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 Modeling Precursors of Impulsive Tourist Shopping Behavior: Evidence from Long-haul 

Chinese Outbound Tourists 

 

Abstract: Studies have examined tourism shopping in various aspects, but scarce research has 

specifically focused on impulsive shopping behavior of tourists, which is of particular relevance 

in the tourism settings. This study addresses this paucity by examining factors influencing 

impulsive tourist shopping urge and purchase from the aspects of tourist internal attribute, social 

influence, and product attribute. By examining Chinese long-haul tourists traveled outside Asia, 

the empirical results suggest that (1) impulsive trait, hedonic and materialistic tendency of 

tourists lead to impulsive urge and engagement in actual impulsive buying; (2) Shopping 

companion/social influences from family and relatives, peers (friends/colleagues) and shop 

assistants also affect the impulsive shopping urge; (3) Product brand variety shows significant 

effect on impulsive urge, while the influence of product price is insignificant; (4) Traveling with 

a shopping list or not moderates the relationship between impulsive urge and actual impulsive 

purchase. The study advances the theoretical understanding of tourist impulsive shopping 

behavior and provides marketing/managerial insights into Chinese overseas tourism market.  

Keywords: impulsive shopping, internal attribute, social influence, product attribute, shopping 

list 
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1. Introduction 

Shopping is an important and popular activity in tourism, and represents a vital component of the 

tourist experience. In 2015, shopping was ranked as the number one leisure/recreational activity 

for overseas tourists (86.8%) to the United States, with the average expenditure of $375 per 

visitor, only lower than the lodging cost ($465) and even more than the food spending ($311) 

(NTTO, 2016). Many researchers argue that shopping is not only a primary motive for travel, but 

also a common and essential tourist activity (Yüksel, 2007; Lehto, Chen, & Silkes, 2014). As 

such, shopping has long been considered as an indispensable part of being a tourist, and serves as 

an important attraction for the destination (Zhang, Zhang, Yang, & Zhou, 2018; Sirakaya-Turk, 

Ekinci, & Martin, 2015). Similarly, UNWTO launched its first Global Report on Shopping 

Tourism in 2014, which provides insight into key success factors for destinations aiming to 

develop the segment of shopping tourism, highlighting the significance of such activity 

(UNWTO, 2014).  

In terms of the specific market in tourism shopping, the Chinese market has experienced 

tremendous growth and purchase power in recent years. According to the UNWTO, Chinese 

outbound tourist arrivals reached 129 million with a total spending of US$257.7 billion in 2017, 

ranking the first place in international tourism expenditure since 2012 (UNWTO, 2018). China 

was the largest international tourism market to the U.S. in terms of the spending and the fifth 

largest in terms of arrivals in 2017 (NTTO, 2017). Shopping was ranked as the number one 

tourist activity for Chinese tourists to the U.S. in 2015, with 89% of them shopped during their 

trips. Similarly, the European Travel Commission revealed that a quarter of Chinese travelers 

reported shopping as their primary expenditure, which accounted for approximately 30% of the 
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total trip spending (ETC, 2012). Therefore, it is of great importance to examine this fast-growing 

and vital market on tourist shopping behavior.  

Shopping behavior has been widely discussed in the consumer literature as planned or 

impulsive purchase (Cobb & Hoyer, 1986; Rook & Hoch, 1985). Researchers suggest that 

shopping without specific intent may be more significant than the actual acquisition of products 

given that the impulse experience can provide a highly pleasurable involvement (Kesari & 

Atulkar, 2016; Sherry, 1990). Consequently, leisure shoppers, who experience high hedonic 

values, are more likely to involve in greater levels of impulse shopping (Chaturvedi, 2015). To a 

large extent, shopping tourists represent typical leisure shoppers yet in a more relaxing 

atmosphere away from their daily life, suggesting that impulsive purchase is particularly 

applicable and meaningful in tourism shopping context. For example, Timothy and Butler (1995) 

report that tourist shoppers are particularly motivated by hedonic and experiential values, as the 

desire and necessity for tourist shopping are based on the elements of relaxation and fleeing from 

mundane routine. On this basis, Meng and Xu (2012) propose a conceptual model that indicates 

tourist shopping behavior is a mixture of impulsive, planned, and experiential consumption 

behavior. Yu and Littrell (2005) conclude that impulsive shopping takes a large proportion in 

tourist shopping context.  

