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ABSTRACT 
 

This paper investigates the effect of affective components (positive and negative affects) on impulse buying 
behavior among Malaysian youths. A total of 106 questionnaires were distributed to youths in a shopping mall in 
Skudai, Johor, however only 102 were usable. The correlation analysis revealed insignificant relationship between 
positive affect and impulse buying behavior, and a weak positive significant relationship between negative affect 
and impulse buying behavior. This finding provides valuable information for youths to exert better control over 
their negative feelings and mood in order to avoid impulse buying. Shopping malls on the other hand could employ 
certain marketing strategies to influence compensatory impulse buying among visitors.  
 
Keywords:  affective commitment, buying behavior, impulse buying, marketing, youth 
 
 

1. INTRODUCTION 

 
Impulse buying is an unplanned and sudden urge to purchase.  This topic has been prominent for 
more than 50 years (Lin & Chen, 2013; Shen & Khalifa, 2012; Sun & Wu, 2011).  Impulse buying has 
become a part of consumers’ everyday activities, either in grocery shopping or recreational shopping.  
Undoubtedly, impulse buying behavior has a tendency to influence customers spending more than 
they planned. Whilst the effect appears to be negative for the consumers, impulse buying behavior 
on the other hand is profitable for businesses. Consequently, this topic has generated interests among 
consumers and psychology researchers (Lin & Chen, 2013; Shen & Khalifa, 2012; Sun & Wu, 2011).  
Researchers have suggested a comprehensive definition for impulsive buying (Angela, 2000; Kacen 
& Lee, 2002; Parboteeah, 2005; Piron, 1991; Rook, 1987; Vohs & Faber, 2003)and exploring the 
factors that cause impulse buying  behavior (Mihić & Kursan, 2010; Rook, 1987). 
 
Today, emotion becomes more prominent with the growth of the principle of the consumer pleasure 
(Consoli, 2009).  The element of Affect must be added to enhance the basis supply of product or 
service (Consoli, 2009).  The consumers not only look for product or service that meets both their 
requirements, but also a product that becomes a basis of connections and feelings (Consoli, 2009).  
Emotions may have a positive or negative effect on customers’ purchasing attitudes and actions 
(Elfriede & Margaret, 2011). 
 
Since affective components are having high importance in marketing and consumer behavior 
researches, many researchers have focused on emotional states and their connection to customers’ 
decisions and behaviors (Yeung & Wyer, 2004).  Researchers have begun to recognize that impulse 
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buying is a consumption experience which involve a rich affective implications (Dđncer, 2010).  Many 
studies suggest that impulse buying is often associated with affective components (Dđncer, 2010; 
Foroughi, Buang, & Sadeghi, 2012; Graa & Dani-elKebir, 2012; Huang  & Hsieh, 2011; Lee & Yi, 2008; 
Meniawy, 2012; Shirmohammadi, Ebrahimi, & Ghane, 2014; Verhagen & van Dolen, 2011).  For 
instance, there are evidences showing that when consumers experience positive affect, they are 
prone to enter the store and stay longer in the store (Yalch & Spangenberg, 2000).  In a different 
study, affective components were found to influence shopping behavior positively through the 
formulation of positive emotion or negatively through negative emotion (Pappas, Kourouthanassis, 
Giannakos, & Chrissikopoulos, 2014). 
 
Malaysia has a steady economic growth and a solid retail growth (Kearney, 2013).  The expansion of 
the Malaysian economy increases the number of shopping malls in Malaysia (Ahmed, Ghingold, & 
Dahari, 2007).  Today, shopping malls in Malaysia no longer only focus on their initial role in 
economic activity, but they transcended to become a community center for social and recreational 
activity (Ahmed et al., 2007).  For example, consumers go to shopping mall for shopping, recreational 
pursuits, entertainment, meeting friends, simply browsing around, and so on (Ahmed et al., 2007).  
This is due to an increasing trend of Malaysians shopping for pleasure (Ahmed et al., 2007).   
 
