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Abstract: Impulsive buying is a growing problem in modern society with significant fi-
nancial and psychological consequences, and it is necessary to examine the mechanisms
underlying it. Understanding the mechanisms driving this behavior is crucial. Impulsive
buying consists of two key aspects: a cognitive aspect, characterized by a lack of planning
and reflection, and an affective aspect, involving emotional responses that can occur before,
during, or after a purchase. This study aims to explore the relationship between personality
traits, as measured by the HEXACO model, and tendencies toward impulsive buying.
Specifically, it examines how the HEXACO traits differentially predict the cognitive and
affective components of impulsive buying tendencies. Data were collected from a sample
of 420 students, with 32 excluded due to incomplete responses, resulting in a final sample
of 388 students (155 men, 233 women) with an average age of 22.8. Hierarchical regres-
sion analyses revealed that HEXACO personality domains significantly predicted overall
impulsive buying tendencies. As expected, Honesty–Humility and Conscientiousness
were negatively associated with impulsive buying, while Emotionality and Extraversion
positively predicted impulsive buying tendencies. Moreover, Honesty–Humility, Conscien-
tiousness, and Extraversion significantly predicted the cognitive component of impulsive
buying, while Honesty–Humility and Emotionality were significant predictors of the af-
fective component. These findings suggest the importance of educating individuals, from
an early age, on the negative consequences of impulsive buying, effective money-saving
strategies, and the principles of mental accounting.

Keywords: impulsive buying tendencies; cognitive and affective aspects; HEXACO
domains of personality

1. Introduction
Consumer behavior is often affected by moods, desires, and emotions rather than

logical thinking [1,2]. The prevailing economic paradigm in consumer behavior views the
buyer as a rational consumer, also known as homo economicus [3]. This model assumes
that the consumer thinks consistently before making a purchase and selects a product at a
reasonable and fair price [4]. A rational consumer collects knowledge regarding all options,
assesses the advantages and disadvantages and thorough evaluation of the cost–benefit
ratio, and selects the optimal alternative that yields the highest satisfaction at minimal
expense [5,6]. However, human behavior frequently deviates from the fundamental prin-
ciples of economic theory, being predominantly influenced by desires, emotions, and
moods [7–11].

One example of an irrational consumer behavior is impulsive buying.
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Impulse buying is the act of making an irrational purchase without giving it any
consideration or planning, which frequently leads to regret later on [12,13].

In the mid-twentieth century, impulsive purchasing was a prominent topic in nu-
merous scientific studies aimed at establishing a precise definition of the phenomenon.
Verplanken and Herabadi [14] highlight two essential elements that contribute to impulsive
buying. One element is the lack of planning, while the other is an emotional reaction
that may occur before, during, or after the buying process. The emotional response may
be positive or negative, depending on variables such as the cost or dissatisfaction with a
quickly chosen product.

Impulsive buying consists of two aspects: a cognitive aspect, which implies a lack
of planning and deliberation [14], and an affective aspect, which refers to the emotional
response associated with the purchase that can occur before, during, or after the pur-
chase [1,15]. This can be sadness that prompts us to buy to cheer ourselves up, a feeling of
satisfaction during the purchase itself, or a feeling of regret about the purchased product
after the purchase [16]. Understanding the cognitive and affective aspects of impulsive
buying is critical for businesses and policymakers, as it allows for the development of
strategies that can both predict and mitigate the negative outcomes of such behavior.

Moreover, impulsive behavior may be seen as a personality trait. Impulsivity denotes
spontaneous actions taken without prior contemplation of the consequences of one’s
behavior [17]. This behavior is influenced by both emotional and situational factors, leading
to decisions that are made spontaneously rather than through deliberate planning [18].

