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Abstract

Purpose: This study aimed to analyze the influence of human values   on 
impulse buying behavior and whether this influence differs between 
genders.
Originality/value: The research contributes to the understanding of the 
relationship between the values individuals prioritize and their impul-
sive buying behavior. The results can offer guidance to professionals and 
business managers in conducting their sales strategies and to researchers 
when considering human values in investigations of buying behavior, 
enabling new understandings.
Design/methodology/approach: A model with two scales, impulsive buy-
ing and human values, consolidated in the Brazilian context, was applied, 
resulting in 414 responses analyzed through structural equation mod-
eling.
Findings: The results demonstrated that human values   affect impul-
sive buying behavior, indicating that the values   of pleasure, emotion, 
and religiosity have a positive relationship, and the values   of health and 
knowledge have a negative relationship. Samples by gender presented 
significant differences, as survival and emotion have a greater positive 
influence on impulsive buying in men, while women are more influ-
enced by the pleasure and emotion values   and have a negative relation-
ship with the affectivity value.

 Keywords: impulse buying, human values, gender differences, con-
sumer behavior, Functional Theory of Human Values
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Resumo

Objetivo: O objetivo deste estudo foi analisar a influência dos valores 
humanos no comportamento de compra por impulso e a diferença entre 
gêneros. 
Originalidade/valor: A pesquisa contribui para a compreensão da relação 
entre os valores priorizados pelo indivíduo e seu comportamento de 
compra impulsiva. Os resultados podem orientar profissionais e gesto-
res de negócios na condução de suas estratégias de vendas e orientar 
pesquisadores a considerar os valores humanos em investigações de 
comportamento de compra, o que possibilita novas compreensões. 
Design/metodologia/abordagem: Um modelo com duas escalas, de com-
pra impulsiva e de valores humanos, consolidadas no contexto brasilei-
ro, foi aplicado resultando em 414 respostas, que foram analisadas por 
meio de modelagem de equações estruturais. 
Resultados: Os resultados demonstram que os valores humanos impac-
tam no comportamento de compra impulsiva, indicando que os valores 
prazer, emoção e religiosidade têm relação positiva, e os valores saúde e 
conhecimento têm relação negativa. Amostras por gênero evidencia-
ram diferenças importantes, já que sobrevivência e emoção apresentaram 
maior influência positiva na compra impulsiva em homens; e as mulhe-
res são mais influenciadas pelos valores prazer e emoção e apresentam 
relação negativa quanto ao valor afetividade. 

 Palavras-chave: compra por impulso, valores humanos, diferenças 
entre gêneros, comportamento do consumidor, Teoria Funcionalista dos 
Valores Humanos
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INTRODUCTION

The ironic parody of Descartes’s expression “I shop, therefore I am”, by 
artist Bárbara Kruger (1987), represents the paradigm of consumer society, 
in which the act of consuming plays a role in people’s self-identity and rep-
resents their self-definition, personal values, and individual perspectives. 
Goods acquire meanings and are an extension of the being, which can trig-
ger an impulsive purchase in consumers, suggesting the need to understand 
this aspect better (Sayre & Horne, 1996; Ruvio & Belk, 2013).

Impulse buying is often associated with an individual’s emotional 
state, characterized by immediate desire and urgent, unplanned need, with 
little or no evaluation of the purchase or its consequences, according to 
Stern (1962) and Rook (1987). This is a relatively common buying behavior, 
present in up to 50% of retail sales (Hausman, 2000), 39% of department 
store sales (Bellenger et al., 1978), 62% of supermarket sales, and 80% of 
luxury product sales (Ruvio & Belk, 2013), with more than 84% of Ameri-
can consumers admitting to engaging in some type of impulse purchase 
(Picchi, 2021).

Previous studies have linked individual consumer aspects with impulse 
buying behavior, including self-esteem (Dhandra, 2020), personality (Tarka 
et al., 2022), cognitive and affective responses in the relationship between 
internal and external stimuli (Kimiagari & Malafe, 2021), parasocial interac-
tion and envy (Jin & Ryu, 2020), gender identity (Atulkar & Kesari, 2018), 
and more. However, the literature on which human values individuals prior-
itize and influence their impulsive buying behavior is still unclear.

