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ABSTRACT

The impulsive buying behavior is studied largely in the consumer behavior domain with the
marketer aspect — how to make the marketing environment more impulsive for the
consumer? but focuses less on consumer overall wellbeing. Consumer with lower self-
consciousness readily react impulsively to situation and then regrets for the self-regulation
failure. Through mindfulness individual becomes aware of the present moment and accept
the feelings and emotions in the present moment without dwelling on the past or future,
thus help in regulating the impulsive behavior. Little research is focused on how the
consumer can change their impulsive behavior through various stages of intentions. This
study seeks to model the change in impulsive buying behavior through various intention
stages and how the mindfulness helps to strength the intentions at various stages.
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INTRODUCTION

Today's irresponsible and unstable consumption behavior has a negative impact on society,
the environment, and individuals. Sermboonsang et al., says that next generation will face
natural resources depletion, a highly pollulted environment, and inequalities socio-
economically (Sermboonsang et al., 2020). People choose to spend more on luxuries than
on basic items necessary to fulfill basic needs, such as healthy food, clean water, etc
(Worldwatch Institute, 2013). This indicates that hedonic values overtake utilitarian values.
Materialistic possession of items creates temporary pleasure or satisfaction, behind which
the long-term effects on the individual, society, and the environment are ignored. (Schultee
2014) contends that platforms with advanced technology can provide consumer satisfaction
and escape. Therefore, consumers are unconsciously trapped under the iceberg of impulses,
habits, addictions, compulsions, and decisional biases (Bahl et al., 2016). (Bahl et al. 2016)
argue that the major determinant of an unhealthy and unsustainable lifestyle is
mindlessness. The transformative consumer research area focuses on determining ways to
empower consumers to make conscious consumption through behavioral change (Mick et
al., 2012). However, not simply informing people about their irrational choices is sufficient
(Bahl et al., 2016).

Impulsive Buying Behavior (IBB) is one of the promising areas of irrational behavior. This
can be defined as an immediate, spontaneous, and unplanned decision to buy compelling
and spontaneously urge-arousing offerings (Rook, 1987; Stern, 1962) regardless of the
long-term consequences of the purchase (Yigit, 2020). In the era of online shopping,
consumers are surrounded by a multitude of temptations. These temptations trigger the urge
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to consume more for better life-balance, resulting in impulse buying. Various online
surveys conducted indicate that 84 - 90 percent of consumers recently purchased on impulse
and two-fifths describe themselves as impulsive buyers (Kossman, 2016; McDermott,
2021). However, impulse buying can elevate negative emotions and depressed moods,
because it is a form of retail therapy (Gardner & Rook, 1988; VVohs & Faber, 2007). With
such encouragement from marketing functions, organizations create opportunity and
incentives, but at the expense of consumers' long-term interests. The IBB may have many
negative consequences, which are evaluated by the consumer after purchase. Challenges
include financial complications (Rook, 1987; Rook & Fisher, 1995; Dittmar & Drury,
2000), strains on personal relationships such as unacceptability of behavior by partners
(McDermott, 2021), as well as feelings of guilt or disappointment (Yi & Baumgartner,
2011; Yi, 2012) after noticing a lack of self-control in the buying process. (Baumeister,
2002; Vohs & Faber, 2007)

Post-purchase regret due to self-control failure is the most common outcome of IBB (Wood,
1998; McDermott, 2021). Self-control involves controlling one's emotions, mental state,
and attention to resist. The more imbalanced these states are, the higher the probability of
impulse buying. Self-control failure is caused by conflicts of goals, missing self-monitoring
tasks, or ego-depletion (lower mental resources) (Baumeister, 2002). In situations of self-
control failure, the individual will show poor attention to and low awareness of the possible
negative consequences of their behavior. Self-regulation may help curb buying when
impulses are aroused; individuals should not surrender all their emotional and mental
resources to marketing triggers.

Therefore, to self-regulate, an individual must make choices with more mindfulness.
Mindfulness is paying conscious attention to the present moment or reality and knowing it
(Brown et al., 2007; Hanh, 2008). Mindfulness can be defined as a natural ability within
individuals, but at varying levels (Kabat-Zinn, 2003; Brown & Ryan, 2004). Mindfulness
involves being aware of the present moment and accepting the feelings and emotions in the
present moment without dwelling on the past or future.

Various studies postulate an inverse correlation between impulse buying behavior and
mindfulness. The lower the consciousness, the higher the likelihood of impulse buying
(Brown & Ryan, 2003; Giluk, 2009; Armstrong, 2011; Peter et al., 2011; Papies etal., 2012;
Park & Dhandra, 2017). The higher the awareness and attention level, the lower the
engagement possibility (Dandra, 2020; Sermboonsang, 2020). Impulsivity and mindfulness
both focus on the present moment. Mindful individuals view temptation without judging
(positive or negative) and exercise the ability to let emotions settle, whereas, with
impulsivity, one is compelled to buy an item unconsciously and act upon it automatically
(Dandra, 2020). Previous research suggests that mindfulness provides individuals with
awareness of eating habits based on external cues (Maheswari, 2020). Mindfulness has
helped students regulate their harmful texting behavior while walking on the road (Panek
et al., 2015). When consumers are aware of an impulse or urge, mindfulness can help
regulate their purchasing behavior.

