
looking at gender and educational attainment. The difference test's findings indicate
that there are disparities when considering age and pocket money.

This study has limitations. One of them is the requirement to regulate impulsive
purchases by personality trait. Controlling variables including product kind, frequency,
and research shopping community are absent from this study. We recommend that
future studies consider a method for managing personality characteristic data, such as
recruiting as many participants as feasible, categorizing them according to preset
standards, and then computing the personality traits to ascertain the relative
contribution of each participant.

Acknowledgments. We appreciate the support of an internal research grant provided by
Lembaga Penelitian dan Pengabdian Kepada Masyarakat (LPPM) of Universitas Tarumanagara
for this study.

Disclosure of Interests. We hereby declare that the authors have no financial or non-financial
competing or conflicting interests in this research.

References

1. VOI Editorial Team. Citayam Fashion Week And SCBD Phenomenon: Maybe A Booster
For Depok To Join Jakarta. 2022 Jul 18; Available from: https://voi.id/en/bernas/191247

2. Saraswati A. Citayam Fashion Week: the class divide and the city. Indonesia at Melbourne
[Internet]. 2022 Aug 2; Available from: https://indonesiaatmelbourne.unimelb.edu.au/
citayam-fashion-week-class-divide-and-the-city/

3. Baskoro Y. Citayam Fashion Week Becomes Internet Sensation. 2022 Jul 23; Available
from: https://jakartaglobe.id/vision/citayam-fashion-week-becomes-internet-sensation

4. Jasmine TB. Tapping potential young voters from the Citayam Fashion Week phenomenon.
2022 Jul 19; Available from: https://www.thejakartapost.com/opinion/2022/07/19/tapping-
potential-young-voters-from-the-citayam-fashion-week-phenomenon.html

5. Raiman M. Responding to the Social Phenomenon of Fashion Week. Ministry of Social
Affairs Republic of Indonesia [Internet]. 2022 Jul 29; Available from: https://kemensos.go.
id/en/responding-to-the-social-phenomenon-of-fashion-week



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

Do Personality Traits Predict Online Adolescent Consumers’ Impulsive 49

Dittrich A. Fashion’s impact on mental wellbeing. 2019 Sep 24; Available from:
https://www.dw.com/en/how-fashion-impacts-our-mental-wellbeing/a-50562794

Sabater. V. How Do Fashions Affect Society? 2023 Jun 7; Available from: https://exploring
yourmind.com/how-do-fashions-affect-society/

Davies E. Better living through fashion. 2015 May 18; Available from: https:/www.
bps.org.uk/psychologist/better-living-through-fashion

Hyo-jin L. Teens buy luxury brands to “flex” on social media. 2020 Oct 7; Available from:
https://www.koreatimes.co.kr/www/culture/2023/09/135 _297181.html

BusinessWire. Piper Jaffray Completes 38th Semi-Annual Generation Z Survey of 9,500
U.S. Teens. 2019 Oct 8; Available from: https://www.businesswire.com/news/home/2019
1008005671/en/Piper-Jaffray-Completes-38th-Semi-Annual-Generation-Z-Survey-of-9500-
U.S.-Teens

Kemp S, Moey S. Digital 2019 Spotlight: Ecommerce in Indonesia. DataReportal [Internet].
2019 Sep 18; Available from: https://datareportal.com/reports/digital-2019-ecommerce-in-
indonesia

Zhou H, Gu Z. The Effect of Different Price Presentations on Consumer Impulse Buying
Behavior: The Role of Anticipated Regret. 2015;(January):27-36.

Rook DW. The Buying Impulse. J Consum Res. 1987;14(September):189-99.
Credircard.com. Survey: 3 in 4 Americans make impulse purchases. 2014 Nov 23; Available
from: https://www.nasdaq.com/articles/survey-3-4-americans-make-impulse-purchases-201
4-11-23

Zhao Y, Li Y, Wang N, Zhou R, Luo XR. A Meta-Analysis of Online Impulsive Buying and
the Moderating Effect of Economic Development Level. Inf Syst Front. 2022;24:1667—-88.
Aragoncillo L, Orts C. Impulse buying behaviour: an online-offline comparative and the
impact of social media. Spanish J Mark. 2018;22(1):42-62.

