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4- Personal Relevance



AWWAY 50l IV ol /$Q)|jb Copoe ale

7

0SS, 0l R erlyeSS i Je) o929 )
(oBg8 jo ool aud, 15 4 Slge g 595 ¢ Sj90

5 S90 olfig ) Ay pw s 1 fie) olRig)8 (S Y
(B8 oo (Ll oy 8 4 (o3

Sl @ s vy Sy ) oBig sl Y
(bl @ (o iwo

ol VIS 5 olSiig b oy ¥

09 bl s ie) oogy8 gy wlils 0
(L g oy 0l 8

ool Bty b slass ¢ Jie) oSy SFaidy 5
(OB 2ty 8 paass o Fariy b

145 wlos,S 23 Lo cnlnly

SUSL Wy b oBligyd o e ojled ans)d
3,10 pdiamo b1 (S lT p51)

Span a5 A g oLy 8 busmo gy ojlosd 4 3
8,10 g Jui G sassS’

Y & |-

&5 ik
5 &S SBaS Gpas a5 adl e b Seog o)l
S GIRL S 4 Cod WEjes B ol
s o plmil a3 S50 SG o 1y (i Al s
o Dgd oo it 00S Bpae S 605 L &S b
b o5 85 55 0359 S L arle & 5 bl
Cwl GSLSL slowy 5 0,5 4y Jleixl il
@ (oKig,8 ,0 o) awyp) 63,5 L (Kim, 2003)
wibor SUSL 3 2 S50 lo e 51 (So (lge
5 ol b bollag (puyp (e 4 &ly o oS
GRS e b (oo )S e ol 4 Dglite slati
S5 Slp e 2ad S0 05k 0 45 (nlsgxg b
5 peias g0 45 (69,5156 (Xia, 2010) 55 5 o &
65 ,L cwl bla)l o w8, b ki e
Gy B o8 5 prities glaoy B a4 e o Wiy o

2- Window shopping

oo ;56 (60,5 I3k 2 YU (652550 199 0yloid 4 3
.u))‘é
0SS B uao Wy W @ YIS (638 30 1w 0 )louds dd 3

20,10 Cdio il

'ol8ing 3 bano

98 GUSL W 2 Sl Wl oo w5 Jarme Dliogas
0l d o by 5l wSile w3 lame Dliogas
o) oBllg ggi g wBllgp s> wlligd (LS,
ol e olig 8 o3 ik oS (g0 4 (o895
35 DS anles a3 iy g b sleipe o
) oS Bpae SIS sy 4 bl cul (Sas
g 2 oS Cowl (5 e oKy 3 52 aiuled S 28
L SLSL w2 Cl (o 9 9)1357 (o0 Sl 0aiiS' S a0
Syle 13l w8 b s g8 ojlasl s oldl
S GRlPl Sl S)n ol g oS Shee 4
(Virvilaite & et al, 2009) wgis oo SLSU

Jle 5l 00t G5 pme bzl 36 o olSig 3 Lapoms
Shhol s 5 oKy b g 5 Sloss Caris o o
2 Sl (S (rpizmen oK 3 Lo Sl ouiiST B pan
aib sl ayad Jl 2 95 9 3

.(Michon & et al, 2000)

b dslio ;0 olfdgd lame 4 Cod ol 555
P G kS 5l SVpame 3y50 0 gl 5SS
bee Sla Sy om0l la S bl glaausTy
Sls dgzy bli)l SSL w,p wad g olRag)8
St ay ks, oKig,8 e (Kim, 2003)
2 oS58 sl Shs a5 SlaisS 4 wilee S50
Sl g A Jols &5 Gl 2 ible ozl
cel Gble glagul (nl 5 adliS 80 il
(Xu, 2007) wgi oo SLSL 0,5 Jloa! Liulsdl

S o 8 az ol e elRis s b jle Guied
ool S50 e LS, (SBeB 00F lawme
Alse p Sy G 45 9doe S

1- Store Environment



\

T a3l SLSL sy 2 NS5 Jelse (o)

WS oSS Ban W OA i ojlol A yd

4018 o JiU ]yl pjled SLSU

Gl (ooghdo Joo
Ao by ggoge b lade Sk Slusl pw)p b
4 ooptde Joo (el sl yasie LUl g (28,5
Jae jo cwl oas I b (V) o)lad IS8 g0
b oy DA e sl epd S o8 ol
2 &5k 5 Y (5,550 0lfig b e sla e
5 (glo e 5 Sy o g )0 e 36 JLSL w5
9 3NS50 (SLSL WP e D)0 4 5 s
D)l Cte 13U 90,5k 2 YL (62550 e