Unlike planned purchases, impulsive buying occurs without premeditation and is
influenced by a complex interplay of internal and external factors such as emotional re-
sponses, social pressures, and marketing stimuli. Marketers and retailers traditionally
utilize external stimuli, such as in-store promotions and advertising, to trigger impulse buy-
ing [19,20]. At times, impulsive buying can be advantageous for consumers, such as when
they take advantage of in-store promotions like buy-one-get-one-free offers or substantial
discounts during special occasions. However, excessive impulsive buying behavior can
have negative consequences, leading to financial strain and psychological distress for shop-
pers [21–23]. The extent and importance of impulsive buying is best illustrated by research
on its prevalence. Research in North America shows that as many as 75% of purchases
are made on impulse [24,25]. Prior studies indicate that impulsive buying correlates with
increased maladaptive narcissism [26], higher materialism and individualism [27], and
greater hedonism [28]. The research conducted by Saad and Meaview [29] demonstrated a
correlation between impulsive buying and a combination of impulsivity, enthusiasm, and
satisfaction in the shopping experience. Nonetheless, the majority of studies examining
the relationship between personality traits and impulsive purchasing predominantly con-
centrate on the five-factor model of personality (Big Five model) [30]. The Big Five model
consists of the following traits: Openness, Conscientiousness, Extraversion, Agreeableness,
and Neuroticism.

The HEXACO model of personality [31] is a relatively new model that originated in the
psychology tradition, increasingly adopted in personality research. The HEXACO model
consists of six dimensions found in lexical studies of personality in various languages [32]
i.e., Honesty–Humility (H), Emotionality (E), Extraversion (X), Agreeableness (A), Consci-
entiousness (C), and Openness to Experience (O). The HEXACO model is largely similar
to the well-known Five Factor (Big Five) model of personality, but with the addition of a
sixth broad dimension, Honesty–Humility. In comparison to the Big Five model, HEXACO
encompasses a larger personality sphere and has better cross-cultural validity [33]. In
addition, the HEXACO model of personality has been found to outperform the five factor
model in relation to variables which are conceptually relevant to the Honesty–Humility
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dimension (accountable for a morally relevant pro-social behavior and represents some
aspects of reciprocal altruism), such as the variables concerning unethical, antisocial, and
psychopathic behavior [32]. To the authors’ best knowledge, there exists just one published
study examining the relationship between the HEXACO personality model and impulsive
buying, which highlighted the distinctions across genders [34]. This study conducted the
analysis solely at the factor level, with impulsive buying operating as a general factor,
without distinguishing between its cognitive and affective components.

Given the lack of knowledge concerning the HEXACO model’s impact on impulsive
buying, the aim of this study is to investigate the predictive power of the HEXACO
dimensions in relation to the affective and cognitive components of impulsive buying.

1.1. Impulsivity and Impulsive Buying

Impulsivity is a predisposition for quick, unplanned reactions to internal and external
stimuli, regardless of the negative consequences these reactions will cause in the impulsive
person himself or others; other words, it is defined as a tendency to act suddenly and
recklessly in a harmful way [35]. Impulsive acts usually occur as a reaction to the failure of
individuals to resist calls or temptations arising from internal or external stimuli [36]. Some
authors [37] emphasize that impulsivity plays an important role in some forms of aggressive
behavior and self-injury. The theory emphasizes that in the constellation of personality
traits, impulsivity is the main component of inappropriate behavior [38]. Impulsivity is
now considered to be a complex psychological construct that includes attentional deficits,
motor restlessness, and absence of planning [39].

Impulsivity refers to engaging in spontaneous behavior without prior consideration of
the potential repercussions [17]. It is found in different theoretical frameworks as a measure
of personality qualities, including Extraversion [40], and Neuroticism [41].

Impulsivity as a construct is found in many theoretical frameworks in the psycholog-
ical literature, including theories of cognitive styles, personality trait theories, Conscien-
tiousness, emotional stability, and intelligence. Impulsivity is a consistent personality trait
that encompasses various cognitive, behavioral, and emotional characteristics. Impulsiv-
ity includes a lack of self-control, a tendency to seek out new and exciting experiences,
a willingness to take risks, a preference for novelty, a lack of responsibility, impatience,
unreliability, and a lack of organization. This trait is characterized by a lack of careful
planning [42,43]. Eysenck and Eysenck [44] propose that impulsivity can be characterized
by four distinct dimensions: limited impulsivity, risk-taking, non-planning, and liveness.