Even if the post-impulsive purchase experience is regretted, individuals reengage in
impulsive buying, because the focus is on the purchase experience i.e. pleasure and pleasant
emotions (Cornish, 2020). But this cycle can be broken by shifting the focus from
purchasing to the consumption experience of the item. This can be accomplished through
deliberate analysis of products based on utility, financial impact, and psychological effect
(Cornish, 2020) during temptation. However, such a change in behavior requires
deliberation and attention to emotions during impulse conditions. It also requires boosted
self-control to withstand temptation, and strong self-regulation. In addition, all of these are
affected by cognitive and affective factors such as personal and social norms, attitudes,
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intentions, and perceptions of behavioral control. These factors contribute to changing
impulse buying behavior. The Stage Model of Self-Regulated Behavior Change (SSBC)
developed by Bamberg S, (2013) considers all these factors towards changing harmful
behavior. SSBC integrates constructs from the model of action phase (MAP) (Heckhausen
& Gollwitzer, 1987; Gollwitzer, 1990), Norm-activation model (NAM) (Schwartz, 1977)
and theory of planned behavior (TPB) (Ajzen, 1991).

Using a self-regulation model, this study reviews the influence of mindfulness on
reinforcing rationality in purchases made by consumers during impulse situations.
Furthermore, this study also reviews how mindfulness influences buying behavior
throughout the family life cycle.

REVIEW OF LITERATURE

Impulsive Buying Behavior (IBB)

While impulsivity has been widely discussed, the focus is on how companies can profit
from such behavior. Product, price, promotion, and place/distribution are the 4P's of
marketing that create temptations among consumers to consume more products (Akram et
al.,, 2017). In addition to this the online shopping environment has added instant
gratification of ownership due to convincing ordering, high proximity to products and rich
information. In addition, there is a lower perceived risk which leads to impulse purchases
on the internet (Akram et al., 2017). As compared to traditional (offline) shopping, online
shopping comes with the benefits of overcoming the constraints of limited operating hours,
travelling and location issues, place and time availability, social pressure from shop staffs,
etc (Eroglu, 2001). Online shopping reports 40 percent of consumers report unplanned and
sudden purchases of items without prior purchase or need analysis (Verhagen & Dolen,
2011). So impulsive buying is universally present and epidemic with communication and
technology (Yigit, 2020). The majority of research focuses on how companies can design
their websites, promotion strategies, information content, and reward programs to appeal
effectively to impulse shoppers. This is to maximize impulse purchases (de Kervenoael et
al., 2009; Park et al., 2012; Verhagen & Dolen, 2011; Wells et al., 2011). Impulsive buying
is affected by a variety of factors. The researchers looked at these triggers from three
perspectives: individual traits, resources and motives, and marketing stimulation (lyer et
al., 2020).

Individual trait approach

The individual trait approach argues that some traits such as sensation seeking, impulse
behavior tendency, and maintaining self-identity lead to impulsive buying (Verplanken &
Herabadi, 2001). Individuals not displaying these traits are less likely to display sudden
buying behavior (Rook & Hoch, 1985).

Resource and Motivation Approach

It is not only traits that account for individuals' impulsive buying behaviors, but also the
basic motives for consumption and resources. Motives can be hedonistic and utilitarian,
while resources such as time, money, physical performance, age, and gender can also affect
individuals' behavior (Baumeister, 2002). Higher hedonic motives lead to impulse buying
for pleasure and enjoyment (Giiltekin & Ozer, 2012). Hedonic motives like novelty
seeking, praise from others, fun, escapism from negative feelings are positively related to
impulsive buying behavior (Dey & Srivastava, 2017). Resources available to consumers
such as money, time, and psychics facilitate positive emotions, encourage browsing and
simulate impulse buying by mediating the effect (Luo, 2005; Dey & Srivastava, 2017,
Atulkar & Kesari, 2018). As per demographics, young consumers are more spontaneous
buyers whereas older consumers can regulate their emotions and exert self-control towards
impulsivity (Kacen & Lee, 2002). With respect to gender, males and females are likely to
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purchase different product categories and consider varying factors during impulse buying
(Dittmar et al. 1995). Female consumers are also more impulsive than male consumers
(Prakash et al., 2017).

Marketing Stimuli Approach

The market stimuli approach suggests that the appropriate store environment or website
design and interaction with consumers should be developed to stimulate psychological
motivation to purchase (Berry et al., 2002; Chamorro-Premuzic, 2015; Foxall & Greenley,
1999). External marketing stimuli that arouse impulses include price discount, product
display, store atmosphere, and information availability (Mohan, Sivakumaran & Sharma,
2013). In online impulse buying, other factors such as perceived ease of use, perceived
usefulness of the website, low perceived financial risk, and high perceived trust in the
retailer also affect impulse buying (Akaram, 2017; Habib & Qayyum, 2018). The service
is often bundled with additional benefits, like free gifts or discounted prices, leading to
impulsive purchases (Youn & Faber, 2000; Kim & Dawson, 2010).