However, despite the importance of impulsive shopping behavior, to date, the extant 

literature has only focused on general tourist shopping behavior. Most existing studies 

concentrate on: a) economic contribution of shopping generated from tourist spending (Turner & 

Reisinger, 2001; Chang, Yang, & Yu, 2006; Su, Min, Chen, & Swanger, 2017); b) tourist 

shopping motivation and values  (Correia, Kozak, & Kim, 2018; Choi, Law, & Heo, 2017; 

Geuens, Vantomme, & Brengman, 2004; Kim, Chung, Lee, & Preis, 2015; Lehto, Cai, O’Leary, 
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& Huan, 2004); and c) tourist shopping experience and satisfaction/loyalty (Wong & Wan, 2013; 

Yüksel, 2007; Wong & Law, 2003; Sirakaya-Turk et al., 2015; Zhang et al., 2018). A review of 

the literature suggests that there is limited research examining the unique and prominent 

phenomenon of tourist impulsive shopping behavior. Specifically, a clear gap in the literature is 

the underlying factors triggering impulsive tourist shopping behavior. Therefore, to bridge this 

gap, this study represents one of the very first attempts to examine the impulsive tourist shopping 

behavior by modeling the relationship between the precursors and impulsive urge and actual 

impulsive purchase. The specific research objectives are as follows:   

1. To examine the impact of tourist internal attributes (e.g., impulsive trait, hedonic 

tendency, and materialism), product attributes (e.g., brand variety, and price) and travel 

companions’ social influence on tourists’ impulsive urge to purchase during the trip; 

2. To examine the relationship between the impulsive urge and actual impulsive purchase in 

the tourism shopping context; 

3. To evaluate the moderating effect of tourists’ shopping list on the relationship between 

impulsive urge and actual impulsive purchase in tourism shopping. 

4. To provide the shopping behavioral characteristics of Chinese long-haul outbound 

tourists.  

This study makes a unique contribution to the literature by advancing the theoretical and 

empirical understanding of tourist impulsive shopping behavior, and further extending the 

boundary of general impulsive buying theory into the tourism context. The particular focus on 

the Chinese overseas tourism market will also provide insights to academia and industry 

practitioners to better understand and serve this important tourism market.  
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2. Literature Review and Research Hypotheses 

Early marketing literature simply describes impulse buying as unplanned purchasing (Cobb & 

Hoyer, 1986). However, this definition has been criticized for not capturing the full conceptual 

domain of the concept because an impulse purchase is not only unplanned, but also involves 

experiencing an urge to buy, which is felt suddenly and strongly and often irresistible (Beatty & 

Ferrell, 1998). Rook and Hoch (1985) propose the following five features of impulsive buying: 

a) impulsive behavior involves a sudden and spontaneous desire to act, representing a clear 

departure from the previous ongoing behavior scream; b) impulse buying can cause an individual 

to feel temporarily out-of-control; c) consumer impulsivity is the psychological conflict and 

struggle that may ensue; d) impulse buying is that consumers will typically reduce their cognitive 

evaluation of product attributes; e) people often consume impulsively without regard to the 

consequences.  

Moreover, consumer impulse buying has been pervasively studied in retailing, as well as 

in marketing and consumer behavior in general. Prior studies tend to model important 

antecedents, by including a set of situational variables (e.g., time and money availability and 

shopping list), individual difference variables (e.g., shopping enjoyment and impulsive trait), 

product variables (e.g., price and brand variety), as well as outcomes (e.g., positive and negative 

affect, felt urge to buy impulsively) (Beatty & Ferrell, 1998; Coley & Burgess, 2003; Lin & 

Chuang, 2004; Luo, 2005; Mohan, Sivakumaran, & Sharma, 2013; Peck & Childers, 2006; 