Ahmed et al (2007) conducted a study to examine Malaysian shopping behavior. The finding of this 
study proved that shopping malls are major spending destinations for Malaysian youth(Ahmed et al., 
2007).   In particular, the results reported 41.7% of the study’s respondents visited shopping malls 
at least once a week, 25.8% visited shopping malls once every two weeks, 23.5% of respondents 
visited the shopping malls once a month or less and 9.1% visited a mall every day (Ahmed et al., 
2007).  Besides, the finding also indicated that 56% of the respondents spent more than 10% of their 
monthly expenditures in malls, and more than 37% respondents spent more than 15% of monthly 
expenditures in malls (Ahmed et al., 2007).  This finding proved that Malaysian youths are a key 
customer for shopping malls. Moreover they constitute the largest population in the country (Muda 
et al, 2016). Nevertheless, research on this area, particularly among Malaysian youth is still scarce.  
 
Studies in the foreign context have shown that impulse buying behaviour is also more prevalent 
among youth. A study by Datta & Sharma (2017) in India, have shown that the generation Y (18 to 35 
years old) have a tendency to purchase on impulse, mostly branded clothes, followed by shoes, food, 
and movies. Their study also revealed that more than 50% of the youth bought on impulse products 
with unfamiliar brands. 
 
Hence, this study was conducted to investigate the relationship between affective components and 
impulse buying behavior among youth in Skudai, Johor. This study will be useful not only for 
marketing practitioners to manipulate youth impulsive behavior to increase sales of business, but 
more importantly it provides valuable information for youths on how their negative and positive 
feelings and mood could influence their impulse buying behaviour. The latter is perceived as more 
important as impulsive spending behaviour may be the cause of financial problems among youth 
particularly university students (Md Razak et al, 2014). Moreover, the spending trend among youth, 
if uncontrolled, could bring further negative consequences in the future. As revealed by the 2018 
Malaysian Literacy Survey – it was found that nearly 60% of Malaysians do not have a minimum of 3 
months saving, and that 34% spend more than their monthly salary (Pang, 2018). Therefore youth 
has to be educated with financial management knowledge in order for them to make good spending 
decision (Peng et al, 2007), one which is not affected either by their negative of positive feelings.  
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2. LITERATURE REVIEW 

 

2.1 The Relationship between Affective Components and Impulse Buying 

 
Extensive research has been conducted to investigate the link between mood and emotion towards 
impulse buying behavior. For example Pradhan (2016) found that mood (both negative and positive 
feelings) is significantly influencing customers’ impulsive behaviour. Similar findings can be found in 
Huang & Hsieh (2011), Cho et al (2014), Suhud & Herstanti (2017). These studies revealed that 
consumer’s positive emotion relates positively to their impulse buying behavior. In other words, 
consumers with positive emotions bought more items on impulse than their counterparts (Park, Kim, 
& Forney, 2006).  This means that the higher positive emotion feel by an individual, the higher the 
likelihood of overspending and impulse buying (Verplanken & Herabadi, 2001, Sultan et al 2018).  
Furthermore, there is a positive relationship between positive affect and urge to buy (Foroughi et al., 
2012; Foroughi et al., 2013; Shirmohammadi et al., 2014; Verhagen & van Dolen, 2011) whereby urge 
to buy is positively related to impulse buying (Shirmohammadi et al., 2014; Verhagen & van Dolen, 
2011).  But, another research claimed that the higher the frequency of felt urges to buy impulsively, 
does not mean the greater the likelihood of making an impulse purchase (Foroughi et al., 2012).In 
particular, past researches showed that positive emotions influenced impulse buying in the context 
of purchasing fashion items (Park et al., 2006) as well as  for music compact discs (Adelaar, Chang, 
Lancendorfer, Lee, & Morimoto, 2003). According to Meniawy (2012), people were likely to purchase 
impulsively when they were in a positive mood.  In other words, when consumers experience positive 
emotions, they are more likely to evaluate a product more favorably (Yalch & Spangenberg, 2000).  
Besides, impulse buying is contributed by  positive emotion  because impulse buying function as a 
way to reward oneself when he or she is in positive emotion (Verplanken & Herabadi, 2001).   

