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ABSTRACT 
 
This descriptive-correlational study applies the Theory of Planned Behavior to examine 
the factors influencing impulsive buying behavior in the context of slow-moving appliance 
sales in Initao, Misamis Oriental. Specifically, the study explores the roles of attitude, 
subjective norms, and perceived behavioral control in shaping consumer purchasing 
decisions. Three hundred (300) respondents from Poblacion Initao, Misamis Oriental 
participated in the study. This study concludes that Attitude, Subjective Norms, and 
Perceived Behavioral Control significantly influence impulsive buying behavior for slow-
moving appliances, with Perceived Behavioral Control having the strongest impact. 
Consumers are more likely to make impulsive purchases when they perceive a product 
as necessary, experience social pressures, or feel financially capable of buying 
spontaneously. The findings also indicate that slow-moving appliances, particularly mini-
cloth irons, steamers, amplifiers, Bluetooth devices, and blenders, are frequently bought 
on impulse, especially when influenced by promotions and perceived utility. Moreover, the 
strong correlation between perceived control and impulsive buying highlights the role of 
financial freedom and accessibility in shaping consumer behavior. These results confirm 
that impulsive buying behavior is not limited to fast-moving consumer goods but is also 
influenced by personal attitudes, social norms, and purchasing power. This study 
recommends that consumers cultivate financial discipline by establishing a spending plan 
to mitigate unnecessary purchases. A deeper understanding of the psychological and 
environmental factors influencing their purchasing behavior may empower consumers to 
exercise greater control over their financial decisions, leading to more informed and 
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mindful spending.  Similarly, entrepreneurs may leverage impulsive buying behavior 
through strategic yet ethical marketing approaches that encourage spontaneous 
purchases while upholding consumer trust and satisfaction.   Furthermore, the academe 
may pursue further research into how both consumers and entrepreneurs can derive 
meaningful insights and benefits from the study of impulsive buying behavior. Future 
inquiries may also explore additional psychological and environmental determinants 
shaping impulsive purchases, thereby contributing to a more profound understanding of 
consumer behavior in an evolving marketplace.   
 
Keywords:  Attitude, Consumer Behavior, Impulsive Buying, Perceived Behavioral 
Control, Subjective Norms, Slow-Moving Appliances 
 
 
INTRODUCTION 
 
Impulse buying occurs when a customer makes a sudden, unplanned decision to 
purchase a product, often just moments before completing the transaction. This behavior 
is driven by emotional or psychological triggers that entice the individual to act on a 
spontaneous urge. Typically, the customer does not engage in research or planning and 
ends up buying a product they had no prior intention of purchasing. Emotions, such as 
excitement, curiosity, or even stress, play a critical role in influencing these decisions. 
Retailers often design promotional messages, displays, and advertisements to capitalize 
on this behavior, encouraging quick and impulsive actions. Impulse buying is not limited 
to inexpensive or small items; it can also extend to high-value purchases, further 
highlighting its significant impact (Akbar, et al., 2020). 
 
With the rise of online shopping and targeted marketing, impulsive buying has become 
even more common, facilitated by convenience and immediate gratification. This trend is 
further amplified by personalized advertisements, seamless payment options, and one-
click purchasing, which reduce the time for consumers to reconsider their decisions. 
Impulsive buying is driven not only by emotional triggers but also by sophisticated 
algorithms that predict consumer preferences and suggest products accordingly. This 
behavior reflects the complex interplay between consumer psychology and marketing 
strategies in today’s retail environment (Abdelsalam et al., 2020). Social media platforms 
and influencer marketing also play a pivotal role in encouraging impulse buying by 
showcasing products in relatable and aspirational contexts. Additionally, features such as 
Flash sales, limited-time offers, and free shipping create a sense of urgency, compelling 
consumers to act quickly. The widespread use of smartphones has made impulsive 
buying even more accessible, allowing purchases to be made anytime and anywhere. As 
a result, impulsive buying has become a significant driver of sales in both physical and 
digital marketplaces. Previous research has consistently highlighted the role of emotional 
and psychological factors in driving impulsive buying behavior. 
 