There are numerous elements that influence impulse purchases. Early studies on
impulse buying concentrated on categorizing different products based on their chance
of being purchased impulsively. In the 1970s, researchers decided that practically any
product might be purchased impulsively; therefore, they began to focus on other consumer
motivations [13]. Amos, Holmes, and Keneson’s meta-analysis [45] classified the factors
impacting impulsive buying into three categories: situational, sociodemographic, and
characteristic. Situational influences are external stimuli or conditions that the consumer is
experiencing at the time of purchase [15,28]. External stimuli, such as the appearance of the
product, the manner in which the products are exposed, the atmosphere in the store [14],
time and money constraints, and also the customer’s mood [12,15] and social influence [46],
are among the most frequently studied situational influences. Aside from environmental
considerations, numerous studies have investigated the impact of sociodemographic char-
acteristics such as age, gender, education, and income on impulsive shopping, possibly
owing to normative changes in personality qualities, such as impulsivity, which decrease
with age [47]. According to Rook and Hoch [13], impulsive consumer behavior is character-
ized by five main elements: (1) a quick and spontaneous impulse to act, (2) a brief lack of
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self-control, (3) psychological conflict and struggle, (4) a decrease in cognitive appraisal,
and (5) spending regardless of the consequences. Impulsive buying is characterized by two
aspects: cognitive (lack of planning and reflection) and affective (emotional response to the
purchase before, during, or after shopping) [12,15].

1.2. Impulsive Buying and Personality

The relationship between the Big Five personality traits and impulsive buying has
been the subject of numerous studies, with inconsistent results. However, three traits—
Extraversion, Neuroticism/Emotional Stability, and Conscientiousness—repeatedly show
up as strong predictors of impulsive buying. The results regarding the correlation between
impulsive buying and the Big Five model of personality traits are mixed. A study [14]
revealed a positive correlation between impulsive buying and Extraversion, as well as
a negative correlation between impulsive buying and Conscientiousness. A study [48]
found a negative correlation between Conscientiousness and impulse buying and a positive
correlation between Neuroticism, Extroversion, and impulsive buying. Furthermore, stud-
ies have shown that impulsive buying is associated with high Extraversion, Neuroticism,
impulsivity, and low Conscientiousness [14]. Moreover, the results of another study [29]
indicated that two personality factors (impulsivity and excitement), two shop environment
factors (music and layout), as well as shop enjoyment were related to impulse buying
tendencies. Two twin studies have provided evidence that a propensity towards impulsive
buying is genetically inheritable.

Previous findings on the relationship between five-factor model traits and impulsive
buying are not entirely consistent, but three traits, Extraversion, Neuroticism/Emotional
Stability, and Conscientiousness, have been identified as predictors of impulsive buying
in a large number of studies [34,48–50]. The biological basis for Extraversion can explain
the link between impulse purchase and this trait. People with high Extraversion have
lower levels of cortical arousal; therefore, impulsive buying helps them achieve optimal
cortical arousal [48]. Given that cortical arousal can be achieved in a variety of ways,
including through emotional inputs, we can assume that Extraversion is linked to both
components of impulsive purchase. Positive emotions, on the other hand, can have a role
in the relationship between impulsive purchase and Extraversion since they increase the
risk of impulsivity. This study discusses the relationship between Extraversion and the
emotive component of impulsive shopping [49]. Conscientious persons are responsible,
organized, and consider the repercussions of their activities. Conscientiousness is often
associated with cognitive processes, such as planning and considering consequences, which
might lead to impulsive purchasing. Furthermore, those with high Neuroticism scores are
easily emotionally stimulated; therefore, they experience shopping-related emotions more
intensely, such as pleasure, satisfaction, and regret. Neuroticism is based on emotions, and
hence it is related with the emotional side of impulse buying [50].