Stilley, Inman, & Wakefield, 2010; Tendai & Crispen, 2009; Badgaiyan & Verma, 2014).The 

next section provides a review of the relevant literature, leading to the development of the 

research framework and hypotheses that guide this investigation.  
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2.1 Impulsive Trait and Tourist Impulsive Shopping Urge 

Impulsive trait (or consumer impulsiveness) is basic human trait which, in the shopping context, 

refers to the shopper’s embodied tendency to both think and shop in a spontaneous, unreflective 

and immediate way (Omar & Kent, 2001). Shoppers with higher impulsiveness are more likely 

to experience spontaneous buying stimuli; consequently, they are more inclined to act on actual 

impulsive purchase. Impulsive urge is a construct proceeding actual impulsive purchase 

behavior. It is defined as a strong, spontaneous feeling to purchase something while in a retail 

setting (Flight, Rountree, & Beatty, 2012; Sharma, Sivakumaran, Marshall, 2010).  Rook and 

Fisher (1995), in its seminal article, defined buying impulsiveness as “a consumer’s tendency to 

buy spontaneously, unreflectively, immediately, and kinetically”. They find significant 

relationships between buying impulsiveness and impulsive purchasing behavior. Such finding is 

successfully evidenced by more recent studies (Mihić & Kursan, 2010; Muruganantham & 

Bhakat, 2013; Peck & Childers, 2006; Wells, Parboteeah, & Valacich, 2011). 

Furthermore, to measure impulsiveness from a consumer’s perspective, Puri (1996) 

constructs and validates the Consumer Impulsiveness Scale (CIS) based on people’s chronic 

values toward impulsiveness. Through three experiments, the author reports that urge to buy 

impulsively is influenced by consumer impulsive trait. Sharma, Sivakumaran, and Marshhall 

(2010) adopt Puri’s CIS to examine the relationship between consumer impulsiveness and 

purchase decisions. The results demonstrate that consumers with higher scores of impulsiveness 

are likely to indulge in greater degree of impulse buying. Aggregately, the above evidence 

suggests: 

H1: A tourist’s impulsive trait is positively related to his/her impulsive urge on tourism 

shopping. 
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2.2 Hedonic Tendency and Tourist Impulsive Shopping Urge 

Consumer literature suggests that people purchase or consume goods and services for two basic 

reasons: a) consummatory affective (hedonic) gratification (from sensory attributes), and b) 

instrumental, utilitarian reasons (Batra & Ahtola, 1991; Kang, Park-Poaps, 2010). Hedonic 

shopping tendency refers to consumer’s leaning for hedonic shopping value which reflects 

shopping’s potential entertainment and emotional worth (Vieira, Santini, & Araujo, 2018). 

Rather than stemming from task fulfillment, hedonic tendency results from fun and playfulness 

(Kesari & Atulkar, 2016) and is more subjective and personal than the utilitarian tendency. A 

tourist’s quest for pleasurable shopping experience may be more significant than the acquisition 

of products (Yüksel, 2007). Tourists may view shopping experiences as entertainment or 

recreation (Sirakaya-Turk, Ekinci, & Martin, 2015). They often look for excitement and pleasure 

as well as seeking opportunities to interact with local people when shopping (Jones, 1999).  

Research supports such notion that buying impulsively makes them feel a little freer and 

a little like doing something naughty, but relatively innocent (Muruganantham & Bhakat, 2013). 

Such feeling involves hedonic reasons of impulsive purchase including fun, fantasy, and social 

or emotional gratification (Kacen & Lee, 2002). Furthermore, consumer impulse buying is a 

hedonic need predominantly motivated by achievement of higher-stage needs loosely grouped 

around Maslow’s hierarchy of needs (Hausman, 2000). Beatty and Ferrell (1998) also suggest 

that one’s enjoyment of shopping aids in producing a positive feeling in shopping environment, 

which in turn influence one’s urges to buy impulsively. Therefore, shoppers with strong hedonic 

desires may tend to be more impulsive when shopping. Accordingly, the following hypothesis is 

proposed: 
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H2: A tourist’s hedonic tendency is positively related to his/her impulsive urge on 

tourism shopping. 

