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Abstract

This study investigates the effect of situational variables on impulsive 

buying behavior. The impact of five situational variables (money 

availability, time availability, credit card use, sales promotion, and friendly 

store employees) on impulsive buying behavior were studied. Two 

demographic variables, sex and income, were also considered. Data was 

collected from 384 apparel store visiting customers in malls and analyzed 

using SPSS 20 program. All the selected situational variables significantly 

impact impulsive buying behavior; the results also indicated that sex and 

income were found to have significant effect on impulsive buying behavior.  
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