Few studies have been dedicated to investigating the influence of human 
values on impulsive buying behavior (Lins & Pereira, 2011; Sokić et al., 
2020; Lins et al., 2022). However, the current reality of markets, with higher 
levels of competition and increasingly globalized online marketplaces, 
requires organizations to develop sales strategies to identify variables related 
to purchasing behavior, including impulse buying. Creating a bond between 
customers and brands, leading to feelings of increased social status and 
accomplishment, is characteristic of developed economies and can favor the 
perpetuity of the brand and consumer satisfaction (Lins et al., 2022).

In this sense, there is room for exploration to identify the importance 
of human values as predictors of impulse buying behavior. Because it is an 
intrinsic factor, few studies have analyzed the relationship between human 
values and impulsive buying. Although we recognize this scarcity, we 
believe the relevance of this topic highlights the originality of this study in 
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comparison with previous scientific work, as it presents new interpreta-
tions, measures, and results that contribute to scientific knowledge (Mar-
quesi, 2021).

Some studies have investigated the influence of human values on buy-
ing behavior, such as Sharma and Jha (2017) and Aragão and Alfinito (2021), 
who analyzed the impact of human values on conscious and sustainable 
ecological buying behavior. Although those behaviors are unrelated to 
impulse buying, these investigations support the relationship between 
human values and purchases. If individual responses depend on value pri-
orities and are causally important for purchase, then discussing the various 
aspects of buying behavior, including impulse buying, becomes relevant.

Individual consumer characteristics, widely used for market segmenta-
tion, can change the relationship between individual values and impulsive-
ness in purchasing, such as gender (Atulkar & Kesari, 2018). Some studies 
have proved that men and women act differently in their purchasing behav-
ior, including factors such as involvement with the product and perceived 
quality (Lee & Workman, 2020), the attributes that influence willingness to 
pay (Kalantari et al., 2021), and more. Therefore, we also propose an analy-
sis of the relationship between values and impulsive buying from a gender 
perspective.

In this context, the following question emerges: Which basic human 
values influence impulse buying behavior? To address this issue, this study 
aimed to investigate the influence of human values that individuals prior-
itize on impulse buying behavior and analyze differences by gender.

Specifically, this investigation adopted previously constructed and vali-
dated scales to measure the target constructs. The impulse buying tendency 
was measured using the scale of Rook and Fisher (1995), which describes 
normative characteristics in impulsive buying behavior and evaluates 
impulsiveness in purchases based on a conative evaluation. The values pri-
oritized by individuals were measured using Gouveia’s Functional Theory of 
Human Values (FTHV) (1998, 2003), which highlights the functionality  
of values perceived as guides to behavior and expression of needs, having 
been consolidated in all Brazilian states and more than 50 countries (Gouveia 
et al., 2014a).

Due to the significant presence of impulsive behavior in purchasing 
decisions, many studies recognize the importance of understanding its fac-
tors for marketing professionals, retailers, and manufacturers (Bellini et al., 
2017; Jones et al., 2003). This study can help guide strategic marketing 
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decisions by proposing an analysis of factors that influence this behavior. It 
also seeks to contribute to reflections intrinsic to the individual since the 
current retail market is not limited to physical points of sale, which have 
the advantages of environmental stimuli – with the help of technology, 
online shopping tools have become widespread (Floh & Madlberger, 2013). 
Therefore, purchase decisions can occur in different environments, requir-
ing deeper interaction with consumer values to awaken their interest. This 
context requires a greater understanding of the influencing factors by sales 
professionals. Gender differentiation analyses are also fundamental for 
market segmentation strategies, as the differences in purchasing behavior 
between men and women are consolidated in the literature (Peixoto & 
Gonçalves, 2022).

This investigation also highlights the human values that negatively 
impact impulsive buying. That is, which factors may help individuals and 
policies seeking to reduce this behavior because of its potential negative 
aspects, such as excessive buying (Faber & O’Guinn, 1992), indebtedness 
(Bonomo et al., 2017), and even pathological issues (O’Guinn & Faber, 
1989).