 

2.3 Materialism and Tourist Impulsive Shopping Urge 

The topic of materialism has generated wide academic discussions regarding its links with 

various social and psychological phenomena. Materialism refers to a devotion to material needs 

and desires, and “the construction and maintenance of the self through the acquisition and use of 

products, services, experiences, or relationships that are perceived to provide desirable symbolic 

value” (Shrum et al., 2013, p. 1180). Richins and Dawson (1992) claim that people holding 

strong material values place possessions and their acquisition at the center of their lives. They 

tend to value material possessions as a means of achieving happiness, and use them as indicators 

of their own and others’ success (Moschis, 2017). Materialists have frequently been profiled as 

excessive consumers who are constantly looking toward their next purchase (Schor, 2014; 

Goldsmith & Clark, 2012). They repeatedly pursue material wealth and are acquisitive by nature 

(Podoshen, Li, & Zhang, 2011).  

Based on Richins and Dawson’s (1992) definition of materialism as a “possession-

defined success”, materialist people value possessions for the money they cost and their ability to 

confer status rather than by the satisfaction they yield. Therefore, people with high levels of 

materialism are prone to be spenders with comparatively higher urgency of numerous wants for 

consumer goods, as well as for services such as travel and recreation (Watson, 2003). Such 

tendency implies irrational and unplanned buying intentions, which in turn results in instances of 

impulse buying (Troisi, Christopher, & Marek, 2006). Consequently, their low inhibition to 

spend money and highly materialistic orientation could lead to buy-now-pay-later approach 
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(Omar, Rahim, Wel, & Alam, 2014), which is likely to lead to a more impulse buying. In sum, 

the following hypothesis is proposed: 

H3: A tourist’s level of materialism is positively related to his/her impulsive urge on 

tourism shopping. 

 

2.4 Social Influence and Tourist Impulsive Shopping Urge 

Shopping is inherently a social experience, and social influence has long been recognized as an 

important force shaping an individual’s consumption behavior (Borges, Chebat, & Babin, 2010). 

An individual goes shopping either alone or with a companion or companions. Extant research 

demonstrates that companions change the shopping experience. For example, consumers 

shopping in groups visit more areas in a store and make more purchases both in volume and sales 

compared to those shopping alone (Sommer, Wynes, & Brinkley, 1992; Mangleburg, Doney, & 

Bristol, 2004). Rook’s study (1987) on impulse purchasing “in a social environment (group 

versus solo buying) context” suggests that the presence of other persons in a purchasing situation 

is likely to have a normative influence on the purchase decision. In other words, when acting on 

impulse is socially appropriate and rational, consumers tend to have both a greater impulsive 

urge to buy and a greater likelihood of doing so (Kurt, Inman, & Argo, 2011).  

The nature of the social influence depends on perceptions of the normative expectations 

of different social groups who hold different values and accordingly exert different influence 

(Luo, 2005). Impacts of different social groups have been discussed previously in both general 

shopping and impulse shopping literature. Firstly, the presence of family members during 

shopping may induce a sense of responsibility to both the family and others and consequently 

may discourage wastefulness and extravagance. To this extent, shoppers may consider impulsive 
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buying to be socially undesirable to family (Abrams, Marques, Bown, & Henson, 2000). The 

presence of family members thus may activate the normative value and therefore decreases the 

impulsive urge (Luo, 2005). Similarly, Wang and Xiao (2009) found that younger adults are 

more likely to spend impulsively and compulsively with credit indebtedness if they are in lack of 

social support especially from their families. Therefore, the following hypothesis is proposed: 

H4a: Social influence of family and relatives is negatively related to tourist impulsive 

shopping urge. 

Secondly, peer pressure is also a strong form of social influence. Peers can influence 

risky behavior, such as impulsive buying, by encouraging social consensus through minimizing 

perceptions of risks and maximizing perceptions of benefits (Roberts, Manolis, & Tanner, 2008). 

