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Abstract

Impulsive buying is rooted in consumer behavior and is a valuable concept in a
market environment; because marketing managers can increase their sales and
profitability by identifying the stimuli that affect impulse purchases. The purpose
of this study is to identify the mental patterns of human factors in stores
regarding the identification of factors affecting the impulse purchase using the Q
method.This research is in terms of purpose in the field of applied-developmental
research and in terms of data collection method is a combination. In the stage of
collecting opinions, the qualitative method has been used and in the stage of
discovering mentalities, the quantitative approach has been used.The method of
data analysis in quantitative part was exploratory factor analysis by SPSS23
statistical software. The participants of this research are university professors
and experts in the field of sales in chain stores, which number 30 people in
Mazandaran province. Based on the sampling model in Q method, 10 university
professors and sales experts who were directly related to the research topic were
selected as the sample. The type of sampling is Targeted sampling. After forming
100 Q statements and distributing them among the participants, 36 statements
remained. The results showed that six factors: personality, personal position, in-
store position, biography, economics and marketing influence impulsive buying
behavior
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Extended abstract

1. Introduction

Impulsive buying is one of the most
important and vital issues in the market
today, because with the increase in the
level of income of customers, their
purchasing power has increased and this
issue is more and more raised today
(Ashtiani & Akbari, 2013). On the other
hand, understanding buyer behavior is not
easy. Because several factors can affect
consumer behavior, consumer purchasing
decisions are a sequence of choices that
begin before purchase and when
consumers want to meet a need, so the
consumer decision-making process can be
defined as the steps that consumers make
in their decision. The final purchasing
process goes through it, so the task of
marketers is to focus on the whole buying
process instead of focusing only on the
purchasing decision, because consumers
experience different stages Dbefore
reaching the conclusion of the purchase
(Jalal Raja Hanayshah, 2018). In fact,
understanding customer buying behavior
can be important for the retail industry
because they can motivate customers to
buy and increase their revenue (Wibawa &
Bramanti, 2018). It seems that due to the
lack of scientific studies in this field, it is
necessary to identify the factors that
convince customers and motivate them to
buy suddenly in the retail environment.
Accordingly, the present study seeks to
identify the mental patterns of human
factors in the store regarding the
identification of factors affecting the
sudden buying behavior using the Q
method, so the researcher intends to
investigate the factors that affect the
sudden purchase of customers by doing
this research.

2. Objective

Impulsive buying has been one of the most
important research topics in the last 60
years. Most research on sudden purchases
has been conducted in the United States
and other developed countries, and little
research has been conducted in the Far
East (Zheng et al., 2019). In fact, finding
different knowledge about sudden
purchases and trends related to this type
of purchase as an effective tool helps
marketers to understand their customers'
buying behavior so that they can
determine their strategies based on their
desires (Mittal et al., 2016). . Therefore, it
seems that in today's competitive world,
the skill of creating sudden purchases
among consumers is a successful strategy
and the main goal of retailers and
marketers is success in this field (Xiao&
Nicholson, 2013). The purpose of this study
is to identify the mental patterns of human
factors in the store in order to identify the
factors affecting the Impulsive buying
behavior using the Q method.

3. Method

The present research is applied in terms of
purpose and qualitative-quantitative in
terms of research method and the
approach used in this research is Q
technique. This research is a field-library
research in terms of data collection tools.
The participants of this research are
university professors and experts in the
field of sales in chain stores, which number
30 people in Mazandaran province. Based
on the sampling pattern in Q method, 10
university professors and sales experts
who were directly related to the research
topic were selected as the sample. The
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type of sampling is purposeful sampling.
The discourse space of the present study
was collected from various sources and
after evaluating and summarizing the
discourse space, out of 100 Q expressions,
finally 41 expressions were selected as the
sample of Q expressions (Q category),
after a survey of experts. After collecting
the information obtained from Q sorting,
this information was analyzed by Q factor
analysis method by SPSS23 software.

4. Results

Based on the results of research and
surveys, the six factors identified in the
present study are: Personality factors
(positive feelings of buyers while shopping
- Intention to do leisure shopping - Five
personality traits of people - Self-esteem -
Excitement - High level of consumer
motivation - impulse buying tendency of
consumers). Individual situational factors
(family influence - having enough time -
going shopping alone - searching the store
- knowledge about new products). Store
situational factors (store fragrance - music
played in the store - display of products
inside the store - painting a store -
cleanliness of the store environment -

arrangement of goods - interior
decoration - product design and
packaging - uniqueness - lighting).
Biographical factors (age - gender -

education - job - marital status). Economic
factors (customer income level - having
credit cards - fashion and consumer
fashion - economic well-being - using
money gift cards). Marketing factors
(customer recommendations - in-store
commercial displays - purchase discounts
- receiving 2 products for a fee - seller tips
- loyalty program - free product sample -
friendly staff behavior - product
promotions and offers). Based on the

results, the identified factors based on the
importance of mental patterns are such
that the identified factors in personality
factors are more important than other
mental patterns, then marketing factors,
then store positional factors, economic
factors and finally factors. The biography
was in the fifth stage and in the last stage
there are individual situational factors.

5. Implication

After factorizing the acquired indicators
and propositions, 6 factors were identified
as  personality factors, individual
situational factors, store situational
factors, biographical factors, economic
factors and marketing factors. Among the
identified factors, the highest score was
related to personality factors and the
lowest was related to individual situational
factors. It was also found that among the
personality factors, the highest score was
related to the factor of high level of
consumer arousal and consumerism and
impulse buying tendency of consumers,
and the lowest importance was related to
self-esteem. Also, the personal position of
people has the least importance in sudden
purchase and among the indicators
related to personal position factors, the
most importance from the perspective of
experts is related to having enough time
and shopping alone and the lowest score is
related to knowledge about new products.
Is. On the other hand, according to the
obtained results, the highest importance
from the experts' point of view for the
store situational factors was related to the
music played in the store and the display
of products in the store, and the least
importance was related to the store
fragrance and the most importance was
related to biographical factors. The factor
of education and the least importance is
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related to age and marital status. Also,
according to the obtained results, the
most importance from the perspective of
experts for economic factors is related to
the factor of having credit cards and
economic prosperity and the use of gift
cards, and the least importance is related
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