 According to Rodrigues, et al (2021), impulsive buying often arises from an emotional 
need to relieve feelings of tension or boredom, with consumers using purchases as a 
form of self-soothing or emotional fulfillment. Similarly, Iver et al., (2020) emphasized that 
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impulsive buying is closely linked to emotional experiences and feelings of pleasure, with 
consumers making spontaneous decisions to buy based on immediate gratification rather 
than rational thinking. Naeem, (2021) further supported this view, stating that consumers 
are more likely to make impulsive purchases when they are emotionally aroused, such as 
experiencing excitement, joy, or even frustration. Several studies have also examined the 
impact of external stimuli on impulsive buying behavior. Wang, et al., (2022) noted that 
in-store displays, advertising, and point-of-purchase promotions serve as significant cues 
for impulsive buying, urging consumers to make spontaneous decisions without prior 
intention. Lin, et al., (2002) expanded this by showing that impulsive buying is not only 
affected by product-related stimuli but also by environmental factors such as store 
atmosphere and the presence of other shoppers, which can influence the consumer’s 
emotional state and buying decisions.  
 
Despite extensive research on impulsive buying behavior (IBB) in various global contexts, 
there is a significant gap in understanding the factors influencing this phenomenon 
specifically in Initao, Misamis While existing studies provide valuable insights into IBB in 
general, the local influences on impulsive purchasing behaviors in this particular region 
remain unexplored. Initao's distinct characteristics, such as local traditions, economic 
conditions, and consumer habits, may play a crucial role in shaping how residents 
respond to marketing stimuli and make impulsive purchases. This gap highlights the need 
for a focused study to assess how these localized factors impact consumer behavior, 
particularly in relation to slow-moving appliances, an area not widely addressed in existing 
literature.  
 
This study investigates the factors that influence impulsive buying behavior, including 
attitude, subjective norms, and perceived behavioral control. The study also assesses the 
level of impulsive buying behavior among respondents and explores the relationship 
between these influencing factors. By analyzing these elements, the study aims to provide 
insights into the dynamics of impulsive buying behavior, particularly with regard to slow-
moving appliances.  
 
Research Questions  
 
This study aims to assess and determine the factors influencing impulse Buying behavior 
slow moving appliances at Initao, Misamis, Oriental.  
 
Specifically, it aims to answer the following questions:  
 

1. What are the factors influence impulse buying behavior among slow-moving 
appliances in terms of attitude, Subjective Norms, and Perceived Behavioral 
Control? 
2.  What is the respondents' level of impulsive buying behavior toward slow-moving 
appliances, specifically blenders, Bluetooth speakers, amplifiers, steamers, and 
mini-cloth irons? 
3. Is there a significant relationship between the factors influencing impulse buying 

behavior (attitude, subjective norms, and perceived behavioral control) and the 
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respondents' level of impulsive buying behavior toward slow-moving appliances, 

specifically blenders, Bluetooth speakers, amplifiers, steamers, and mini cloth 

irons? 

 
 
METHODOLOGY 
 
This study employed a descriptive-correlational research design to examine the factors 
influencing impulsive buying behavior of slow-moving appliances. The research was 
conducted in Poblacion, Initao, Misamis Oriental, a central hub with diverse 
demographics and purchasing habits.  
 
A purposive sampling method was used, selecting 300 participants based on their 
experience with purchasing slow-moving appliances. This method ensured the inclusion 
of respondents most relevant to the study’s objectives. 
 
Data collection was carried out through structured questionnaires. The first section 
gathered demographic information, while the second adapted and modified validated 
instruments to assess attitude, subjective norms, and perceived behavioral control based 
on the Theory of Planned Behavior. The third, researchers-made questionnaire focused 
on consumer preferences and impulsive buying tendencies related to slow-moving 
appliances. 
 
The collected data were analyzed using Jamovi, an open-source statistical software 
designed for data analysis. Descriptive statistics, including frequency distributions, 
means, and standard deviations, were applied. Correlation analysis was conducted to 
examine relationships between variables. The study adhered to ethical considerations, 
ensuring respondent confidentiality and voluntary participation. Its scope was limited to 
impulsive buying behavior in slow-moving appliances, with findings applicable to similar 
market contexts. 
 
 
RESULTS AND DISCUSSION 
 
 
Table1. Factors influencing impulsive buying behavior among slow-moving 
appliances (n=300) 
 

Constructs M SD Remarks 

Attitude 3.61 1.26 Very High 

Subjective Norms  3.79 1.17 Very High 

Perceived Behavioral Control 3.90 1.45 Very High 

Factors scale:3.26 –4.00 (Very High);2.51 -3.25 (High); 1.76-2.50 (Low);1.0-1.75 
(Very Low) 
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Table 1 presents the factors influencing impulsive buying behavior among slow-moving 
appliances. The findings reveal that all three constructs—Attitude, Subjective Norms, and 
Perceived Behavioral Control—fall under the "Very High" category, indicating their strong 
influence on impulsive purchasing decisions. 
 