As mentioned earlier, impulsive buying behavior is associated with post-purchase regret
regarding lack of self-control during the purchase process (McDermott, 2021), and many
consumers report that they struggle to overcome their impulsive buying (Wood, M, 1998).
During impulse buying the individual is focused on the present moment which gives
pleasant emotions and immediate gratification. He is unaware of the negative consequences
prior to purchasing (Maheshwari, 2020). Consumers fall into the trap of instant gratification
due to efficient marketing stimuli (Mischel et al., 1972) and become consumed with the
purchasing experience. A consumer with an impulse to buy a particular item feels deprived
or perceives loss when the item is not acquired (Hoch & Loewenstein, 1991). The affective
pattern is so strong that future product consumption experience or utility of the item is not
deliberately analyzed. Lack of self-control plays a major role in impulsive buying behavior
(Baumeister, 2002). One cannot control the urge to buy. An individual who fails to maintain
self-control exhibits low attention and awareness of the possible negative consequences of
their unconscious buying behavior. Impulsive buyers reported that their purchases had less
utility, burdened their financial status, and regretted their lack of self-control (Cornish,
2020). Self-control failure is primarily caused by conflict between goals during impulse
experiences and forgetting about monitoring. In order to change impulse behavior, a strong
personal goal must be formed.

As such, self-regulation is vital to curb impulse buying. Self-regulation involves
individuals' ability to bring their emotions, thoughts, and behaviors in line with set
standards by regulating feelings, thoughts, and emotions. With strong emotional and mental
resources individuals can resist potential temptations (Vohs & Baumeister, 2004,
Verplanken & Sato, 2011; Gross, 2013).

Respondents reported a variety of strategies to cope with impulse shopping. These
strategies include defining strong personal goals regarding spending (Gollwitzer &
Sheeran, 2006), reflecting on the costs and benefits of an urged purchase (Hoch &
Loewenstein, 1991), and delaying (delaying gratification) purchases (Mead & Patrick,
2016). The most unsuccessful strategies include avoiding marketing stimuli and relying
solely on willpower to resist temptations.

Most research studies focus on the relationship between various psychological and social
factors and impulse buying behavior. Only a few studies have examined consumer well-
being as a way to curb impulse buying (Moser et al., 2019). Also transformative consumer
research lacks a process-based approach to self-managing impulsive behavior. In this study,
we plan to use the Stage model of self-regulated behavior change (SSBC) model by
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(Bamberg 2013) to learn how to curb impulsive buying behaviors or change IBB to rational
buying.

Stage Model of Self-Regulated Behavior Change (SSBC)

SSBC consists of four stages — Pre-decision, Pre-action, Action and Post-action stages in
series. Stable behavior is formed by participating in specific tasks for each stage
membership as well as expressing three transition intentions (goal, behavior, and
implementation) to successfully transition between the stages (Bamberg, 2013; Richter &
Hunecke, 2020). SSBC (Fig. 1) integrates constructs from the model of action phase (MAP)
(Heckhausen & Gollwitzer, 1987; Gollwitzer, 1990) focusing on goal-directed linear
progression of behavioral change, Norm-Activation Model (NAM) (Schwartz, 1977)
focusing on the personal norm to be the strongest predictor of behavior, and Theory of
Planned Behavior (TPB) (Ajzen, 1991) considers intention which is influenced by
situational norms, attitude, and perceived behavior control, as a major predictor of
behavior.
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Fig. 1. A stage model of self-regulated behavioral change (Adapted from: Bamberg, S,
2013).

Changing environmentally harmful behaviors: A stage model of self-regulated behavioral
change. Journal of Environmental Psychology 34: 151-159)

Pre-decision Stage — NAM constructs

In the pre-decision stage, the individual is unaware of the problem associated with the
irrational/narmful/unhealthy behavior and has no interest in changing it (Richter &
Hunecke, 2020). Current behavior is performed habitually and without conscious thought
(Richter & Hunecke, 2020). Individuals progress to the next pre-action stage, when the goal
intention is strongly supported by personal norms based on moral responsibility to change
unhealthy behavior (Heckhausen & Gollwitzer, 1987; Klockner, 2017). At this stage NAM
constructs are used to make an individual aware of the negative consequences for self,
others and the environment after performing current behavior. Having an awareness of
negative consequences leads to a sense of responsibility for causing harm. Assigning
responsibility (AR) results in unpleasant feelings about behavior, which motivate change
for the benefit of the individual, others, and the environment, thus affecting the personal
norm of behavior change in the individual (Bamberg, 2013). Personal norms are the feeling
of obligation to act according to moral values (Bamberg, 2013; Olsson, et al., 2018). An
individual also desires to change their behavior in accordance with an influential reference
group. Through social norms and reactions to consequences, negative emotions are
heightened, which creates a binding commitment to modify current behavior (Bamberg,
2013). A perception of change in behaviour and a personal norm will activate positive
emotions in us. This will encourage us to develop a goal-oriented attitude towards
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modifying our behavior. Commitment to goal intention depends on the perceived feasibility
of goals; if one neglects the consequences either by avoiding them or by forgetting them,
goal feasibility is weak (Bamberg, 2013) and one continues as before.