THEORETICAL FRAMEWORK

Impulse buying

Early studies on impulse buying were limited to “unplanned purchases” 
(Bellenger et al., 1978; Stern, 1962). Later, Rook and Hoch (1985) and Rook 
(1987) criticized the absence of other aspects in the literature and intro-
duced greater developments to the research on impulse buying. The authors 
proposed a new conceptualization, indicating five elements that distinguish 
this behavior: 1. sudden and spontaneous desire to act; 2. a temporary state 
of psychological imbalance; 3. psychological conflict, with feelings of ambiv-
alence towards impulse objects; 4. reduced cognitive evaluation of product 
attributes, with a high level of emotionality and low intellectual control of 
the purchase decision; and 5. disregard of consequences. Therefore, impulse 
buying can be influenced by environmental and situational stimuli and emo-
tional and cognitive characteristics that vary between individuals (Rook & 
Fisher, 1995).

Several scales have been developed to measure impulse buying behavior 
to predict this phenomenon (Puri, 1996; Rook & Gardner, 1993; Rook & 



Influence of human values on impulse buying behavior: A gender analysis

7

ISSN 1678-6971 • RAM. Rev. Adm. Mackenzie, São Paulo, 25(3), eRAMG240288, 2024
https://doi.org/10.1590/1678-6971/eRAMG240288

Fisher, 1995; Weun et al., 1997; Youn & Faber, 2000; Verplanken & Heraba-
di, 2001). The scale developed by Rook and Fisher (1995) was adopted for 
this study because it is considered a consistent instrument for measuring 
impulse buying (Marot & Lins, 2021). It has been translated and validated 
(Dias et al., 2014; Souza et al., 2015) and is widely used in the Brazilian 
context (Aquino et al., 2020; Bonomo et al., 2017; Dias et al., 2014).

Utama et al. (2021) state that women are more likely to buy impul-
sively than men. In addition, Lins and Pereira (2011) mention that, in Brazil, 
the age group between 18 and 24 years old is the most likely to buy impul-
sively. Therefore, women and university students have become a lucrative 
target audience for companies, and these assumptions direct research inter-
ests. However, despite research stating that impulsive buying is related to 
factors intrinsic to the individual, stimulating emotional conflicts that affect 
decision-making (Kimiagari & Malafe, 2021), there is a shortage of investi-
gations that relate human values to impulse buying.

Human values

Human values play an important role in people’s behavior, as they are a 
natural way of expressing or promoting them. That is why they are used to 
explain different behaviors, such as concern for environmental preservation 
(Ihemezie et al., 2021), humanitarian or economic reasons in the face of 
the Covid-19 pandemic (Coelho et al., 2021), organizational commitment 
(Gouveia et al., 2009), among others.

Rokeach (1973), Inglehart (1977), Schwartz (1992), and Kluckhohn 
(2013) indicate that human values have six conceptual characteristics: 1. 
they are beliefs, concepts, or categories; 2. they are related to behaviors and 
desirable states of existence; 3. they transcend specific situations; 4. they are 
ordered by different degrees of importance, forming a system of priorities; 
5. they guide behaviors and event selection or evaluation; and 6. they cogni-
tively represent human needs.

Among the various explanatory models of human values (Inglehart, 
1977; Rokeach, 1968, 1973; Schwartz, 1992), the FTHV was adopted for 
this study. This theory was proposed by Gouveia (1998), integrating the 
models of Inglehart (1977) and Schwartz (1992), which were compared and 
discussed by the authors themselves (Gouveia et al., 2014a), conceptualiz-
ing values as guiding actions and expressions of needs to produce a “refine-
ment of existing models” (Gouveia et al., 2014a). The theory has been 
improved in recent years (Gouveia, 2003; Gouveia et al., 2009; Gouveia et al., 
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2014b; Milfont et al., 2008) and has been widely used in research in more 
than 50 countries, seeking to represent reality better and to focus on the 
functions that values fulfill (Gouveia et al., 2014a).

Regarding purchasing decisions, human values are as influential as 
other important constructs such as product ratings, degree of deliberation, 
and lifestyle (Sharma & Jha, 2017) since people seek activities that pro-
mote the achievement of these values. Consumption is a form of expres-
sion of identity (Morewedge et al., 2021). However, even though the 
importance of human values as guides to behavior is evident, few studies 
have reported their influence on purchasing behavior. Therefore, finding 
evidence that human values influence impulse buying behavior (Lins et al., 
2022) is relevant.