Attitude recorded a mean score of 3.61 (SD = 1.26), suggesting that consumers generally 
have a favorable perception of impulsive buying when it comes to slow-moving 
appliances. This implies that they view such purchases as beneficial or justifiable under 
certain circumstances. Research by Amos et al. (2014) supports this finding, stating that 
positive emotions and favorable attitudes toward a product significantly increase the 
likelihood of impulsive buying. Consumers who perceive a product as valuable or 
necessary are more prone to making spontaneous purchasing decisions. 
 
Subjective Norms had a mean score of 3.79 (SD = 1.17), highlighting the significant role 
of social influences in shaping impulsive buying behavior. Consumers may feel 
encouraged or pressured by their social environment, including family, peers, and societal 
expectations, to make unplanned purchases. According to Ajzen (1991), subjective norms 
influence impulsive buying by creating perceived social expectations or approval for 
purchasing behaviors. Additionally, Zhao et al. (2020) emphasize that social media 
amplifies impulsive buying behavior by showcasing peer experiences and promoting 
products in visually appealing and emotionally engaging ways. 
 
Perceived Behavioral Control obtained the highest mean score of 3.90 (SD = 1.45), 
suggesting that consumers believe they have the financial capability and opportunity to 
engage in impulsive buying when they feel inclined to do so. This highlights the 
importance of financial freedom, product accessibility, and external purchasing stimuli in 
driving spontaneous buying behavior. Research by Ajzen (1991) and Chen & Wang 
(2016) confirms that perceived control is a strong predictor of impulsive buying, as 
consumers who perceive fewer barriers to purchasing and have greater financial 
resources are more likely to buy on impulse. 
 
According to Ajzen (1991), perceived behavioral control influences a person’s ability to 
regulate their actions, including purchasing decisions. In the context of impulsive buying, 
individuals with low perceived control are more likely to make unplanned purchases due 
to external influences such as advertisements and promotions. Ajzen’s Theory of Planned 
Behavior explains that when people feel they have less control over their behavior, their 
likelihood of acting impulsively increases. This means that consumers who struggle with 
self-regulation may find it harder to resist impulse buying. Therefore, perceived behavioral 
control plays a significant role in determining whether a person can manage their 
shopping behavior or give in to impulsive urges. 
 
As per Yang et al. (2021), perceived behavioral control plays a significant role in impulsive 
buying behavior (IBB). When consumers feel they have less control over their purchasing 
decisions, they are more likely to make impulsive purchases. Environmental factors, such 
as marketing strategies and product availability, influence how consumers perceive their 
ability to control their spending. Social influences, such as peer recommendations and 
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online reviews, can weaken perceived behavioral control, leading to more unplanned 
purchases. This means that consumers with lower self-regulation are more vulnerable to 
external triggers that encourage impulsive buying. Retailers can take advantage of this 
by using persuasive marketing tactics, such as limited-time offers and personalized 
promotions, to influence consumer decisions. Understanding perceived behavioral 
control helps businesses develop strategies that effectively drive impulse purchases. 
Therefore, perceived behavioral control is a key factor in shaping consumer impulsive 
buying behavior and can be leveraged by businesses to maximize sales. 
 
 
Table 2: Respondents’ level of impulsive-buying behavior of slow-moving 
appliances (n=300) 
 

Slow-moving Appliances M SD Remarks 

Blender 3.68 1.11 Very High 

Bluetooth 3.69 1.12 Very High 

Amplifier 3.71 1.10 Very High 

Steamer 3.87 1.10 Very High 

Mini-cloth Iron 4.03 1.06 Very High 

Impulsive- buying behavior scale: 3.26 –4.00 (Very High); 2.51 -3.25 (High); 1.76 
2.50 (Low);1.0-1.75 (Very Low) 
 
 
Table 2 presents the respondents’ level of impulsive buying behavior concerning slow-
moving appliances. The data indicate that all the listed appliances fall under the "Very 
High" category, suggesting that consumers frequently purchase these items on impulse. 
 