Impulse buyers learn the adverse consequences of impulsive buying. This includes
financial difficulties, strain on personal relationships like unacceptability of behavior from
partners, feelings of guilt or disappointment and low self-worth (Moser, et al., 2019).
Individuals who realize that they did not exercise self-control during the buying process
take responsibility for reducing the negative impact of impulse buying (Vohs & Faber,
2007; Baumeister, 2002). This results in negative feelings and a sense of personal norm to
change impulsive buying behavior to more rational behavior. This is to change from the
purchasing experience to the consumption experience. Individuals aim to reduce impulsive
buying behavior (Weibel, et al., 2019).

Pre-action Stage — TBP constructs

As the individual progresses to the Pre-action stage, they are ready to determine the
alternative behavior necessary to achieve their goals. When a person adopts a strong attitude
and believes that he or she is in control of alternative behavior, a behavior intention is
formed. This relates to a commitment to changing behavior (Richter & Hunecke, 2020;
Nachreiner et al., 2015). At this stage, the socio-cognitive approach to planned behavior is
applied to predict behavioral intentions. Instead of situational norms, personal norms
influenced by social norms or social disapproval, in combination with attitude and
perceived behavioral control, are considered direct predictors of behavioral intentions
(Bamberg, 2013). At this point, the individual evaluates the alternatives and formulates a
perception of altered behavior as a manifestation of the goals achieved. Then the individual
evaluates the perceived difficulty of performing the changed behavior, which is known as
perceived behavior control (PBC). Behavior intention is formed by selecting the option
with the most positive favorable attitude and the lowest difficulty balance (Kldckner, 2017).
In case of impulsive buying behavior, the alternative behavior would be ‘whenever the
impulse is experienced | will postpone the purchase decision’ or ‘whenever the impulse is
experienced | will reflect deliberately on the purchasing activity.’

Action Stage

Through determining the behavioral intention (BI), the individual proceeds to the next
action phase of SSBC to form the implementation intention (11). When implementing an
intention, the individual plans when, where, and how to perform the changed behavior,
which is called action planning. There can be hurdles to establishing a long-term habit over
time, so an individual must imagine similar situations and prepare a plan for coping with
the hindrances which is called coping planning (Schwarzer, 2008). Implementation
intentions become stronger with confidence and the ability to stick to new behaviors despite
perceived barriers, which is known as maintenance of self-efficacy (Schwarzer, 2008). For
the postponement strategy, if the individual feels an overwhelming urge, the focus could
be directed at something else. This could be meditation, listening to music, or stepping
outside for a walk to cool down the urge. Using a reflection strategy, your deliberations can
become more detailed. This includes recording the cost details, item utility, and the
partner's or known individual's acceptance of the behavior.

Post-action Stage

With strong implementation intention, the updated behavior is implemented in the next
post-action stage. Here, the main task for the individual is to avoid regressing to old
impulsive buying habits and maintain the new behavior of postponement or reflection. To
maintain the new behavior, recovering self-efficacy, or the ability to recover from
regression to former habits, is crucial (Nachreiner et al., 2015). Reflecting on the feedback
from changed behavior on the path to recovery can improve self-efficacy. The conversion
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of these healthy behaviors into habits is enabled by higher recovery readiness, attitude, and
perceived behavior control (Weibel et al., 2019).

The SSBC has been successfully applied to reducing car usage (Olsson et al., 2018),
reduction in meat consumption (Weibel et al., 2019), reduction in beef consumption
(Klockner, 2017), organic food consumption (Richter & Hunecke, 2020), reducing
electricity consumption (Nachreiner et al., 2015), and using reusable coffee cups (Keller et
al., 2019).

Mindfulness

Mindfulness, as a concept was originally explored in Buddhism. In Pali (the language of
ancient India), mindfulness is known as ‘sati’, which means 'remembering’ or ‘the presence
of the mind' (Brown et al., 2007). Mindfulness means being present in the present moment
and aware of it as it unfolds (Brown et al., 2007; Hanh, 2008). Mindfulness can be described
as a dispositional trait present in varying degrees (Kabat-Zinn, 2003; Brown & Ryan, 200).
Mindfulness can be considered a disposition in individuals. Researchers have adopted two
approaches to mindfulness: (1) Western socio-cognitive based approaches (Langer, 1989;
Langer, 1997) and (2) Eastern Buddhist meditation based approaches (Kabat-Zinn, 1990;
Kabat-Zinn, 1994).