Therefore, we can assume that there is some common factor underlying the mentioned
variables, which is why we would expect that the Honesty–Humility is also one of the
predictors of impulsive buying. In addition, one of the facets of the Honesty–Humility
dimension is the avoidance of greed. Low results on this trait indicate people who tend to
own luxurious things and show off their wealth, which additionally points to a possible
connection with a tendency towards impulsive buying. In addition, research on the
concordance of traits of the five-factor personality model and the HEXACO personality
model indicates a significant connection between Neuroticism, i.e., Emotional Stability, and
Honesty–Humility, which may point to the existence of a correlation between Honesty–
Humility and the emotional component of impulse buying [51,52].
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1.3. Aims and Hypotheses

Based on the theoretical description of the HEXACO model of personality [31–33] and
previous findings relating personality traits and impulsive buying tendencies [26,34,52,53],
specific hypotheses were formulated for each HEXACO personality traits.

H1: Honesty–Humility and Conscientiousness would be negatively related to impulsive
buying tendencies.

H2: Emotionality and Extraversion would be positively related to impulsive buying
tendencies.

H3: Honesty–Humility will be negatively related to the cognitive and affective components
of impulse buying.

H4: Emotionality will be positively related to the affective components of impulsive
buying.

H5: Conscientiousness will be negatively related to the cognitive components of impulsive
buying.

H6: Extraversion will be positively related to both the affective and cognitive components
of impulse buying.

2. Materials and Methods
2.1. Participants and Procedure

This research was conducted on a sample of 420 students from Zagreb faculties.
Data from 32 students have been removed from the analysis due to missing data. There-
fore, the final sample consisted of 388 students with an average age of 22.8 (standard
deviation = 4.7, range = 19–27), of whom 40% were male. Participation in the study was
voluntary, and students provided written agreement prior to the study’s completion. They
were asked to anonymously complete self-report questionnaires, and their participation
was completely voluntary.

2.2. Measures

The HEXACO personality model
The 100-item Croatian version of the HEXACO-PI-R [33,54] was used. This inventory

assesses trait dimensions of Honesty–Humility (H), Emotionality (E), eXtraversion (X),
Agreeableness (A), Conscientiousness (C), and Openness to Experience (O). The question-
naire consists of a total of 100 items, of which each of the 6 broad dimensions is measured by
16 items. The respondent’s task is to express their degree of agreement with each statement
on a 5-point Likert scale (1 = “I do not agree at all”, 5 = “I completely agree”). Scores for
each HEXACO trait were calculated as sums of ratings on associated items divided by
number of items per scale. The interstitial aspect of altruism (4 items) is not included when
calculating the six HEXACO scores since it shares its loadings with Sincerity–Humility,
Emotionality, and Agreeableness [54].

The impulse buying tendency scale [14] was used to assess the propensity towards
impulsive buying. The questionnaire assesses two aspects of impulsive buying behavior:
cognitive, which pertains to a lack of preparation, and affective, which relates to the
emotions experienced during purchasing. The inventory comprises a total of 20 items,
with 10 items assessing the cognitive dimension of impulsive buying (e.g., “I am used to
buying things ‘on the spot’”, “I often buy things without thinking”), and the other 10 items



Psychiatry Int. 2025, 6, 5 6 of 13

evaluating the affective dimension of impulsive buying (e.g., “I always see something nice
whenever I pass by shops”, “If I see something new, I want to buy it”). Participants were
required to indicate their level of agreement with statements using a 5-point scale, where
1 represents complete disagreement and 5 represents full agreement. Cronbach’s alphas for
the scales all exceeded 0.75 (whole scale’s α = 0.87, cognitive component α = 0.83; affective
component α = 0.84), indicating adequate internal consistency.

3. Results
3.1. Descriptive Statistics and Correlation Analyses

Cronbach’s alphas for the HEXACO-PI-R domains, impulse buying tendency scale
and cognitive and affective subscales indicate adequate internal consistency (Table 1). All
scales demonstrate skewness and kurtosis within the acceptable tolerance limit for normal
distribution (between −2 and +2) [55]. The results of the descriptive statistics indicate that
the means of the HEXACO domains correspond to the approximate average value on a
particular dimension. In comparison to other traits, the Agreeableness score is somewhat
lower, and the Extraversion and Openness to Experiences scores are higher. We can see that
participants assess their propensity for impulsive buying slightly higher on the cognitive
components of impulsive buying than the affective components.

Table 1. Descriptive statistics, internal consistency, and reliabilities for HEXACO domains and
impulsive buying tendencies (total score and cognitive and affective components of impulsive buying
tendencies (N = 388).