The mini-cloth iron recorded the highest mean score of 4.03 (SD = 1.06), indicating that 
among the slow-moving appliances, it is the most frequently bought on impulse. Its 
affordability, perceived convenience, and utility for everyday use may contribute to its 
strong appeal. The steamer followed closely with a mean score of 3.87 (SD = 1.10), 
suggesting that consumers also find this appliance highly desirable for spontaneous 
purchases. 
 
Blenders (M = 3.68, SD = 1.11), Bluetooth devices (M = 3.69, SD = 1.12), and amplifiers 
(M = 3.71, SD = 1.10) all received "Very High" impulsive buying ratings. These findings 
suggest that despite being categorized as slow-moving appliances, these products are 
still highly susceptible to impulsive buying. Factors such as discounts, in-store product 
placements, peer recommendations, and online promotions may encourage consumers 
to purchase them without prior planning. 
 
The consistently high mean scores across all appliances suggest that impulsive buying 
behavior is not limited to fast-moving consumer goods but can also extend to slow-moving 
appliances, especially when external influences such as promotions and perceived 
necessity play a role. 
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According to Isa, (2024), slow-moving products in the retail industry create problems in 
inventory management, profitability, and supply chain efficiency. The study focuses on 
using data analytics, machine learning, and optimization to solve these issues. Poor 
inventory control causes excess stock and financial losses, so retailers need better 
forecasting methods. The research suggests using real-time monitoring to track inventory 
and prevent overstocking. It also encourages data-driven decisions to improve demand 
forecasting and reduce waste. The study shows that artificial intelligence can help 
manage stock more efficiently. Sustainability is important because too much inventory 
leads to waste and higher costs. E-commerce also plays a role in helping retailers 
manage and sell slow-moving products. 
 
 
Table 3: Relationship between Factors influencing impulsive buying behavior 
among slow-moving appliances and respondents’ level of impulsive-buying 
behavior of slow-moving appliances  
 
 

                        Variables  rs value      Df   p-value   Remarks 

    
   Attitude Blender 0.301 299 <.001 Significant 

Bluetooth 0.261 299 <.001 Significant 

Amplifier 0.309 299 <.001 Significant 
Significant Steamer 0.298 299 <.001 

                     Mini Cloth Iron 0.329 299 <.001 Significant 

Subjective Blender 0.262 299 <.001 Significant 

Norms Bluetooth 0.146 299 0.006 Significant 

Amplifier 0.268 299 <.001 Significant 

Steamer                   0.344 299 <.001 Significant 

 Mini Cloth Iron 0.365 299 <.001 Significant 

Perceived Blender 0.429 299 <.001   
Significant  

Behavioral Bluetooth 0.178 299 <.001 Significant 

Control Amplifier 0.168 299 0.002 Significant 

Steamer 0.215 299 <.001 Significant 
Significant  Mini Cloth Iron  0.219 299 <.001 

Note: **Correlation is significant at the p<0.001 level 

          *Correlation is significant at the p<0.05 level 

 
 

Table 3 presents the relationship between factors influencing impulsive buying behavior 
and the respondents’ level of impulsive buying behavior concerning slow-moving 
appliances. The results indicate that all three factors—Attitude, Subjective Norms, and 
Perceived Behavioral Control—are significantly correlated with impulsive buying behavior 
across all slow-moving appliances, with p-values less than 0.001. This suggests that 
consumer impulsivity when purchasing slow-moving appliances is influenced by their 
personal attitudes, social pressures, and perceived control over their buying decisions. 
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Attitude demonstrated a significant positive correlation with impulsive buying behavior for 
all appliances, with the highest correlation observed for the mini-cloth iron (rs = 0.329, p 
< 0.001), followed by the amplifier (rs = 0.309, p < 0.001) and the blender (rs = 0.301, p 
< 0.001). This suggests that consumers with a favorable attitude toward impulsive buying 
are more likely to make spontaneous purchases of slow-moving appliances. Research by 
Amos et al. (2014) supports this finding, stating that positive emotions associated with a 
product often lead to unplanned purchases. When consumers perceive a product as 
valuable or necessary, they are more inclined to buy it impulsively. 
 