Human values as predictors of impulse buying behavior

Human values justify individuals’ decisions and can predict behavior 
(Ponizovskiy et al., 2020). The behavior of individuals is, then, a response to 
the search for conformity between their actions and values. The purchase 
decision process relates perceptions, attitudes, emotions, the formation of 
beliefs, and psychological processes; often, its motivation is purely instinc-
tive (Aquino & Cechett, 2021), enabling predictions about the relationship 
between human values and impulsive buying.

So far, we have highlighted three studies that report on the role of 
human values in impulse buying behavior: Lins and Pereira (2011), Sokić 
et al. (2020), and Lins et al. (2022). They investigate antecedents of impul-
sive buying, including human values, and their findings, through different 
metrics, methodologies, and samples, indicate that there is a relationship 
between human values and impulse buying. However, they do not elucidate 
these values and how they are related.

Lins and Pereira (2011), who analyzed a sample of 154 students in Bra-
zil, presented contradictory results showing that pleasure and personal sta-
bility positively correlate with impulsive buying. They indicate that this 
contradiction is a limitation that could be explored in new investigations. 
Sokić et al. (2020) suggest that impulsive buying is positively related to 
hedonic values, which are related to pleasure and instant gratification; the 
study was carried out in Croatia with a sample of 220 people, using scales 
that are unusual in the Brazilian context, and indicated that future investiga-
tions may explore other perspectives such as the difference between 
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genders. Lastly, Lins et al. (2022) analyzed the context of Portugal and 
identified the evaluative subfunctions that interact with impulse buying. 
They found that the subfunction of promotion values is positively related 
to impulse buying, while the subfunction of interactivity values is nega-
tively related.

These studies reinforce the postulate that the values individuals prior-
itize can influence buying behavior and, consequently, impulse buying. 
However, this study explicitly addresses these values, a question that has 
not been answered clearly in the Brazilian context yet. The investigation is 
proposed through consolidated scales for this context, contributing from a 
sampling perspective and with analyses that show a gender perspective, con-
tributing to the knowledge and debate on this topic. Therefore, the follow-
ing hypotheses were adopted as research premises for this study:

• H1: Some human values are positively related to impulse buying behav-
ior, while others are negatively related to this behavior.

• H2: The relationship between human values and impulse buying differs 
by gender.

METHODOLOGY

This research is a study of a fundamental nature, with a descriptive 
objective and a quantitative approach, whose data collection took place 
through a survey. The data collection instrument was developed based on 
studies by Rook and Fisher (1995) and Gouveia (2003). The questionnaire 
was tested previously to determine its validity, clarity, and completion time. 
Minor adjustments were made after this pre-test to facilitate participants’ 
understanding.

A structured questionnaire consisting of three parts was used for data 
collection. The first part contained sociodemographic questions, and the 
second part contained nine items from the impulse buying scale by Rook 
and Fisher (1995), which were translated and validated as explained in the 
literature review section and presented in Table 1. Respondents analyzed 
the statements using a Likert scale from 1 (= strongly disagree) to 7 points 
(= strongly agree).
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Table 1
Rook and Fisher impulsive buying scale

1 I often buy things spontaneously. 

2 “Just do it” describes the way I buy things.

3 I often buy things without thinking. 

4 “I see it, I buy it” describes me. 

5 “Buy now, think about it later” describes me. 

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

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

8 I carefully plan most of my purchases.*

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

Note. * Inverted code item.

Source: Rook and Fisher (1995).

The third part of the questionnaire consisted of 18 items from the 
FTHV scale by Gouveia (2003), where respondents indicated the degree of 
importance of values as principles that guide their lives on a Likert scale 
from 1 (= totally not important) to 7 points (= totally important).

Table 2
Functional Theory of Human Values Scale

Emotion To enjoy challenges or unknown situations; to look for adventure.

Pleasure To live for the moment; to satisfy all your desires.

Sexuality To have sexual relationships; to obtain sexual pleasure.

Beauty To be able to appreciate the best in art, music, and literature; to go to 
museums or exhibitions where you can see beautiful things.

Knowledge To look for up-to-date news on not very well-known matters; to try to 
discover new things about the world.

Maturity To feel that your purpose in life has been fulfilled; to develop all your 
capacities.

Affectivity To have a deep and enduring affectionate relationship; to have somebody to 
share successes and failures. 

(continues)
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Social support To obtain help when you need it; to feel that you are not alone in the world.

Belonging To have good neighborly relationships; to form part of a group, e.g., social, 
religious, sporting.