Western Socio Cognitive-Bases Approach

Persistent behaviour for a considerable duration shapes individual habits, which they carry
out with limited consciousness or awareness, until forced to behave consciously (Langer et
al., 1978). Habitual behaviour without conscious attention among individuals with
increased mindlessness prompts external influences like priming and cognitive biases
(Langer, 1989). ‘Mindless states are characterized by overreliance on past categories and
distinctions. The individual is context-dependent and therefore oblivious to novel (or
simply alternative) aspects of the situation in this state.” (Langer, 1997). Among
individuals, mindlessness seems to be the default cognitive function. Individuals make
decisions based on categories and differences from the past, avoiding alternatives or
novelty. In reality the individual is blind to reality. Mindlessness may relieve costly
cognitive functions. However, being in an automatic habit even when conscious awareness
is necessary can have adverse or unhealthy effects on cognitive performance and well-being
(Langer, 1989; Langer, 2005).

On the contrary, a mindful person is always attentive and creative towards creating novel
categories of information for a given context or situation. Moreover, a mindful individual
has more options to respond to as he or she knows multiple perspectives. A state of
mindfulness is when an individual is aware of the context and content of information that
is being presented to them (Langer, 1992). The socio-cognitive approach to mindfulness as
explained by Langer (1992) identifies ‘engagement’, ‘novelty-seeking’, ‘novelty-
producing’ and ‘flexibility’ as major features of socio-cognitive mindfulness.

Higher levels of mindfulness can be attained by conducting instructional interventions
including creative mental tasks and activities. These interventions will lead to interruptions
in mindless cognitive automaticity and enhancements in dispositional and trait mindfulness
(Langer, 1989; Djikic et al., 2008). Mindfulness levels differ among individuals (Ostafin,
2015) and can be placed at the edge of personality and cognitive ability (Sternberg, 2000).
Mindfulness empowers individuals to deal with uncertain situations differently,
sustainably, and sustainably in dynamic environments by avoiding norms (Langer, 2002).
Social norms which are readily defined force us to avoid or reduce uncertainty. However,
the external environment is dynamic and not always stable. Furthermore, willingness for
novelty and novelty produces alternative perspectives for creativity, out-of-the-box
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thinking about current events, convergent thinking, and cognitive elasticity (Langer &
Piper, 1987).

Eastern Meditation-Based Approach to Mindfulness

This second approach to meditative mindfulness is deeply rooted in the Theravada Buddhist
tradition. Nyanaponika Thera (1972) was first to introduce mindful mediation. He defined
it as ‘being aware of what actually occurs to us and in us at successive moments of
perception with clarity and single-minded focus’. As we discussed earlier, mindfulness is
derived from the word ‘sati’, which in Pali language means 'to remember" or, in terms of
consciousness, it simply means being mindful (Bodhi, 2000; Nyanaponika, 1973). Zen
Master Thich Nhat Hanh describes it as 'keeping consciousness alive in the present reality’
(Hanh, 2008).

This approach was first examined for use in addressing mental health issues by Jon Kabat-
Zinn (1982) in the Mindfulness-Based Stress Reduction (MBSR) study. He defines
mindfulness as the ‘art of living'. He suggests that mindfulness ‘is the process by which we
deepen our attention and awareness, refining them and putting them to effective practical
use in our lives’ (Kabat-Zinn, 1994). Kabat-Zinn (1994) explains how mindfulness is
categorized through seven traits: non-judgmental (viewing all events the same), patience
(letting things happen), beginner's mind (seeing things as they are), trust (taking
responsibility), non-striving (non-doing), acceptance (accepting as it is) and letting be (nhon-
attached to feelings). Besides the above mentioned cognitive qualities required for
mindfulness, the affective qualities (attitudes) of ‘gratitude’, ‘generosity’ and ‘empathy and
compassion’ also play a prominent role in shaping mindfulness in an individual (Shapiro
& Schwartz, 2000). Mindfulness also ‘a compassionate and affectionate atmosphere among
the attendees, as well as a sense of open-heartedness and friendliness’ (Kabat-Zinn, 2003).

Comparing approaches

Most of the core principles of both approaches are similar. Both approaches aim at
cognitive development and individual wellness (Langer, 2002; Kabat-Zinn, 2003).
However, meditation-based mindfulness applies a deeper and broader approach by
considering attention and awareness of both external and internal stimuli, whereas Langer’s
approach focuses on external stimuli (Hart et al., 2013). Another major difference is that
Langer’s mindfulness approach values affective aspects at a minimum level. This includes
generosity, empathy, gratitude, and compassion which are considered significant in the
mediation-based approach along with cognitive development (Shapiro & Schwartz, 2000;
Kabat-Zinn, 2003).