G’ (ol (9

o S 5l g onl5 Bue Ll pol> gl
gy <l e g5 31 chnoss < ains oSl (g ,50,5
ity 5 Glae D50 4 Beios DMl (550 oz
285 el V) el ol g asliiy adlb o
el o s, S a3 gty s b
olidiw yp 6l (bl o pd dolidn p YO adgl 595 L
e gligs Gl Gumen @ilxe AFE
ool aaS oIV jlode 4 azgs L aS w8 dacwle < /YFY
I pol G aslidn alidyy 2Ll Sndy sl
ol B 90jge amslr aldbioe SloysFn 295 2bL
Ol syl psls) aiiS” Bras slagils udos
IS olaws 08 yiws o Cde 4y aS wib o obile 5
5 g ogamel gelsz ) (55T Wig0d ©)50 & g bl anelr

o] o0 oolazwl B I Lg)Lo] 4.:9—0.) J"ﬁ)

O g oolal Al YA+ Gudios ol )0 diged pxo
dlidesy V8o Ll &5 wo S isy gkl anl>
B skl el 5w 0j50 5 w0 S (5 )sleex
Ugad pz> )90 )0 (soges Blg5 45 o 0g2g b cd S
de2g g Ll Yol g9 5l Cladoy lp cwlo
(Vo8 TR s e aiilen e Ll el

2-Sivo et al

S gl (S 00,5 enis el 5 SWSU
bl ol Wby D adz 50505k pee

o2 Oloja jsb 4y 60,55k codled o HFaS Spae
QS oo Jloo 1y ailig> DA 2 g (0, 5as laal

S5 6353 4 595 ik ezea 4z b e
6055l Wi oo 60,5, hb il i S Canl (S
oo 4y olazel uleol a4y g aled sl 1) ol 81 gglSous
.(Bloch & Richins, 1983) w38l s oyl

SWSL w5 58y » 60,5 5L b o)led ans S
2500 e 36 S2al)T ol
oS U ao My WA (60,5 5150 s o louds dns S

29,18 Cdo il

5 ol
ol aS wisS o0 it LYs 4 BaS Grae
Cods> b Jaame SO 5l Jold ol Ko o
Ses bl ladedl oSe i (o0 )5
i (Puccinelli & et al, 2009) anles oy 5 0d
g Ol S gy oA s I8 50 cos |y LS
P [ ST R VY [PPSR VISR H JE R U e
Sy e g Sl G100 Sl i plia > ol
s | &5 9)l0 925 s yti Jleiol B (6l Cue
G 4 ol 8ly 55Kl g Ceed wal L i )
, [(Beatty & Feerell, 1998) al  uolbl SLSU
b BLESl g DA (008 e ulus ] (SLSL W
S SV el 0,5 aSt @yl Wy Qilg oo &y > a5
Lol Casl YIS 40,8 il o g 0y S 5l ot olS
o " o 1y ol Jlag 5 aS o)ls ady, soly] jo Lesdinwe
o> b plo oslail les 4y 5 0,5 o0 5 4 " Ao

1- Shopping Enjoyment



VYA 5l /Y- ojles /$Q)\jb S pde dlxs

A

RO PLE

Joo (Sl
RMSEA ol (ol o0 drasloes e ,ol> inghy
AGFI=

2
ZAf =192 , CFI --;A¥ 4 NNFI --/AY

b 5l culS> a8 0y5,5 acule Chi-Square=YFo/f0
Dl g Jde g Joed

sl e sleiin VAAY) " Hsa 5 (1239) Jiiie 5 5,8
Bgod e (5,050 Yol go 5l Oliass jo oS
Se bR Ojle 4 ablioe Ghndy BB > Ve
sl 35915 Yo 5l 5L diges o il Ol