 
Interestingly, positive relationship was found between impulse buying behavior and negative 
emotion too. According to Huang & Hsieh (2011), impulse buying behavior is not reduced when 
consumers are in negative emotion. In fact, Chavosh et al (2011) have found that consumers in a 
negative mood are more likely to purchase impulsively. Similar findings can also be found in a study 
by Miltenberger et al (2003) and Verplanken & Herabadi (2001).. Apparently negative moods trigger 
impulse buying which provides temporary relief and function as a way to comfort oneself 
(Miltenberger et al, 2003; Verplanken & Herabadi, 2001).  In addition to that, Verplanken et al (2005) 
suggested that chronic impulse buying is caused by negative state of mind rather than positive state 
of mind. However, despite many studies showing significant relationship between positive and 
negative affect on impulse buying, some studies are showing contradicting results. For instance, a 
study by Pandey (2016) found that moods have no effects on young Indian consumers’ compulsive 
buying. This implies that the factors that trigger impulse buying behaviour may differ between 
developed and less developed countries. Apart from that, Pornpitakpan et al (2017) have revealed 
that positive moods trigger impulse buying more than negative mood.  
 
Therefore this study is conducted to investigate whether a relationship exists between Malaysian 
youth consumers’ affective components and their impulse buying behaviour.  Figure 1 illustrates the 
relationship between affective components and impulse buying behavior. 
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Figure 1.  Conceptual Model 

 
 

3. RESEARCH METHOD 

 

3.1 Research Design 

 
This study adopted a quantitative research design in which data was collected using questionnaire. 
It consists of seven demographic items, twenty items from the Positive and Negative Affect Schedule 
(PANAS) by Watson et al. (1988) and nine items from the Buying Impulsiveness Scale by Rook & 
Fisher (1995). A pilot study was also conducted prior to data collection which yielded an acceptable 
Cronbach’s alpha values - above 0.80 for all variables. Data was then collected among youths who 
visited a shopping mall in Skudai, Johor on a particular chosen day. This area was chosen because it 
has several educational institutions which include secondary schools, private colleges and public 
university. Since the population of the study is unknown, the researcher determined the sample size 
for this research based on the formula by Mendenhall, Beaver & Beaver (2013). For the purpose of 
this study, confidence level of 0.1 (z-score = 1.64) and standard deviation of 50% (p=0.5) were 
applied into the formula. According to Krejcie & Morgan (1970), these values are considered 
acceptable for social science research. The standard deviation was assumed to be at 0.50 since this 
would provide the maximum sample size (Krejcie & Morgan, 1970). Based on this formula, n = 67. In 
order to increase the response rate, a total of 106 questionnaires were distributed. 
 
 

4. DATA ANALYSIS 

 

4.1 Demographic Analysis 

 
Out of 106 questionnaires distributed, only 102 were usable (96% response rate). Overall, majority 
of the respondents were female (56%), aged between 20-29 years old (72%), and of Malay ethnicity 
(56%). Approximately 57% of them were students whereby 76% of them received scholarship.  
 

Dependent Variable: 

Impulse Buying 

 

Independent Variable: 

Affective Components 

(Positive and Negative 
Affect) 
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4.2 Objective 1: To Identify the Level of Affective Components 

 
The first objective of this study is to identify the level for each affective component. Table 1 shows 
the result for positive affect dimension. 
 

Table 1. Positive Affect Dimension 
 

Items 1 
f  

(%) 

2 
f  

(%) 

3 
f  

(%) 

4 
f  

(%) 

5 
f  

(%) 

Mean SD Level 

Interested 4  
(3.9) 

27 
(26.5) 

35 
(34.3) 

27 
(26.5) 

9 
(8.8) 

3.10 1.02 Moderately 
High 

Excited 13 
(12.7) 

12 
(11.8) 

27 
(26.5) 

35 
(34.3) 

15 
(14.7) 

3.26 1.23 Moderately 
High 

Strong 13 
(12.7) 

12 
(11.8) 

24 
(23.5) 

41 
(40.2) 

12 
(11.8) 

3.26 1.20 Moderately 
High 

Enthusiastic 12 
(11.8) 

17 
(16.7) 

32 
(31.4) 

26 
(25.5) 

15 
(14.7) 

3.15 1.21 Moderately 
High 

Proud 28 
(27.5) 

12 
(11.8) 

23 
(22.5) 

28 
(27.5) 

11 
(10.8) 

2.82 1.38 Moderately 
Low 

Alert 9 
(8.8) 

22 
(21.6) 

22 
(21.6) 

31 
(30.4) 

18 
(17.6) 