Success To reach your goals; to be efficient in everything you do.

Power To have the power to influence others and to control decisions; to be the boss 
of a team.

Prestige To know that a lot of people know and admire you; when you are older, to be 
honored for your contributions.

Personal stability To have the certainty that tomorrow you will have all that you have today; to 
have an organized and planned life. 

Health To look after your health at all times, not just when sick; not to be sick.

Survival To have water, food, and shelter every day in your life; to live in a place with 
enough food.

Obedience To fulfill your daily duties and obligations; to respect your parents, superiors, 
or elders.

Religiosity To believe in God as the savior of humanity; to complete the will of God.

Tradition To follow the social norms of your country; to respect the traditions of your 
society. 

Source: Gouveia et al. (2015).

A total of 703 people participated in the interviews conducted at a Bra-
zilian private higher education institution. All participants were undergrad-
uate students, participation was voluntary, and the beginning of the 
questionnaire contained an explanation of the research and an informed 
consent form. Investigating the behavior of university students is common 
for consumer analysis (Bahrainizad & Rajabi, 2018; Salaceanu, 2019), and 
the young public is also the most inclined to buy on impulse (Amos et al., 
2014; Luniya & Verghese, 2015).

The sampling was non-probabilistic, and the Survey Monkey tool was 
used by sending a link to students’ e-mails. The survey took place between 
October 22 and November 8, 2019. After disregarding the missing values, 
414 questionnaires were validated. Of the participants, 65% were female 
and 35% were male. Age ranged between 18 and 54 years old, with 81.8% 
being between 18 and 25 years old. As for marital status, 87.3% are single, 

Table 2 (conclusion)

Functional Theory of Human Values Scale
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7.3% are married, 0.7% are separated, and 4.6% did not indicate. Regarding 
occupation, 70% work and study and 30% only study. Among the respond-
ents, 88.8% professed a religion, and 11.2% did not.

The relationship between human values and impulsive buying behavior 
was analyzed using partial least squares structural equation modeling  
(PLS-SEM). The constructions of the structural model are reliable based on 
evaluating the measurement items (Hair et al., 2021). McDonald’s Omega 
test confirmed the reliability of the set of factors, as their values were 
above 0.70. In addition, the external loading of items on the impulse buying 
scale presented a value above 0.50, as recommended by the literature (Hair 
et al., 2021).

The structural model demonstrates the dependency relationships 
between the variables (Hair et al., 2021). The results indicate the most sig-
nificant values that affect impulse buying behavior in three defined samples: 
general, men, and women. The analysis of adjustments of the models 
showed, based on the values of the polychoric correlation matrix, that there 
was no multicollinearity problem. This result was confirmed by the variance 
inflation factor (VIF) test, considering that the VIF values in the individual 
constructs and their average value were less than 5 (Hair et al., 2021).

The average variance extracted (AVE) test was performed to determine 
the convergent validity, and the Heterotrait-monotrait Ratio (HTMT) test 
was performed to determine the discriminant validity, indicating that there 
is discriminant validity of the model since the values of correlations between 
constructs were less than 0.850. The model’s fit was also verified using the 
Blindfolding test, which attested to the path coefficients’ predictive validity 
(Q2) since it presented values greater than zero. The Composite Reliability 
test was also performed to attest to the reliability of the model (Hair et al., 
2021; Kline, 2015).

The structural model tests showed that, based on the models for the 
general sample, the sample composed of men and the sample composed of 
women, the values of the Composite Reliability Index varied between 0.602 
and 0.766. The AVE varied between 0.141 and 0.246, McDonald’s Omega 
varied between 0.778 and 0.856, and Blindfolding varied between 0.0444 
and 0.75, based on the analyzed models. Human values could explain about 
9.3% of the general sample’s impulse buying variation. In comparison, the 
model for the sample composed of men presented an explanatory potential 
of approximately 11.8%, and the model for the sample composed of women 
explained about 15%.
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These findings indicate that human values influence impulsive buying. 
This explanatory value may be related to the low age of the interviewees. 
Although younger audiences are more prone to impulsive buying, the FTHV 
proposes that individuals tend to have a more integrated value system as 
they age. Therefore, basic values become more congruent with maturity, 
resulting in stronger correlations (Gouveia et al., 2014a).