.(Hoe, 2008) wil oo liiss 3l g5 o) sl 0
0993 9 Wmedls Julos g arogs jglaie 4 Gaios ol 5
e gy 5l s bl Sl 5l gai sleass b
G581 e 5 eolazwl b g ool colauwl (g lisl DY oles
B s g e 090 Gai slaosls )5 oLl

olS.«;s)S Lo

0

1/

kSt w5 Sy @l &5,k
R ’Q
| /h_
Y 6)-5)°

2 sostn Joa ) JS

dolidow y Y lgw gl ) Jous

farey

e

Yool o YooY Solae,] 5 0565 VAP 8 g 0

s, Q1-Q2-Q3

YooY Sl g 3s5 VANF JB g o

Q4-Q5-Q6-Q7 w5 ol

VA o,y g Lals

Q8-Q9-Q10-Q11-QI2 Y ,5 0

3,5 b ol ol e 4o slaolSig b ofwae

6ol Aol b g 09290 Sluol &y g5 b (paties oyl Laﬂ;..»j

Q13-Q14-Q15-Q16 0,5,k

Yerh Soy8 0ls

Q17-Q18-Q19- Q20— Q21 ol b baa

1- Garver & Mentzer
2- Hoelter



T a3l GSL sy 2 NS5 Jslse (o)

0, 35— 5]
. 1
i T
.38
T - 110 /;.:7
g rd
T, HE— g11
T fr ks
0, E5—= g17
. B3 glE
T T g19
I, T g0
v.ez—el gz

Chi-8quare=3245.45, di=

= £
i
g

dargizl

[ -1, 3¢
pagaland

o o581 5 31 oolicias! b usins ouns 8 yltilio] gl pd Joko 1) 903

G Oled 8 gl Y Jgua

P ol am | G die | Tl | ol oy ps s ol b
sl \IAY4 Yoy <Yy S8 eitans (36 ol psled STy 5 lis,  olKig 3 Laise - )
b AIAYd AAR - IY# Sl cute 136 il T psled ST 0 )3 eatiS B pae 0y B A Y
b \IAts YAy AN S Catte 3 )T psled STy 3 L, VIS (6,5 0 Y
Al poe AIAYd \IYY N\ .o)loc,.:j.a;;l:siil)'lm‘ly@T%)})t;é),,kso)f)ljh'—f
sl AIAYd YIAY <YV )1 s 53U 00iS B pas 3y > DAy oK, ae -0
sl \IAY4 YIvY AR Syl Cote 36 aS Brae Wy A g0 5 L -F
sl AIAYd Y/AY <IYA 2,08 e 30 (605 L p YIS (6T 0 -V
sl \IAY4 Y/ay <IvY 2,1 Codie 556 00uiS B pae ay B A B YIS (6.5 0 -A




VYA 5l /Y- ojles /$Q)\jb S pde dlxs

S5 @
T @

19,35 G

LL. 23 11

IL. 21+ [k

J LURE o I it

Lol gl

Chi-f#quare=345%, 45, df=180, F-walus=(

t-value b g lobae <> 3o Jow: ¥ 4log0d

aS ol las ane ol jo paos Olidsy s 5 e
SWL W R Gl 51 YL 65,0
YU (6,05 ,0 S oo oo lid 50 yol> Guio abl ge
56 Y gams ol SWSE w5 » )] SY e |
Sl Cuie

oS winge ol VAAA Jlo 1o b g o 45 a5 olod
Q5 anlR )0 e LEE Wy ailgr 0d slaass
b a5 e o0 lid ol Gadsw il JLSU
SN fie 5l 63,5,k 5 YL 6505 ,0 ¢ oling 6
Cosll 4y e jub &, DA g aldly 0uS 8 pae 0y >
20,5 o eialyl p3l) SLSL oy 5 Lz

I 60,555l 5l Canilyns pols gaios a5 o1 o4y b
A4y azg b Llaes ol allesld LS w5
o i 530 (285 I 0 b g aiey cnl o Slelllas

SSL %5 o5 wad e LaS pol o IS b 4
(eRog 3 L) (agmme ssle paite aiws ans 36 Co
M s Sl onisS Bras eatd sla Ty
D)ls LB Y (5565 ,0) Jyaze Sy 9 (60,5
ligios o o855 Lams 1 428 B 45 4isF los
S 2 N U 5 e Jele G lge 4 0SB yas
Ol ju pole Gadod Cawl oals aid S a5 o JLSU
olig 8 Lanms ¢ cdal)T p3lg) (GLST 05 50 45 amo oo
Bl e IS5 g poe Jole SO
Jyamme g5 00505 ol Yo A Jlo jo 2 o5 ol agzs b
Sligios Lol wilbge GLSL w3 50 e Sy S
Ngei oo 3L iS5 l 5 SLSL B dlar )0 4l
Gl s SLSU Ylaml YL 5,5 ,0 b OVgame o



ST pilg ST a5 38,56 Jelse o)