3.26 1.23 Moderately 
High 

Inspired 25 
(24.5) 

20 
(19.6) 

19 
(18.6) 

26 
(25.5) 

12 
(11.8) 

2.80 1.37 Moderately 
Low 

Determined 13 
(12.7) 

16 
(15.7) 

28 
(27.5) 

25 
(24.5) 

20 
(19.6) 

3.23 1.29 Moderately 
High 

Attentive 9 
(8.8) 

19 
(18.6) 

30 
(29.4) 

36 
(35.3) 

8 
(7.8) 

3.15 1.09 Moderately 
High 

Active 7 
(6.9) 

10 
(9.8) 

20 
(19.6) 

42 
(41.2) 

23 
(22.5) 

3.63 1.14 Moderately 
High 

OVERALL 3.17 0.80 Moderately 
High 

 
*Notes: 1 = Very slightly or Not at all, 2 = A little, 3 = Moderately, 4 = Quite a bit, 5 = Extremely, f = 
Frequency, % = Percent, SD = Standard Deviation 

 
The finding presented in Table 1 shows that positive affect dimension is moderately high among the 
respondents. This moderately high level shows high presence of emotional involvement of most 
items such as the feelings of interested, excited, strong, enthusiastic, alert, determined, attentive and 
active. Among all, the feelings of active received the highest mean score followed by excited, alert and 
strong. This suggests that the respondents were energetic, happy, and vigilant.  However, the feelings 
of proud and inspired were moderately low among the respondents.  
 
On contrary, finding depicts on Table 2 shows that  negative affect dimension is low among the 
respondents. This low level of negative affect implies an absence of emotional feelings of most items 
such as the feelings of upset, guilt, scared, hostile, ashamed, jittery and afraid. The respondents 
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however were moderately distressed, irritable, and nervous. The item with the lowest mean score is 
afraid which implies that the respondents were not scared when shopping at the shopping mall.  

 
Table 2. Negative Affect Dimension 

 
Items 1 

f  
(%) 

2 
f  

(%) 

3 
f  

(%) 

4 
f  

(%) 

5 
f  

(%) 

Mean SD Level 

Distressed 29 
(28.4) 

34 
(33.3) 

19 
(18.6) 

17 
(16.7) 

3 
(2.9) 

2.32 1.14 Moderately 
Low 

Upset 57 
(55.9) 

27 
(26.5) 

5 
(4.9) 

7 
(6.9) 

6 
(5.9) 

1.80 1.18 Low 

Guilt 51 
(50.0) 

25 
(24.5) 

13 
(12.7) 

8 
(7.8) 

5 
(4.9) 

1.93 1.18 Low 

Scared 66 
(64.7) 

20 
(19.6) 

8 
(7.8) 

7 
(6.9) 

1 
(1.0) 

1.60 0.97 Low 

Hostile 76 
(74.5) 

10 
(9.8) 

6 
(5.9) 

6 
(5.9) 

4 
(3.9) 

1.55 1.10 Low 

Irritable 51 
(50.0) 

24 
(23.5) 

9 
(8.8) 

11 
(10.8) 

7 
(6.9) 

2.01 1.29 Moderately 
Low 

Ashamed 51 
(50.0) 

26 
(25.5) 

17 
(16.7) 

7 
(6.9) 

1 
(1.0) 

1.83 1.01 Low 

Nervous 52 
(51.0) 

17 
(16.7) 

17 
(16.7) 

8 
(7.8) 

8 
(7.8) 

2.05 1.31 Moderately 
Low 

Jittery 48 
(47.1) 

31 
(30.4) 

16 
(15.7) 

7 
(6.9) 

0 
(0.0) 

1.82 0.94 Low 

Afraid 65 
(63.7) 

25 
(24.5) 

10 
(9.8) 

1 
(1.0) 

1 
(1.0) 

1.51 0.79 Low 

OVERALL 1.84 0.67 Low 
 
*Notes: 1 = Very slightly or Not at all, 2 = A little, 3 = Moderately, 4 = Quite a bit, 5 = Extremely, f = 
Frequency, % = Percent, SD = Standard Deviation 
  

4.3 Objective 2: To Identify the Level of Impulse Buying 

 
The second objective of this study is to identify the level of impulse buying.  The result in Table 3 
shows that impulse buying behavior is moderately low among the respondents. The item that 
received the lowest score is ‘I buy things without thinking’. This suggests that the respondents were 
critical in making purchase decision.  However, two items were rated moderately high by the 
respondents; ‘I buy things spontaneously’ and ‘I buy things according to how I feel’. This result 
implies some extent of impulse buying behavior.  
 