RESULTS

The results presented in Figure 1 demonstrate that five human values are 
related to impulsive buying: pleasure (0.195), emotion (0.135), and religi-
osity (0.079), with a positive relationship; and health (-0.130) and knowl-
edge (-0.090), with a negative relationship. This confirms H1, as there were 
values with a positive relationship and values with a negative relationship 
with impulse buying.

Figure 1 
Result for the general sample

An analysis was also made of whether the values influencing impulse 
buying behavior differ between genders. The results are presented in Figure 2, 
for men, and in Figure 3, for women, and corroborate H2, which states that 
gender differences exist in the relationship between human values and 
impulsive buying.
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Figure 2
Results for the male sample

Figure 3
Results for the female sample

Table 3 summarizes the results presented in the figures to facilitate the 
visualization and allow the comparison of the three scenarios. In the male 
sample, the variables explained about 11.8% of the variation in impulse buy-
ing, and the human values that presented statistical significance were sur-
vival (0.112) and emotion (0.166). Although the coefficients are significant 
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at 10%, it is noteworthy that the size of the sample composed of men is 
smaller than the other two models, which is a limitation of this study that 
can be explored in new investigations. For women, the model explained 
about 15% of the variation in impulse buying; the values pleasure (0.259) 
and emotion (0.132) presented statistical significance and a positive rela-
tionship with impulse buying, while affection (-0.129) showed a negative 
relationship. 

Table 3 
Human values that influence impulse buying in the three groups

  General Men Women

Affectivity  -0.0689  -0.036  -0.129*

Social support  -0.0103  -0.017  -0.042

Beauty  0.0205  0.043  -0.006

Knowledge  -0.0904*  -0.082  -0.066

Coexistence  0.0023  0.012  0.022

Emotion  0.1346***  0.166*  0.132**

Stability  -0.0059  0.121  -0.081

Maturity  -0.0479  -0.129  0.012

Obedience  0.0186  0.022  -0.058

Power  -0.0197  0.003  0.010

Pleasure  0.1951***  0.105  0.259***

Prestige  -0.0133  0.023  -0.032

Religiosity  0.0794*  -0.033  0.074

Health  -0.1299***  -0.112  -0.109

Sexuality  0.0309  0.099  0.015

Survival  0.0550  0.112*  0.033

Tradition  -0.0030  0.058  -0.001

Success  0.0593  -0.010  0.098

R2 0.093 0.118 0.150

Compound Reliability (rho_a) 0.602 0.703 0.766

(continues)
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  General Men Women

Average variance extracted 
(AVE)

0.141 0.236 0.246

McDonald’s Omega 0.778 0.779 0.856

Blindfolding (Total: 1-SSE/SSO) 0.0444 0.0451 0.075

Medium VIF 1.549 1.702 1.618

Note. The values displayed indicate the path coefficients; *, **, and *** indicate statistical significance at 10%, 5%, 
and 1%, respectively.

Based on the significance of the coefficients in the general sample, only 
emotion, pleasure, and health present statistical significance at the 1% level, 
indicating that these are the most relevant values to explain impulse buying. 
In the male sample, the coefficients present statistical significance for an 
alpha of 10%, while for women, the coefficients of emotion and pleasure 
present statistical significance for an alpha of 5%.

Table 3 also presents the tests performed to determine model fit. The 
Composite Reliability test confirmed the reliability of the male and female 
sample models since their values were greater than 0.70. Although the gen-
eral sample had a value lower than this limit, McDonald’s Omega confirmed 
the reliability of the set of factors, which presented values greater than 0.70 
in the three analyzed models. The AVE, however, presented a value lower 
than 0.50 in the three analyzed models. The Blindfolding test presented 
values greater than zero in the three models, confirming the model’s predic-
tive validity. The validity of the model was also confirmed by the HTMT test, 
with the correlations between the constructs presenting values lower than 
0.850 (Hair et al., 2021; Kline, 2015).

The multicollinearity problem between the constructs was verified using 
the polychoric correlation matrix and the VIF. The VIF values confirmed the 
result observed in the polychoric correlation matrix, that is, the absence of 
a multicollinearity problem in the models, since the VIF values in the indi-
vidual constructs, as well as the average value of the VIF, are less than 5 
(Hair et al., 2021).