SUSL P p S SN Cusli Byl o Sk &5
0dS B yan (b Gy oo B 4 ojls u,-&{‘j a5lel
Sled iy Az g8 gao5e (nl 4wl

0duS Brae U, 5l swas Sy ol Gabed il
ade g OB oy bk & olal )T el
STy 5 4 wleioe il aal)T ply) (Bas
5 bl pild Shy oS e LSl Gl
Jeesily 5l 5 H9e 975 4wl o iled (b 1) 055
ailed oolaiul Jgaxe jladds ol SLSL o 5



VAT 5l Ve o)l ol ll o aloxe \Y

b g gl

sloiz! pole adl b M Kim s Slalllas b sl ansl> 5l iy 5 ok 5,505, (VTAF) 8 o obilS 5 s ois,5U
NN ao AYAF s FO o loss

-5 5b a e Ay w5 asl L M el w608 g Samdge Julse 3L SL5M (VYA e,
98 9y oDl olﬂ o&iils « b5k

090 Jlo il swiige aswgs aslale g0 b, S0l lSs )l pl 6 Yo 5 )Lle ¥ 1L 4 09,8" LOVYAA) L (g
TV-YY oo Y o)l

Y4 P ARV O)LA.A:) s)a.JJJ aolale ‘"LS’LQI'?L’ ..\J).>" (\Y‘/\V) e 5M|)..\.) 60.7(.) 9.0 ‘kSeL“A

AGINSK Consulting Group (2007). “Cosmetics Market Research Summary”, pp. 1-8.

Bayley, G. & Nancarrow, C. (1998). “Impulse purchasing: A qualitative exploration of the
phenomenon”, Qualitative Market Research: An International Journal, 1 (2), pp. 99-114.

Beatty, S. E. & Feerrell, M. E. (1998). “Impulse buying: Modeling is precursor”, Journal of Retailing,
74 (3), pp. 77-92.

Bloch, P., Commuri, S. & Arnold, T. (2009). “Exploring the origins of enduring product
involvement”, Qualitative Market Research: An International Journal, 12 (1), pp. 49-69.

Bloch, P. H. & Richins, M. L. (1983). “Shopping without purchase: an investigation of consumer
browsing behavior”, Advances in Consumer Research, 10, pp. 389-393.

Chen, T. (2008). “Online impulse buying and product involvement”, Communication of the IBIMA, 5,
pp. 74-81.

Coley, A. L. (2002). “Affective and Cognitive Processes Involve in Impulse Buying”, A Thesis
Submitted to the Graduate Faculty of The University of Georgia in partial fulfillment of the
requirement of degree Master of Science. ATHENS, GEORGIA

Gutierrez, B. (2004). “Determinants of planned and Impulse buying: the case of the Philippines”, Asia
Pacific Management Review, 9 (10), pp. 1061-1078.

Han, Y. K., Morgan, G. A., Kotsiopulos, A. & Kang-Park, J. (1991). “Impulse buying behavior of
apparel purchasers”, Clothing and Textiles Research Journal, 9 (3), pp. 15-21.

Hart, C., Farrell, A. M., Stachow, G., Reed, G. & Cadogan, J. W. (2010). “Enjoyment of the shopping
experience: Impact on consumers repatronage intention and gender influence”, The Service Industeries
Journal, 27 (5), pp. 583- 604.

Hausman, A. (2000). “A multi-method investigation of consumer motivations in impulse buying
behavior”, Journal of Consumer Marketing, 5 (11), pp. 403-419.



\Y T a3l SLSL sy 2 NS5 Jelse (o)

Hoe., S. L. (2008). “Issues and procedures in adopting structural equation modeling technique”,
Journal of Quantitative Methods, 13 (1), pp. 78- 83.

Huang, M. H. (2006). “Flow, enduring and situational involvement in the web environment tripartite”,
Second Order Examination, Psychology and Marketing, 23 (5), pp. 384-411.

Jones, M. A., Reynolds, K. E., Weun, S. & Beatty, S. E. (2003). “The-product-specific nature of
impulse buying tendency”, Journal of Business Research, 56 (7), pp. 505-511.

Kapferer, J. & Laurent, G. (1986). “Consumer involvement profiles: A new practical approach to
consumer involvement”, Journal of Advertising Research, 25 (6), pp. 48-56.

Kim, J. (2003). “College students apparel impulse buying behavior in relation to visual
Merchandising”, Graduate Faculty of The University of Georgia in Partial Fulfililment of the
Requirements for the Degree Master of Science.