Table 3. Impulse Buying 
 

Items 1 
f  

2 
f  

3 
f  

4 
f  

5 
f  

Mean SD Level 
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(%) (%) (%) (%) (%) 
I buy things 
spontaneously. 

16 
(15.7) 

11 
(10.8) 

36 
(35.3) 

23 
(22.5) 

16 
(15.7) 

3.12 1.26 Moderately 
High 

‘Just do it’ 
describes the 
way I buy 
things. 

15 
(14.7) 

29 
(28.4) 

22 
(21.6) 

25 
(24.5) 

11 
(10.8) 

2.88 1.25 Moderately 
Low 

I buy things 
without 
thinking. 

35 
(34.3) 

42 
(41.2) 

12 
(11.8) 

9 
(8.8) 

4 
(3.9) 

2.07 1.08 Moderately 
Low 

‘I see it, I buy 
it’ describes 
me. 

24 
(23.5) 

41 
(40.2) 

13 
(12.7) 

17 
(16.7) 

7 
(6.9) 

2.43 1.21 Moderately 
Low 

‘Buy now, 
think about it 
later’ describes 
me. 

27 
(26.5) 

34 
(33.3) 

18 
(17.6) 

17 
(16.7) 

6 
(5.9) 

2.42 1.21 Moderately 
Low 

I buy things on 
the spur-of-
the-moment. 

24 
(23.5) 

31 
(30.4) 

31 
(30.4) 

14 
(13.7) 

2 
(2.0) 

2.40 1.06 Moderately 
Low 

I buy things 
according to 
how I feel. 

6 
(5.9) 

13 
(12.7) 

31 
(30.4) 

36 
(35.5) 

16 
(15.7) 

3.42 1.08 Moderately 
High 

I carefully plan 
most of my 
purchase.  
[Reverse Item] 

23 
(22.5) 

38 
(37.3) 

29 
(28.4) 

10 
(9.8) 

2 
(2.0) 

2.31 0.99 Moderately 
Low 

I am a bit 
reckless about 
what I buy. 

14 
(13.7) 

28 
(27.5) 

29 
(28.4) 

27 
(26.5) 

4 
(3.9) 

2.79 1.10 Moderately 
Low 

OVERALL 2.65 0.70 Moderately 
Low 

 
*Note: 1 = Strongly Disagree, 2 = Disagree, 3 = Somehow Agree, 4 = Agree, 5 = Strongly Agree, f = 
Frequency, % = Percent, SD = Standard Deviation 
 

4.4 Objective 3: To Investigate the Relationship between Affective Components and Impulse 
Buying 

Pearson correlation analysis was used to determine the relationship between the variables. Table 4 
shows the result of the analysis. Overall there is a positive significant relationship between negative 
affect and impulse buying; however, there is insignificant relationship between positive affect and 
impulse buying. This suggests that the latter has not relationship with each other. Instead, impulse 
buying is influenced by negative affect. However, the relationship is weak. In other words, the higher 
the negative feelings, the more likely for them to buy impulsively.  
 

Table 4. Correlation Analysis between Affective Components and Impulse Buying 
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Independent Variable: 
Affective Components 

Dependent Variable: Impulse Buying 
r p 

Positive Affect 0.128 0.201 
Negative Affect 0.261** 0.008 

 
Note: p**<0.01; n=102 
 
 

5. DISCUSSION 

 

5.1 Objective 1: To Identify the Level of Affective Components  

 
The first objective of this study is to identify the level of affective components which consists of 
positive affect and negative affect.  The findings present a moderately high level of positive feelings 
and emotions and a low level of negative feelings and emotions among the youths when visiting the 
shopping mall.  This finding is supported by Ahmed et al. (2007) who indicated that going to shopping 
malls are generally a pleasurable activity, hence generating the positive feelings and emotions among 
the youths. In specific, according to Ahmed et al. (2007), young consumers have more favorable 
shopping orientations towards malls than older consumers. They are attracted to the interior design 
of the mall, they feel that it’s fun to visit the stores in the shopping mall and they regard it as an 
enjoyable experience to be with friends. The result also revealed a low level of negative feelings and 
emotions among the youths. This might be due to the generally pleasurable atmosphere in the 
research setting which is in a shopping mall.  However, according to Yarrow (2013), customers might 
experience a negative feeling or emotion before entering the store; hence, they visit shopping malls 
to improve the mood.  
 