Mean St. Dev. Range
Actual α Sk Ku

HEXACO PI-R

Honesty–humility 51.20 6.94 19–75 0.83 −0.47 0.23

Emotionality 53.12 7.76 22–74 0.82 −0.78 0.56

Extraversion 58.75 8.63 24–77 0.79 −0.89 1.14

Agreeableness 45.54 8.12 23–72 0.80 0.58 0.82

Conscientiousness 54.23 7.26 26–74 0.78 0.69 0.39

Openness to experience 57.82 10.51 28–78 0.81 −0.42 −0.71

Impulsive buying tendencies

Total score 51.56 4.67 21–86 0.87 0.54 −1.08

Cognitive component 26.78 5.80 13–48 0.83 0.69 −0.97

Affective component 23.13 4.11 11–49 0.84 0.13 −1.36
Note. α = Cronbach’s α. Sk—skewness, Ku—kurtosis.

Zero-order correlations (Person’s r) between study variables are presented in Table 2.
On a bivariate level, Honesty–Humility and Conscientiousness were negatively related to
impulsive buying tendencies (H1), Emotionality and Extraversion were positively related to
impulsive buying tendencies—total score (H2), Honesty–Humility was negatively related
to the cognitive and affective components of impulse buying (H3), and Emotionality
was positively related to the affective component of impulsive buying (H4). In addition,
Emotionality was positively related to the cognitive component of impulsive buying. As
predicted (H5), Conscientiousness was negatively related to the cognitive component
of impulsive buying, but also Conscientiousness was negatively related to the affective
component of impulsive buying. Extraversion was positively related to the cognitive,
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but not the affective component of impulse buying. Given this result, H6 was partially
confirmed.

Table 2. Pearson correlations among HEXACO domains and impulsive buying tendencies (total score
and cognitive and affective components) for overall sample (N = 388).

1. 2. 3. 4. 5. 6. 7. 8. 9.

1. Honesty–Humility 1

2. Emotionality 0.17 * 1

3. Extraversion 0.08 0.16 * 1

4. Agreeableness 0.32 −0.31 0.18 ** 1

5. Conscientiousness 0.36 0.06 0.20 ** 0.14 ** 1

6. Openness to experience 0.10 0.19 ** 0.34 0.09 0.17 * 1

7. Impulsive buying—total score −0.28 0.38 0.22 ** −0.21 ** −0.39 0.16 * 1

8. Cognitive component of impulsive buying −0.26 0.29 0.16 * −0.08 −0.32 0.05 0.67 1

9. Affective component of impulsive buying −0.35 0.41 0.05 −0.26 −0.19 * 0.15 * 0.73 0.45 1

* p < 0.05, ** p < 0.01. Bolded values of r indicate effects that are significant at p < 0.001.

3.2. Predicting Impulsive Buying Tendencies from HEXACO Domain Scores

To evaluate the distinctive contributions of the gender and HEXACO domains in
impulsive buying tendencies, we performed three regression analyses for each, with the
HEXACO domains included together as predictors. The criterion variables were total score
on impulsive buying tendencies and the cognitive and affective components of impulsive
buying. Gender was included as the control variable in all regressions. The results are
presented in Tables 3–5. As we can see in Table 3, six HEXACO domains significantly
predicted total score on impulsive buying tendencies (Adj. R2 = 0.27, p < 0.001). In line
with our prediction, Honesty–Humility and Conscientiousness negatively predicted total
score on impulsive buying, and Emotionality and Extraversion positively predicted total
score on impulsive buying. In addition, high Openness to Experience showed positive
association with this criterion (β = 0.15, p < 0.05). Gender was a significant predictor of
this criterion (β = 0.21, p < 0.001). All HEXACO domains and gender explained 27% of the
variance in total score on impulsive buying tendencies (Table 3).

Table 3. Hierarchical regression analyses with HEXACO domains as predictors of impulsive buying
tendencies—general factor on overall sample (N = 388).