Herabadi AG. Buying Impulses: A Study on Impulsive Consumption. University of
Nijmegen; 2003.

Creevy MF, Furnham A. Money Attitudes , Personality and Chronic Impulse Buying.
2019;(August).

Jalees T, Qabool S, Zaman SI. The effects of personality, culture and store stimuli on
impulsive buying behavior: Evidence from emerging market of Pakistan. Asia Pacific J Mark
Logist. 2019;22(1):188-204.

Ramdhani N. Adaptasi Bahasa dan Budaya Inventori Big Five. J Psikol. 2012;39(2):189—
207.

Rook DW, Fisher RJ, Fisher RJ. Normative Influences on Impulsive Buying Behavior. J
Consum Res. 1995;22(3):305-13.

Olsen SO, Tudoran AA, Honakmen P, Verplanken B. Differences and Similarities between
Impulse Buying and Variety Seeking: A Personality-based Perspective. Psychol Mark.
2016;33(1):36-47.

Attitudes M, Impulse C. Money Attitudes, Personality and Chronic Impulse Buying. Appl
Psychol An Int Rev. 2020;69(4):1557-72.

Ratnawat R, Borgave S. Impact of Big-Five Personality on Impulsive Buying Behaviour. Res
Rev Int J Multidiscip. 2019;04(06):500-5.

Jyoti A, Verma A. Intrinsic factors affecting impulsive buying behaviour — Evidence from
India. J Retail Consum Serv [Internet]. 2014;21(4):537—-49. Available from: http://dx.doi.org/
10.1016/j.jretconser.2014.04.003

V.Bhuvaneswari, Krishnan J. A Review of Literature on Impulse Buying Behaviour of
Consumers in Brick & Mortar and Click only Stores. Int ] Manag Res Soc Sci. 2015;2(3):84—
90.

Bhuvaneswari V, Krishnan J. A Study on the Impact of Demographic Factors On Impulse
Buying Behaviour of Consumers in Chennai City. PARIPEX - INDIAN J Res. 2015; 4(11):
37-9.



50

28.

29.

30.

31.

32.

33.

34.

35.

36.

B. Hutapea and V. Christabel

Mulyono F. Faktor Demografis Dalam Perilaku Pembelian Impulsif. ] Adm Bisnis.
2012;8(1):88-105.

Yong Y, Chin L, Gan L, Wei T. Do E-wallets trigger impulse purchases ? An analysis of
Malaysian Gen-Y and Gen-Z consumers. J Mark Anal [Internet]. 2023;11(2):244-61.
Available from: https://doi.org/10.1057/s41270-022-00164-9

Ahmad S, Ahmad S. Impact of personality influencers on psychological paradigms: An
empirical-discourse of big five framework and impulsive buying behaviour. Eur Res Manag
Bus Econ [Internet]. 2018;24(2):71-81. Available from: https://doi.org/10.1016/].iedeen.
2017.12.002

Li B, Hu M, Chen X, Lei Y. The Moderating Role of Anticipated Regret and Product
Involvement on Online Impulsive Buying Behavior. Front Psychol. 2021;12(December):1—
10.

Han X, Wang H. The Influence of Face Loss on Impulse Buying: An Experimental Study.
Front Psychiatry. 2021;12(July):1-8.

Lina Y, Hou D, Ali S. Impact of online convenience on generation Z online impulsive buying
behavior: The moderating role of social media celebrity. Front Psychol. 2022;(August):1-17.
Jie W, Poulova P, Haider SA. Impact of internet usage on consumer impulsive buying
behavior of agriculture products: Moderating role of personality traits and emotional
intelligence. Front Psychol. 2022;(August):1-14.

Silvera DH, Lavack AM, Kropp F. Impulse buying: the role of affect, social influence, and
subjective wellbeing. J Consum Mark. 2008;25(1):23-33.

Shahjehan A, Qureshi JA. Personality and impulsive buying behaviors: A necessary
condition analysis. Econ Res IstraA¥%ivanja [Internet]. 2019;32(1):1060-72. Available from:
https://doi.org/10.1080/1331677X.2019.1585268

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter's

Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.


http://creativecommons.org/licenses/by-nc/4.0/

	Do Personality Traits Predict Online Adolescent Consumers’ Impulsive Fashion Buying Behavior?

