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Impulse buying is one of the most important and influential issues in the field of
marketing and consumer behavior that has attracted the attention of many
researchers and business owners in recent years. The purpose of this study is to
achieve and define the impulse buying model of customers. The research
methodology was with a combined approach (qualitative and quantitative). First,
after studying the theoretical literature and conducting interviews with experts
and using the content analysis method, the effective factors in the model, which
consisted of 38 indicators and 6 main dimensions, were identified. Then, in order
to establish the relationship and sequence between the dimensions and achieve
their structural model, the interpretive structural modeling method was used and
in the next step, the proposed model obtained through structural equations with
the partial least squares approach was tested,that in stage, The collected 389
questionnaires were analyzed using Smart PLS software. Findings indicate that
individual factors, store conditions, product characteristics, sales promotion,
impulse buying experience and Customer mental conflict are effective on
customers' impulse buying in chain stores in Mashhad.
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1. Introduction

Prediction of behavior is one of the
decision making steps in shopping that
studies the causes of consumer behavior
to purchase a particular brand. Impulse
buying is a pervasive aspect of consumer
behavior. Unplanned behavior involves a
large part of individuals’ buying behavior,
so that many people when returning home
have bought a product that they did not
intend to buy before. A common feature of
impulsive buyers is that for a short
moment, they experience a lot of internal
conflict due to their unplanned or
unexpected behavior. The first 3 to 7
seconds after the attention attraction of a
product on the store shelf is the most
critical time when a person decides to buy.
Most impulse buying research has been
conducted in the United States and other
developed countries and little research
has been conducted in developing
countries. According to the study,
between 27% and 62% of department store
goods are purchased on impulse,
accounting for about 80% of the total
purchases of certain product categories.
Recent research indicates that 54% of
male consumers and 61% of female
consumers have impulsive buying
behaviors.

2. Objective

Given the development of chain stores in
Iran and the change in retail system
towards centralism and customers’
increasing tendency to buy from these
stores, and lack of comprehensive
research on impulse buying, using a
holistic approach  while developing

relevant knowledge, the present research
seeks to help activists and business
owners in chain store industry to be able
to improve their performance in the area
of customers’ impulse buying. Therefore,
the main purpose of this study is to to
design and explain a comprehensive model
of customer' s impulse buying based on
consumer behavior approach in the chain
stores in mashhad

3. Data/Methodology

This research is applied-developmental in
terms of purpose and is based on a
descriptive-analytical =~ method.  This
research has been conducted as a
combination based on pluralism in data.
Since this study has been performed in
three phases and eight main stages, so in
the recognition phase, by reviewing and
studying the thematic literature of the
research and using the systematic review
approach, finally 38 papers were
identified. Next, by carefully studying
them, the primary and appropriate
variables for the impulse buying model
were extracted and at the same time to
localize the model through meetings and
in-depth interviews with experts in this
area and then using the qualitative method
of content analysis, factors and variables
affecting the impulse buying model were
obtained in the form of six main
dimensions (individual factors, store
conditions, product features, sale
poromotion, impulse buying experience
and customer mental engagement). In the
design phase, to establish the relationship
between the elements of the impulse
buying model of consumer behavior and
achieve a conceptual model, the
interpretive structural modeling (ISM)
method was wused. Finally, in the
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quantitative  evaluation phase, the
proposed model was measured by
structural equation approach based on
Partial Least Squares (PLS).

4. Results/Findings

Individual factors, store-related factors,
product features and sale poromotion
were recognized as independent variables
in the impulse buying model, which is the
beginning of the impulse buying process,
and impulse buying experience and
customer engagement were determined
as dependent variables that good
performance and increased sales of a
chain store can manifest as these two
variables and ultimately increase impulse
buying.

Considering the maximum path
coefficient between customer mental
engagement and impulse buying, it is
suggested that the managers of these
stores engage in customer orientation and
use a research and development group to
monitor environmental changes and offer
products that customers are more willing
to buy them, and finally other effective
items in impulse buying could be
considered. Also, by holding training
courses, the context for increasing the
communication skills of sellers is provided,
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