Table 3 (conclusion)

Human values that influence impulse buying in the three groups
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DISCUSSION OF THE RESULTS

The results for the general sample, presented in Figure 1, reinforce the 
idea of the common issue of “heart versus mind” (Shiv & Fedorikhin, 1999), 
which is an experiential and rational system that is deliberate in making pur-
chase decisions. Rook (1987) states that impulse behavior is more prone to 
emotional reactions and experimentation than decisions based on cognition.

The values related to pleasure and emotion are directly related to the 
consumer’s mood. The literature usually approaches this theme as a hedon-
ic aspect, suggesting that the entertainment potential reflects the emotional 
value of purchases. Its effect is an increase in involvement, excitement, a 
sense of freedom, the fulfillment of fantasies, escapism, and experience of 
gratification (Babin et al., 1994). Beatty and Ferrell (1998) state that the 
pleasure of shopping produces positive feelings, which in turn influences 
the desire to buy impulsively. Weinberg and Gottwald (1982) and Santini 
et al. (2019) report that impulsive consumers exhibit tremendous enthusi-
asm, fun, delight, and joy.

The religiosity value represents aspects of beliefs in specific ideals linked 
to individual religious commitment, which shape their value structure and 
influence attitudes and behaviors (Schwartz, 1992). From a motivational 
point of view, religiosity can be intrinsic or extrinsic (Allport, 1950). Intrin-
sically motivated individuals live their daily lives strictly according to their 
religious beliefs, while extrinsically motivated individuals adopt religious 
teachings selectively to meet individual needs, fulfill social objectives, and 
be part of a group (Allport, 1950; Allport & Ross, 1967).

Singh et al. (2021) analyzed the influence of these two dimensions of 
religiosity on impulsive buying behavior in India. Even though religion pro-
motes self-control, extrinsic religiosity showed a positive relationship with 
impulsive buying behavior. The results of this study go in this same direc-
tion; however, aspects of this value are still little explored in Brazil, requir-
ing further investigations to deepen the understanding of the Brazilian 
reality.

The health value presented a negative relationship with impulsive buy-
ing. Little attention has been given in the literature to this aspect of con-
sumers. The major discussions focus on evidence of a greater tendency 
towards impulsive behavior in the purchase of unhealthy snacks (Moayery 
et al., 2018; Verplanken et al., 2005), which could infer that consumers who 
prioritize health tend to buy food in a healthy, less impulsive way. Further 
research investigating this relationship is encouraged.
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The knowledge value also showed a negative relationship with impulse 
buying, in line with other studies that have observed that education level has 
a negative relationship with impulsive buying. A higher level of education is 
expected to lead customers to think, observe, and explore products; in addi-
tion, such customers may have more excellent financial knowledge. These 
factors may help customers associate expenditure level with the expected 
benefits of the product, reducing the probability of unplanned purchases 
(Bruyneel et al., 2006; Nadeem et al., 2017; Rana & Tirthani, 2012). Educa-
tion level may represent this value as well as the aspect of rationality, where-
by analyzing the calorie information listed in a product’s nutrition facts could 
reduce the likelihood of buying these items on impulse (Lee et al., 2017).

Gender analysis is relevant from a theoretical point of view because 
retailers often market their products according to gender, as this segmenta-
tion has been widely used (Atulkar & Kesari, 2018; Santini et al., 2019). The 
analyses presented in figures 2 and 3 demonstrate differences between gen-
ders regarding the influence of impulsive buying, in line with Silvera et al. 
(2008) and Atulkar and Kesari (2018).

The influence of the emotion value was positively significant for all sam-
ples; however, it was the only relevant value in common between samples. 
The survival value showed positive significance only for men, while the 
pleasure (positive relationship) and affection (negative relationship) values 
were relevant only for women.

Previous research indicates gender differences in negative mood regula-
tion strategies. While women tend to focus on the source of distress, men 
tend to look for distractions (Thayer et al., 1994). Based on this result, it can 
be inferred that women would spend more time reflecting on situations 
linked to the survival value, while men would tend to act more on impulse 
when faced with decisions that trigger this value.

Regarding the difference in significance of the pleasure value, previous 
studies indicate that women find more pleasure and spend more time and 
energy on shopping activities than men (Santini et al., 2019; Dholakia, 
2000). For the affectivity value, which refers to close relationships such as 
families, Park et al. (1991) indicate that family relationships have an affec-
tive dimension that influences purchasing decisions. However, most of the 
research on family decision-making explores aspects of power relations over 
who makes purchasing decisions in families, and little attention is paid to 
the role of affection in family consumption decisions (Park et al., 1991).