5.2 Objective 2: To Identify the Level of Impulse Buying 

  
The second objective of this study is to identify the level of impulse buying.  The results suggest that 
Malaysian youths demonstrate a low level of impulse buying.  This result is different from previous 
studies which associated youths with impulsive behaviors such asEppinger et al. (2012); Reimers et 
al. (2009); and Samanez-Larkin et al. (2011). This result may be contributed by the fact that majority 
of the respondents were students who received scholarships. This implies that the respondents of 
this study have limited purchasing power thereafter reducing their impulsive buying behavior. 
According to Lake (2009), purchasing power is defined as the customer’s ability to use the money he 
or she has to purchase products in order to achieve his or her needs. Another possible contributing 
factor is the fear to purchase due to the implementation of Goods and Services Tax (GST) on 1 April 
2015 which affected the price of certain goods (Sen, 2014). Moreover, the depreciating value of 
Ringgit Malaysia has caused the imported goods to be more expensive (Kim-Hwa & Schoepp, 2015) 
such as imported text book, personal computer, cosmetic products, clothing and others. These 
economic factors have created a negative perception over the country’s current economic status 
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(Bernama, 2015).  Generally, consumers experience an economic uncertainty, and this uncertainty 
generally makes Malaysian more cautious about their spending.  
 

5.3 Objective 3: To Investigate the Relationship between Affective Components and Impulse 
Buying 

 
The third objective of this study is to determine the relationship between affective components and 
impulse buying among Malaysian youths.  In this study, positive affect shows no significant 
relationship with impulse buying. This result is supported by Grizāne & Deksnis (2011).  However, it 
also contradicts with previous studies, in which, Huang & Hsieh (2011) found a significant 
relationship between positive affect and impulse buying. According to Foroughi et al (2012), the 
greater the frequency of urges to buy impulsively does not mean the higher the possibility of an 
impulse purchase.  
 
This study has also found a significant positive relationship between negative affect and impulse 
buying.  In other words, consumers with negative mood are more likely to do impulse buying. 
However, the strength of the relationship is weak.  This finding is supported by previous researchers 
for instance Huang & Hsieh (2011) and Chavosh et al (2011). This relationship can be explained from 
psychological perspective; in which, humans either consciously or unconsciously use compensation 
as a strategy to cover up their weaknesses, frustration, desires, inadequacy or incompetence in one 
aspect with gratification or excellence in another aspect (Reviews, 2014).  Additionally, Bayley and 
Nancarrow (1998) stated that compensatory impulse refers to a condition whereby people buy 
impulsively to compensate his or her own feeling of self-deficit.  Moreover, impulse buying might 
function as a way to comfort one’s negative feelings or emotions (Verplanken & Herabadi, 2001).  
 
 
6. CONCLUSION 
 
This study has revealed that Malaysian youths’ impulse buying behavior is contributed by their 
negative feelings or emotions rather than by their positive feelings. However, the relationship is weak 
due to low purchasing power, as majority of the respondents were students and do not have other 
income other than their scholarships. Although the relationship is weak, the significant relationship 
signifies the possibility of impulse buying to further increase as a result of negative feelings when 
these youths have earned more money in the future.  
 
The findings from this study thus provides valuable information for youths to exert better control 
over their negative feelings and mood in order to avoid impulse buying. They should avoid going to 
shopping malls when experiencing negative feelings or emotions. Shopping malls on the other hand 
could employ certain marketing strategies in order to influence compensatory impulse buying among 
visitors such as creating an exciting and pleasant environment to improve the visitors’ mood.  
However, more importantly, this study suggests the need for financial management education for 
Malaysian youth to improve their financial literacy and raise awareness about impulse buying and 
the negative consequences of this behavior. 
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