Criterion Predictors β R2 Adj.
R2 F

Total score on impulsive buying 0.32 *** 0.27 *** 22.60 ***

Gender 0.21 **

Honesty–Humility −0.28 ***

Emotionality 0.31 ***

Extraversion 0.16 *

Agreeableness −0.11

Conscientiousness −0.38 ***

Openness to Experience 0.15 *

Note. Standardized regression coefficients (β) and R2 (squared multiple R) are from regression models including
gender as control and HEXACO domains as predictors of total score on impulsive buying tendencies. * p < 0.05,
** p < 0.01, *** p < 0.001.



Psychiatry Int. 2025, 6, 5 8 of 13

Table 4. Hierarchical regression analyses with HEXACO domains as predictors of cognitive compo-
nents of impulsive buying tendencies on overall sample (N = 388).

Criterion Predictors β R2 Adj.
R2 F

Cognitive component of
impulsive buying 0.22 *** 0.19 *** 25.04 ***

Gender 0.19 **

Honesty–Humility −0.22 **

Emotionality 0.10

Extraversion 0.25 ***

Agreeableness −0.08

Conscientiousness −0.42 ***

Openness to Experience 0.09

Note. Standardized regression coefficients (β and R2 (squared multiple R) are from regression models including
gender as control and HEXACO domains as predictors of total score on cognitive components of impulsive
buying. ** p < 0.01, *** p < 0.001.

Table 5. Hierarchical regression analyses with HEXACO domains as predictors of affective component
of impulsive buying tendencies on overall sample (N = 388).

Criterion Predictors β R2 Adj.
R2 F

Affective component of
impulsive buying 0.28 *** 0.24 *** 27.04 ***

Gender 0.24 ***

Honesty–Humility −0.19 *

Emotionality 0.36 ***

Extraversion 0.13

Agreeableness −0.06

Conscientiousness −0.17 *

Openness to Experience 0.05

Note. Standardized regression coefficients (β) and R2 (squared multiple R) are from regression models including
gender as control and HEXACO domains as predictors of total score on affective components of impulsive buying.
* p < 0.05, *** p < 0.001.

As expected, Honesty–Humility, Conscientiousness, and Extraversion significantly
predicted the cognitive components of impulsive buying (β = −0.22, −0.42, and 0.25,
all p < 0.001). Gender was a significant predictor of this criterion (β = 0.19, p < 0.01). All
predictors together explained 19% of the variance in the cognitive components of impulsive
buying (Table 4).

Honesty–Humility and Emotionality significantly predicted the affective components
of impulsive buying, which is in line with our predictions. Contrary to our expectations,
Extraversion was not found to be a significant predictor of the affective component of
impulsive buying (β = 0.13, p > 0.05). Gender was a significant predictor of this criterion
(β = 0.24, p < 0.001). Six HEXACO domains and gender together explained 24% of the
variance in the affective components of impulsive buying (Table 5).

4. Discussion
The aim of this study was to investigate the predictive power of the HEXACO model

in relation to the affective and cognitive components of impulsive buying. The results
show that personality has a significant role in explaining impulsive buying tendencies; the
HEXACO model explained significant amounts of variance in impulsive buying tendencies
(27% on a general factor of impulsive buying, 19% on a cognitive component, and 24% on
affective components of impulsive buying tendencies).
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The results of descriptive statistics demonstrated that the mean values of the HEXACO
domains correspond with the approximate average value on a specific dimension.

When compared to other characteristics, the Agreeableness score is relatively lower,
but the Extraversion and openness to experience scores are higher. It is evident that
participants rate their tendency for impulsive buying slightly higher on the cognitive aspect
of impulsive buying compared to the affective aspect. Overall, this study’s findings support
the HEXACO-impulse buying association and reveal that personality traits, as well as the
cognitive and affective aspects of this type of consumer behavior, are significant predictors
of impulse buying tendencies generally.