 
Subjective norms also exhibited a significant correlation with impulsive buying behavior, 
particularly for the mini-cloth iron (rs = 0.365, p < 0.001) and steamer (rs = 0.344, p < 
0.001). These findings highlight the role of social influence in shaping purchasing 
behavior, as consumers may feel encouraged by family, friends, or online trends to make 
unplanned purchases. Ajzen (1991) emphasized that subjective norms influence 
purchasing decisions by creating perceived social expectations, which consumers may 
seek to meet. Zhao et al. (2020) further highlighted that social media plays a crucial role 
in amplifying impulsive buying by exposing individuals to peer experiences and targeted 
advertisements, making certain products more appealing and increasing the likelihood of 
spontaneous purchases. 
 
Perceived behavioral control exhibited the strongest correlation with impulsive buying 
behavior, with the highest correlation observed for the blender (rs = 0.429, p < 0.001). 
This suggests that when consumers believe they have the financial capability and 
purchasing freedom, they are more likely to make impulsive purchases. The significant 
correlation across all appliances reinforces findings from Ajzen (1991) and Chen & Wang 
(2016), who identified perceived control as a major predictor of impulsive buying. 
Consumers who experience fewer financial constraints and find products easily 
accessible are more prone to making unplanned purchases. 
 
The findings of this study indicate that attitude, social influence, and perceived control all 
play significant roles in driving impulsive buying behavior. However, perceived behavioral 
control shows the strongest relationship, suggesting that financial capability and 
purchasing ease are key factors in influencing spontaneous purchases. Retailers and 
marketers can leverage these insights by creating marketing strategies that enhance 
consumer attitudes, utilize social influence, and minimize purchasing barriers to 
encourage impulsive buying behavior. 
 
Conclusions 
 
This study concludes that Attitude, Subjective Norms, and Perceived Behavioral Control 
significantly influence impulsive buying behavior for slow-moving appliances, with all 
three factors rated as "Very High." Consumers generally hold favorable perceptions 
toward impulsive purchases, particularly when they view a product as useful or necessary. 
Social influences, including peer recommendations and societal expectations, further 
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encourage unplanned purchases by shaping consumer perceptions. Among these 
factors, Perceived Behavioral Control had the strongest impact, highlighting the 
importance of financial capability and ease of purchase in driving impulsive buying 
decisions.   
 
Furthermore, consumers exhibit a strong tendency toward impulsive purchases of slow-
moving appliances, as evidenced by consistently high impulsivity scores across all 
product categories. The mini-cloth iron recorded the highest impulsivity score, likely due 
to its affordability and perceived necessity, while steamers, blenders, Bluetooth devices, 
and amplifiers also showed significant impulsive buying tendencies. These findings 
suggest that slow-moving appliances can still attract spontaneous purchases when 
influenced by factors such as discounts, promotions, and consumer perceptions of utility. 
This underscores that impulsive buying behavior extends beyond fast-moving consumer 
goods and can be effectively influenced by targeted marketing strategies.   
 
Additionally, a significant relationship exists between Attitude, Subjective Norms, and 
Perceived Behavioral Control and consumers’ impulsive buying behavior for slow-moving 
appliances. Consumers with a favorable attitude toward impulsive buying are more 
inclined to make unplanned purchases, particularly when they associate the product with 
emotional or functional value. Social influences, such as peer recommendations and 
online trends, further shape impulsive buying tendencies by reinforcing perceived social 
approval. Among these factors, Perceived Behavioral Control exhibited the strongest 
correlation, emphasizing that financial freedom and ease of access are critical 
determinants of impulsive purchasing behavior. 
 
Recommendations 
 
This study recommends that consumers develop financial discipline by creating a 
spending plan to minimize unnecessary purchases. Gaining a deeper insight into the 
psychological and environmental factors influencing their buying behavior may enable 
consumers to manage their finances more effectively, leading to more thoughtful and 
informed purchasing decisions.   
 
Similarly, entrepreneurs may take advantage of impulsive buying tendencies by 
employing strategic yet ethical marketing techniques that stimulate spontaneous 
purchases while maintaining consumer trust and satisfaction. Recognizing the impact of 
perceived behavioral control on consumer choices may help businesses enhance their 
marketing strategies, ensuring they align with consumer behavior while promoting 
responsible spending.   
 
Moreover, the academe may explore further research on how both consumers and 
entrepreneurs can gain valuable insights and advantages from studying impulsive buying 
behavior. Future studies may also examine additional psychological and environmental 
influences on impulsive purchases, contributing to a deeper understanding of consumer 
decision-making in a constantly evolving mark 
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