Beyond the differences, the following discussion illustrates the numerous similarities or
correlations between the two approaches. In Langer's approach, ‘attention to awareness' or
‘engagement’ are similar to 'beginners mind' and 'being in the present moment' from
meditation-based mindfulness. Two features relate to overcoming 'premature cognitive
commitment,' in which people fail to critically evaluate information, resulting in
mindlessness (Khoury et al., 2017). Another aspect of Langer’s mindfulness approach is
novelty seeking which is similar to openness to novel aspects of curiosity. Meditation
scores high on curiosity, according to a study (Lau et al., 2006). In meditation-based
mindfulness, the ‘beginner’s mind’ is further elaborated as the act of experiencing each
moment uniquely through various opportunities (Kabat-Zinn, 2003). Thus, certain aspects
of meditation-based mindfulness are highly correlated with Langer's novelty-seeking
approach.

Langer's approach includes considering situations from multiple perspectives (Langer,
1989; Langer, 2005). As a result of constant feedback from their environment, an individual
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adopts or changes their behavior as a result. By observing events in an unbiased manner or
detaching from preconceived interpretations or judgments, meditative mindfulness
cultivates multiple perspectives through a non-judgmental attitude (Kabat-Zinn, 2003;
Khoury et al., 2017).

Measuring mindfulness

Studies show mindfulness can be enhanced through meditation and cognitive interventions.
Both schools of thought view mindfulness as an inherent quality, but as a dispositional trait
(Brown & Ryan, 2003; Brown & Ryan, 2004; Kabat-Zinn, 2003; Khoury et al., 2017).
These differences in mindfulness levels correlate with differences in individuals' well-being
and mental health (Brown & Ryan, 2004; Baer et al., 2006; Ostafin & Kassman, 2012).
Thus considering mindfulness as a dispositional trait, it can be measured through self-report
scales. In order to measure mindfulness, five major instruments have been developed:
MAAS, FFMQ, FMI, KIMS, TMS, and CMS (Pirson et al., 2018). The most applicable
scale is the Five Facets Mindfulness Questionnaire (FFMS) (Baer et al., 2008), which was
developed by integrating constructs from each of the remaining instruments (Pirson et al.,
2018).

The FFMQ measures mindfulness through five major components (1) observing (2) non-
reactivity (3) acting with awareness (4) non-judging (5) describing (Baer RA, et al, 2006,
Baer RA, et al, 2008). Mindfulness can be viewed through two major components - the
focus of attention component and the quality of attention component (Bishop, 2004). The
focus of attention component consists of the ability to self-regulate attention through
observing, knowing, and describing internal experiences moment-to-moment at an
emotional and mental level. The quality of attention component describes an individual's
ability to maintain equanimity by non-judging and non-reacting to experiences. Observing
is simply knowing internal thoughts and feelings as well as external stimuli (Richter &
Hunecke, 2020). Acting with awareness refers to the ability to pay complete attention to
events or actions happening in the present moment (Chien et al., 2020; Karl & Fischer,
2020). Describing involves explaining or elaborating on the present moment's experiences,
thoughts, or feelings (Chien et al., 2020). Non-judgment refers to refraining from
evaluating the attentive inner experience as pleasant or not pleasant and accepting it as such
(Owen et al., 2018). The non-reactivity component is the ability to let go of personal
thoughts, feelings, and experiences, without elaborating on them (Karl & Fischer, 2020).
By adopting mindfulness, a person can break the stimulus-response-reward cycle by
becoming attentively aware of external stimuli and inner experiences, accepting and
evaluating their meaning, and letting them flow without reacting to them (Owen et al.,
2018).

CONCEPTUAL FRAMEWORK

Impulse Buying and the Stage Model of Change Behavior

Impulse buying refers to the unplanned purchase of an item based on an emotional
response. It has become part of consumers' daily lives. Around 61 percent of shoppers make
unplanned purchases without considering the item's consumption experience
(Sermboonsang et al., 2020). If impulse buying persists, the consumer may fall into the trap
of more problematic and harmful compulsive buying behavior. The individual indulges in
impulsive buying due to lack of self-control and self-regulation (Dholakia, 2006; Vohs &
Faber, 2007; Baumeister, 2002; Siltan et al., 2012; Maheshwari, 2020).

Self-regulation often fails due to conflict between goals, long-term personal goals versus
immediate goals during impulse experiences. To self-regulate, strong goal intention and
behavioral intention are required, as described by the Stage model of self-regulated
behavior change. To form a habit of healthy behaviors, SSBC models behavior change as
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a transient process involving three intentions - goal, behavior, and implementation
(Bamberg, 2013). The Stage model provides steps and skills to enhance conscious
awareness of unhealthy behavior consequences and provides an alternative perspective
through critical self-reflection (Moore, 2005). Conscious awareness of impulse buying
experiences and critical self-reflection about how to cope with impulses lead to a change
in behavior with a positive attitude (Sermboonsang et al., 2020). Application of stage
behavior to changing impulsive buying behavior to rational buying behavior is not well
studied. The SSBC has been successfully applied to explain pro-environment behavior and
behavior change from harmful towards pro-environmental behavior such as reduced car
use, reduced meat consumption etc (Bamberg, 2013; Kl6ckner, 2017).