Our study shows that Honesty–Humility and Conscientiousness are negatively and
Emotionality and Extraversion are positively associated with general factors for impul-
sive buying tendencies. Honesty–Humility was negatively related to the cognitive and
affective components of impulse buying, and Emotionality was positively related to the
cognitive and affective components of impulsive buying. As predicted, Conscientious-
ness was negatively related to both the cognitive and affective components of impulsive
buying. Extraversion was positively related only to the cognitive, but not to the affective
components of impulse buying. This study’s results are in line with our predictions and
theoretical description that Honesty–Humility entails modesty and greed avoidance [33].
Also, our results are in line with previous findings showing that hedonism and narcissism
are positively related to impulsive buying [26,28,53]. Our results are in line with previous
findings showing that anxiety leads people to make an impulse purchase [50,56], and that
Extraversion includes an excitable and dramatic interpersonal style, social boldness, a
tendency to enjoy conversation, social interaction, and parties [31], and a tendency to enjoy
to explore new things in life [57,58], as well as being in line with previous findings showing
that impulsive buying is positively associated with Extraversion [4,48,59].

The results of the regression analyses indicate the significant independent contribu-
tion of Honesty–Humility, Emotionality, and Conscientiousness in explaining the general
tendency towards impulsive buying, whereby Conscientiousness proved to be the best
independent predictor of the general factor of impulsive buying. This indicates that peo-
ple who rate themselves lower on the scale of Honesty–Modesty and Conscientiousness
and higher on Emotionality show a greater tendency to make an impulsive purchase. In
addition, the regression analysis shows that Honesty–Humility and Conscientiousness
negatively predicted total score on impulsive buying, and Emotionality and Extraversion
positively predicted total score on impulsive buying. As expected, Honesty–Humility,
Conscientiousness, and Extraversion significantly predicted the cognitive component of
impulsive buying. Furthermore, Honesty–Humility and Emotionality significantly pre-
dicted the affective component of impulsive buying. Extraversion was not found to be a
significant predictor of the affective component of impulsive buying, which is contrary to
our prediction. The results show that gender significantly predicted the general factors of
impulsive buying, as well as the cognitive and affective components of impulsive buying.
In light of this finding, future studies should explore gender differences in the relations
between personality and impulsive buying tendencies. Similar results have been obtained
in previous studies. For example, a study [48] found a positive relationship between im-
pulsive buying and Neuroticism and Extraversion and a negative relationship between
impulsive buying and Conscientiousness.

This study’s findings can be applied in two distinct domains: advertising campaigns
and the fields of psychology and consulting. Since consumers represent the foundation of a
company’s revenue and profit, it is imperative for the market to comprehend consumer
behavior. Impulse buying captivates numerous companies, since it leads clients to expend
more than intended; thus, they want to understand the motivations behind such purchases
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to capitalize on these incentives. Nonetheless, the objective of such a study should remain
concentrated on its consequences within counseling psychology and education. Further-
more, these findings may be utilized in a clinical setting, where the qualities identified as
predictors of impulsive buying tendencies might be incorporated into questionnaires for
screening persons experiencing financial difficulties.

5. Limitations and Concluding Remarks
This study’s shortcomings must be taken into account when interpreting the results.

Initially, we employed a somewhat uniform student sample, hence constraining the external
validity. Hence, further research may also use samples from the general population.
Furthermore, the use of self-report measures has additional limitations due to the influence
of shared method variance. Incorporating behavior metrics to assess impulsive buying
would be a significant improvement compared to the existing design. Specifically, the
inclination to make impulsive purchases does not always translate into actual behavior, as
noted by Rook and Fisher [46].

The surveyed group in this study consists of young people from generation Z and
Generation Y, and it is well-explored that these generations, in general, display higher
levels of impulsivity [60–63]. Measuring impulsivity in a sample that is already known for
being impulsive could skew the results, and it should be taken into account. Furthermore,
it is important to note that the data in this study were obtained through a self-report
methodology, which possesses inherent limitations. Individuals frequently select responses
in surveys that they perceive as socially acceptable rather than genuinely reflective of their
own views, or they may engage in self-deception. A further limitation is the employment
of a correlational study methodology, which restricts the ability to infer cause-and-effect
linkages from the research findings.