Kwon, H. H. & Armstrong, K. L. (2002). “Factors influencing impulse buying of sport team licensed
Mmerchandise”, Sport Marketing Quarterly, 11 (3), pp. 151-163.

Mattila, A.S. & Wirtz, J. (2008). “The role of store environmental stimulation and social factor on
impulse purchasing”, Journal of Service Marketing, 22 (7), pp. 502-567.

Michon, R., Yu, H. & Smith, D. (2007). “The shopping experience of female fashion leaders”,
International Journal of Retail and distribution Management, 35 (6), pp. 488-501.

Noordwyk, J. V. (2008). “The development of a scale for the measurement of the perceived
importance of the dimensions of apparel store image”, Ph.D. Dissertation of Consumer Science at
Stellenbosch University.

Park, E., Kim, E. Y. & Foreny, J. (2006). “A structural model of fashion oriented impulse buying
behavior”, Journal of Fashion Marketing and Management, 10 (4), pp. 433- 446.

Puccinelli, N. M., Goodstein, R.C., Grewal, D., Price, R., Raghubir, P. & Stewart, D. (2009).
“Customer experience management in retailing: Understanding the buying process”, Journal of
Retailing, 85 (1), pp. 15-30.

Quester, P. & Lim, A. (2003). “Product involvement/brand loyalty: Is there a link”, Journal of Product
and Brand Management, 12 (1), pp. 22-38.

Rook, D. W. (2000). “Impulse buying”, Journal of Consumer Research, 22 (2), pp. 328-333.
Stern, H. (1962). “The significance of impulse buying today” , Journal of Marketing, 26 (2), pp. 59-62.

Tendai, M. & Crispen, C. (2009). “In-store shopping environment and impulse buying”, African
Journal of Marketing Management, 1 (4), pp. 102-108.

Virvilaite, R., Saladienc, V. & Bogdonaire, R. (2009). “Peculiarities of impulse purchasing in the
market of consumer goods”, Commerce of Engineering Decisions, 2, pp. 101-1009.

Vohs, K. & Fober, R. (2007). “Spent resources: Self-regulatory resource availability affects impulse



VAT 5l Ve o)l ol ll o aloxe \E

buying”, Journal of Consumer Research, 33 (3), pp. 537-547.

Xia, L. (2010). “An examination of consumer browsing behavior”, Qualitative Market Research: An
International Journal, 13 (2), pp. 154-173.

Xu, Y. (2007). “Impact of store environment on adult generation Y consumers impulse buying”,
Journal of Shopping Center Research, 14 (1), pp. 39-56.

Yuna, L. G. & Yi, Y. (2008). “The effect of shopping emotions and perceived risk on impulsive buying:
The moderating role of buying impulsiveness trait”, Seoul Journal of Business, 14 (2), pp. 67-92.

Zaichkowsky, J. L. (1986). “Conceptualizing involvement”, Journal of Advertising, 15 (2), pp. 4-14.



JOURNAL OF MARKETING MANAGEMEMT 1

The Study of Effective Factors on Cosmetic Impulse Buying

s P. Ghaffari Ashtiyani, Ph.D.
B. Akbari

Abstract
Purpose: The purpose of this study is to assess factors affecting the impulse buying of cosmetics.

Methodology: This is a practical research in purpose and causal in nature. Structural equation
modeling is used as the statistical method of the research. Data analysis is performed using LISREL.
Data collection has been conducted using field study and questionnaire tool. Women of Khorram
Abad who use cosmetics constitute the population of the study.

Results: The results generally indicate that store environment, shopping enjoyment, and product
involvement have positive effects on the impulse purchase of cosmetics. Moreover, window-shopping
enhances impulse shopping indirectly, thorough influencing the shopping enjoyment.

Limitations: The present study is conducted on the women living in a specific area, within a specific
period, through obtaining a limited sample, and merely concerns cosmetics. Therefore, one needs to be
cautious in generalizing the results to other communities and other types of products.

Managerial implications: This study provides the manufacturers and suppliers of beauty products
with a better understanding of consumer behavior concerning impulse purchase of such products.

Innovativeness: In this research, for the first time, there has been an attempt to investigate the
aggregate influence of environmental, individual, and product-related factors on impulse purchasing.

Keywords:
Brand equity, Country of origin, Brand distinctiveness, Brand loyalty, Brand awareness, Brand
association
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