Impulse buying and mindfulness

Impulse buying involves focusing on the immediate gratification of acquiring a product
without deliberate planning and consideration. It is characterized by irresistible and rapid
responses to arousing stimuli. Irresponsible buying is characterized by guilt following the
purchase of the purchased product (Rook, 1987; Rook & Gardner, 1988; Piron, 1991; Park
& Dhandra, TK, 2017; Cornish, 2020). A mindful individual can be described as someone
who can self-regulate attention to create awareness of present-moment experiences without
judging them, and by not reacting to them, allows them to fade away. Mindful individuals
accept the present state openly. This non-judgmental attitude leads to perspective change
by engaging in more rational and healthy decision making while maintaining a non-reactive
attitude towards thoughts, habits, or unhealthy patterns (Richter & Hunecke, 2020; Ward,
2014; Brown & Ryan, 2003).

Based on focus, impulsivity and mindfulness are related. This is because the individual's
attention is focused on the present moment but the quality of that attention towards
thoughts, feelings, and emotions differs (Yigit, 2020). Impulsivity consists of judgmental
and reactionary decision-making towards the urge to buy. There is a negative relationship
between dispositional mindfulness and impulsive buying behavior, according to recent
studies (Armstrong, 2011; Brown & Ryan, 2003; Giluk, 2009; Peters et al., 2011; Papies et
al., 2012; Park & Dhandra, 2017). Higher levels of awareness and attention lead to lower
impulsive buying behaviors (Sermboonsang et al., 2020; Dhandra, 2020). By shifting the
focus from the purchasing experience of the present moment to the consumption experience
of the product, in terms of financial binding, usefulness, and life of the product, a mindful
individual considers the consequences of their acts and self-regulates (Cornish, 2020).
Recent studies have shown that mindfulness is not a direct predictor of impulsive buying
behavior. Studies show the relationship is mediated by self-regulation, emotional
characteristics (Park & Dhandra, 2017), self-esteem (Dhandra, 2020), and the pro-
environment perspective (Richter & Hunecke, 2020).

Mindfulness is a limited predictor of socio-psychological factors that impact impulsive
buying behavior change. Thus, this study suggests integrating the dispositional mindfulness
trait (five facets) with factors of the stage model of changing behavior to determine the
impact of factors on willingness to change impulsive buying behavior to more rational
behavior.

Mindfulness, Impulse Buying and SSBC

The conceptual framework extends the SSBC by assuming that mindfulness facets
(observation, acting with awareness, describing, non-judging, and non-reactivity) are
predictors of stage-specific variables (personal norm, social norm, attitude, perceived
behavioral control, and self-efficacy for regulating impulsive buying behavior toward
rational buying behavior).
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Observation is the most crucial phase and the first phase of mindfulness. It initiates the
reflective process of developing intentions and behavior depending on the situation (Richter
& Hunecke, 2020). Being the basic facet of mindfulness, observation can have a significant
relationship with stage-specific variables, intentions and rational buying behavior. The
acting with awareness component of mindfulness explains the act of engaging the self in
current activities or events with complete attention. A person who indulges in impulsive
buying is less attentive to impulses and emotions. This results in an urge to purchase a
product without much consideration and regret afterwards. Acting with awareness plays an
instrumental role in self-regulating during temptations by heightening awareness of
impulses and emotions instead of reacting automatically (Richter & Hunecke, 2020).
Taking action with awareness can be positively associated with awareness of consequences
and perceived behavioral control, and coping self-efficacy variables of the stage model,
which indirectly relate positively to changing impulsive behavior.

Mindfulness is the ability to express feelings and emotions attentively and observe them in
short words or phrases. Previous studies have shown a low association between description
and emotion regulation (Luberto et al., 2014). Defining one's emotions and feelings in the
present moment can help analyze life goals and decisions. Thus, describing can be
positively related to pre-decision and pre-action stage variables and intentions. Also,
describing might be related to coping with present moment experiences and achieving
personal goals.

Mindfulness describes non-judgment as the quality of paying attention to inner experiences
without evaluating it. Impulsive buying is characterized by feelings of enjoyment and
pleasure that occur when an individual experiences an impulse for immediate gratification
(Habib & Qayyum, 2018). This makes it difficult for consumers to resist buying, making
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impulse buying the only option. Mindful individuals observe inner thoughts and external
stimuli with openness and flexibility, without judging or evaluating them. The result is a
change in perception and an individual can shift their attention from purchasing to
consumption. There is a low or no association between non-judging aspects and stage-
specific variables in previous studies (Richter & Hunecke, 2020). Here, the non-judging
facet is associated with attitude, perceived behavioral control, and coping self-efficacy, as
well as maintenance self-efficacy, which are predictors of behavioral and implementation
intentions toward impulsive buying behavior change (rational buying behavior).