Floyd et al. (2021) state that the result of almost all empirical studies 
comparing women and men regarding affectionate behaviors indicates that 
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women express more affection than men do, which could help explain the 
findings of this study regarding the significance of affectivity in the sample 
composed of women. The negative correlation indicates that the more 
women are motivated by affectivity, the less likely they are to buy on impulse.

As for the path coefficients in the general sample, the pleasure, emo-
tion, and health values presented a greater relationship with impulsive buy-
ing, in that order. Therefore, these human values are the most important for 
explaining impulse buying since the three showed significant relationships 
at the 1% level. In the male sample, the emotion value was more important 
than the survival value, while for the female sample, the pleasure value was 
more relevant than emotion.

In addition to indicating the most relevant human values to explain 
impulsive buying, especially emotion, this study contributed to the litera-
ture by exposing the differences between the relationship between human 
values and impulse buying by gender. This result suggests that gender is an 
essential aspect to consider when analyzing the relationship between 
human values and impulse buying.

CONCLUSIONS

This study aimed to analyze the influence of human values on impulse 
buying behavior and the difference between genders. When testing the pro-
posed models based on the impulse buying scales of Rook and Fisher (1995) 
and Gouveia’s FTHV (2003), the hypotheses that: 1. there is a relationship 
between human values and impulsive buying behavior, and 2. this relation-
ship differs between genders were confirmed.

Five values were found to have a significant relationship with impul-
sive buying behavior. Three values have a positive influence: pleasure, 
emotion, and religiosity, and two values have a negative influence: knowl-
edge and health.

Previous studies have explored aspects associated with pleasure and 
emotional values, not as value systems but as a form of hedonic behavior 
and emotional response to purchase stimuli (Beatty & Ferrell, 1998; Santini 
et al., 2019), and this study is in line with this perspective of the analysis. We 
also highlight the religiosity value, which positively correlates with impul-
sive buying. Although religion promotes self-control and discourages a desire 
for possessions (Schwartz, 1992), this result corroborates other studies 
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(Singh et al., 2021). Nevertheless, the Brazilian context still lacks specific 
evidence to clarify this relationship, a suggestion for future investigations.

When differentiated by gender, the emotional value affects both gen-
ders, although it is more intense for men. On the other hand, the survival 
value presents a positive relationship only for men. The values of pleasure 
(positive relationship) and affectivity (negative relationship) were relevant 
only for women. The latter’s influence lacks further evidence on purchasing 
behavior; research is encouraged (Park et al., 1991).

This debate presents academic contributions to consumer behavior to 
identify human values that interact with impulse buying. There are also 
contributions to the field of business management. Because distance shop-
ping has gained relevance, understanding the intrinsic aspects of the target 
audiences can provide professionals with the knowledge to help develop 
strategies to influence situations involving the purchase process to attract 
and keep customers, as well as gender segmentation strategies that can be 
useful, considering values as a predictor of buying behavior.

Society can also benefit from the study’s findings that provide evidence 
of human values with the potential to reduce impulsive buying, which can 
guide policies with this objective. Consumers might be interested in reduc-
ing impulse buying behavior by focusing on values such as health and knowl-
edge, which have a contrary relationship to impulse buying and were little 
explored by previous investigations.

This study has limitations inherent to surveys with interviews, such as 
the public composing the sample, which in this study was composed main-
ly of students. Such limitations may include the sample’s homogeneity, 
scope, and balance, which prevent generalizations. Another limitation was 
the number of incomplete responses discarded, which may have happened 
due to the number of items in the questionnaire; future research may 
explore reduced scale models (Marot & Lins, 2021). We also suggest that 
future investigations consider the context of interviewees, their role in 
terms of responsibility for the purchases within their household, and the 
financial value of their decisions.

Therefore, new research is encouraged with other groups and contexts 
on the impact of human values on impulsive buying. Other socio-demo-
graphic, environmental, situational, and technological variables can be con-
sidered, such as purchasing environments, specific products, or products 
with different life cycles, as well as more specific investigations of underex-
plored values to provide more clarity, such as the relationship between relig-
iosity and impulse buying.
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