Despite these limitations, the findings of the present study expand our understand-
ing of the role of HEXACO personality traits in both cognitive and affective aspects of
impulsive buying tendencies. On a bivariate level, Honesty–Humility, Agreeableness, and
Conscientiousness are negatively associated with affective component of impulsive buying,
while Extraversion and Emotionality showed a positive association with this component of
impulsive buying. Furthermore, Honesty–Humility and Conscientiousness were negatively
and Extraversion and Emotionality were positively related to the cognitive component of
impulsive buying.

The results indicate that Honesty–Humility and Conscientiousness negatively pre-
dicted both the cognitive and affective aspects of impulsive buying tendencies, Emotionality
positively predicted the affective component of impulsive buying, while Extraversion posi-
tively predicted the cognitive component of impulsive buying. These findings indicate that
Honesty–Humility and Conscientiousness inhibit impulsive buying tendencies, whereas
Emotionality and Extraversion increase the likelihood of impulsive buying.

Given that the HEXACO traits significantly influence impulsive buying tendencies,
further investigations are needed to explore the impact of HEXACO personality traits
on impulsive buying across a diverse age population, as this study primarily involved
younger participants.
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K.H., Pap, N., Runzheimer, B., Wentzel, D., Eds.; Josip Juraj Strossmayer University of Osijek, Faculty of Economics in Osijek
Croatia; Postgraduate Doctoral Study Program in Management Hochschule Pforzheim University, Germany; Croatian Academy
of Sciences and Arts: Opatija, Croatia, 2019; pp. 621–636.

35. Moeller, F.G.; Barratt, E.S.; Dougherty, D.M.; Schmitz, J.M.; Swann, A.C. Psychiatric aspects of impulsivity. Am. J. Psychiatry 2001,
158, 1783–1793. [CrossRef] [PubMed]

36. American Psychiatric Association. Diagnostic and Statistical Manual of Mental Disorders, 5th ed.; American Psychiatric Association:
Washington, DC, USA, 2013.

37. Coocaro, E.F.; Posternak MA i Zimmerman, M. Prevalence and features of intermittent explosive disorder in a clinical setting. J.
Clin. Psychiatry 2005, 66, 1221–1227. [CrossRef]

38. Krueger, R.F.; Markon, K.E.; Patrick, C.J.; Benning, S.D.; Kramer, M.D. Linking antisocial behavior, substance use, and personality:
An integrative quantitative model of the adult externalizing spectrum. J. Abnorm. Psychol. 2007, 116, 645–666. [CrossRef]
[PubMed]

39. Patton, J.H.; Stanford, M.S.; Barratt, E.S. Factor structure of the barratt impulsiveness scale. J. Clin. Psychol. 1995, 51, 768–774.
[CrossRef] [PubMed]

40. Eysenck, H.J. The Structure of Personality, 3rd ed.; Methuen: London, UK, 1979.
41. Costa, P.T., Jr.; McCrae, R.R. NEO-PI-R: Professional Manual; Psychological Assessment Resources: Odessa, FL, USA, 1992.
42. Depue, R.A.; Collins, P.F. Neurobiology of the structure of personality: Dopamine, facilitation of incentive motivation, and

extraversion. Behav. Brain Sci. 1999, 22, 491–569. [CrossRef]
43. Stanford, M.S.; Mathias, C.W.; Dougherty, D.M.; Lake, S.L.; Anderson, N.E.; Patton, J.H. Fifty years of the Barratt Impulsiveness

Scale: An update and review. Personal. Individ. Differ. 2009, 47, 385–395. [CrossRef]
44. Eysenck SB, G.; Eysenck, H.J. The place of impulsiveness in a dimensional system of personality description. Br. J. Soc. Clin.

Psychol. 1977, 16, 57–68. [CrossRef] [PubMed]
45. Amos, C.; Holmes, G.R.; Keneson, W.C. A meta-analysis of consumer impulse buying. J. Retail. Consum. Serv. 2014, 21, 86–97.

[CrossRef]
46. Rook, D.W.; Fisher, R.J. Normative influences on impulsive buying behavior. J. Consum. Res. 1995, 22, 305–313. [CrossRef]
47. McCrae, R.R.; Costa, P.T.; de Lima, M.P.; Simões, A.; Ostendorf, F.; Angleitner, A.; Marušić, I.; Bratko, D.; Caprara, G.V.;
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