Mindfulness views emotions, thoughts and events as transitory that shift, rise and fade with
time. Non-reactivity is a feature of mindfulness that refers to the ability to allow the flow
of inner emotions, thoughts, and feelings without reacting or responding to them. Non-
reactivity can help break the stimulus-response-reward cycle by not responding to stimulus
and viewing immediate reward as contradictory to personal goals. Research has shown that
higher non-reactivity to impulses can curb impulsive buying behavior (Dholakia et al.,
2006; Park & Dhandra, 2017). Non-reactivity helps you control your impulses and self-
regulate the healthy or rational behavior (Richter & Hunecke, 2020). Thus non-reactivity
can be strongly associated with perceived behavior control, coping self-efficacy, and
maintenance of self-efficacy which are predictors of behavioral and implementation
intentions towards change in Impulsive Buying Behavior (Rational Buying Behavior).

This study will examine the impact of mindfulness dimensions on impulsive buying
behavior using the stage model. It will also use cognitive constructs associated with specific
stages in the stage model. Since the focus is solely on changing impulsive buying behavior
to rational buying behavior, action stage planning abilities are not considered.

Family Life Cycle Stages

Research regarding the influence of Family Life Cycle stages on consumers' impulsive
buying behavior is limited. Younger generations are most vulnerable to impulsive behavior,
so studies are conducted to determine whether mindfulness affects their buying behavior.
Demographics show young consumers tend to be impulse buyers, while older consumers
are better at regulating their emotions and exercising self-control (Kacen & Lee, 2002). As
the individual transits through the stages of the family life cycle, situational and behavioral
changes are more prominent irrespective of age (Amirthal et al., 2018, 2020). FLC model
is a multi-dimensional construct consisting of various demographic factors such as age,
marital status, children in the family and their ages, income and employment status of
members with respect to family transition time (Jain, 1975). Also, the FLC model is
dynamic. It considers changes in family needs, resource allocations (time, money,
information, and space) over stages of FLC (Hornik, 2021). All these parameters lead to
changes in family consumption behavior over time. Early in a family's life, such as a single
adult or newlywed couple, they spend hedonistically, while families with children consume
utilitarianly (Brown & Venkatesh, 2005). Consumers behave more rationally as further
FLC stages are attained. Consumer behavior can be assumed to be variable with respect to
FLC stages and mindfulness traits. For the study the FLC models of Murphy and Staples'
(1979) and Wells and Gubar's (1966) are devised and modified to include both traditional
and non-traditional forms of FLC. FLC categories include bachelor, newly married,
married with children less than 6 years, married with children more than 6 years and
dependent, married with children but independent, and widow/widower.

RESEARCH CONCERNS
Emerging Research Questions

Based on the literature review and conceptual understanding above the following research
guestions emerge:
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1. Are there any strategies consumers can use to limit impulsive purchases? How does

impulsive buying affect consumers' purchase process?

Does consumer family life cycle affect their buying behavior?

3. Isthere any difference in the impulsive buying behavior of consumers practicing or not
practicing mindfulness?

4. How practicing mindfulness confirms rational buying behavior during various FLC
stages with respect to dimensions of mindfulness (observing, acting with awareness,
describing, non-judgmental, and non-reactivity) and intentions (goal, behavioural, and
implementation) towards changing impulsive buying behavior.

N

Research Objectives

The research objectives of the proposed research arrived at on the basis of the above

mentioned research questions include:

1. Understanding how impulsive buying behavior influences consumers' purchasing
decisions and discovering strategies consumers use to limit their impulsive buying
behaviour.

2. How do Family Life-Cycle (FLC) Stages impact their IBB?

3. Is there a difference in the impulsive buying behavior of consumers practicing or not
practicing mindfulness?

4. ldentify whether practicing mindfulness correlates with rational buying behavior
during various FLC stages, according to dimensions of mindfulness (observing, acting
with awareness, describing, and non-reactivity) and intentions (goal, behavioural, and
implementation) towards changing impulsive buying behavior.

Accordingly, the proposed study examines the role of socio-cognitive mindfulness in
transitioning from impulsive to rational buying behavior while applying a process-based
approach to the Self-Regulated Behavior Stage Model.

Conclusion

The systematic review underscores the significant potential of mindfulness interventions in
fostering stages of self-regulated behavior change concerning impulsive buying tendencies.
Through a comprehensive analysis of diverse studies, it becomes evident that mindfulness
practices facilitate heightened awareness, motivation, goal setting, planning, and
maintenance of more mindful consumption behaviors. By encouraging individuals to
approach their impulses with non-judgmental awareness and fostering present-moment
focus, mindfulness equips them with the tools necessary to recognize triggers, regulate
emotions, set realistic goals, and implement effective coping strategies. Furthermore, the
sustained practice of mindfulness demonstrates promise in promoting long-term
maintenance of self-regulated behavior change, offering a holistic and sustainable approach
to addressing impulsive buying habits. Nonetheless, further research is essential to delve
deeper into the mechanisms underlying this relationship and optimize intervention
strategies tailored to individual needs.
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