Peer group members, including co-workers/colleagues, may encourage spontaneity and the 

pursuit of immediate goals regardless of their longtime consequences, which may increase the 

urge to purchase (Luo, 2005). For example, researcher found that when teenagers tended to 

spend more when shopped with friends (Mangleburg, Doney, & Bristol, 2004). Furthermore, 

under the pressure of social desirability in workplace, socially anxious adolescents may exhibit 

greater impulse buying tendencies in order to avoid negative evaluation from peers in terms of 

the product and brands bought (Lin & Chen, 2012). Therefore, the following hypothesis is 

proposed: 

H4b: Social influence of peers (friends/colleagues) is positively related to tourist 

impulsive shopping urge. 

Thirdly, previous studies indicated that the helpfulness of in-store sales person in 

assisting shoppers had a positive impact on consumers’ willingness to engage in unplanned 

buying (Mohan, Sivakumaran, & Sharma, 2013). In terms of the social impact of shop assistants 
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on consumer impulsive buying, Mattila and Wirtz (2008) report that employee assistance 

moderates the negative relationship between perceived crowding and impulse buying. In other 

words, the social interaction with the shop assistants conditions the relationship between 

consumers’ perception of store crowdedness and impulsive purchase behaviors. Similarly, 

studies on the influence of situational factors on impulsive buying revealed that situational social 

factors such as promotion introduced by in-store sales persons will trigger consumers’ urge to 

buy impulsively (e.g., Mihić & Kursan, 2010; Tendai & Crispen, 2009). Consequently, the 

following hypothesis is proposed: 

H4c: Social influence of shop assistants is positively related to tourist impulsive shopping 

urge.  

 

2.5 Product Attribute and Tourist Impulsive Shopping Urge 

Studies suggest that variety seeking has a positive association with consumer impulsive 

buying behavior (Sharma et al., 2010). Customers who find wider range of products or brands 

are more likely to make spontaneous buying decisions as they may be attracted to unexpected 

products which cannot be easily accessed in their normal shopping environment (Park, Kim, 

Funches, Foxx, 2012). On the other hand, researchers find that international tourists favor a 

wider selection of products and brands when shopping in the U.S., which leads to unplanned 

spending on shopping (Xu & McGehee, 2012). Furthermore, increased opportunities of in-store 

browsing including time, money, and product availability positively influence shopper’s 

intention to buy more (Jeon, 1992). Therefore, we proposed the following hypothesis:   

H5a: Product brand variety is positively related to tourist impulsive urge. 
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Price induced impulsive buying can be explained by the mental accounting activity 

proposed by Janakiraman and colleagues (2006), which denotes that the spending on certain 

essential items on a given shopping trip would influence the perceived amount available to spend 

on other goods, thus producing a congruent spillover effect. Therefore, perceived low price may 

lead to more unplanned buying as the budget for unplanned items tend to increase (Tendai & 

Crispen, 2009). Meanwhile, tourism shopping researchers indicate that competitive price of 

similar products is one of the strongest motives that tourists tend to engage in excessive buying 

when they travel to an international shopping destination (Correia, Kozak, & Kim, 2018). There, 

the following hypothesis is proposed:  

H5b: Perceived low product price is positively related to tourist impulsive urge.  

 

2.6 Tourist Impulsive Shopping Urge and Impulsive Purchase 

Research indicates that it is viable to consider consumers’ decision and actual behavior 

separately (Amos, Holmes, & Keneson, 2014). For impulsive buying behavior, one of its 

immediate antecedents is impulsive urge. The concept of impulsive urge is driven from Rook’s 

focus on the sudden, spontaneous urge or impulse felt to buy something (Rook, 1987). Previous 

researchers argue that preceding the actual impulse action, an individual experiences a felt urge 

to buy impulsively, which is a spontaneous and sudden state of desire upon encountering an 

object in the environment (Beatty & Ferrell, 1998; Sharma, Sivakumaran, & Marshall, 2010). 

With a higher impulsive urge, an individual’s buying schedules is more receptive to sudden, 

unexpected purchasing ideas. His or her buying decision is more likely to be prompted by 

physical proximity to a desired product, dominated by subjective affect, or driven by immediate 

gratification (Sultan, Joireman, & Sprott, 2012). Beatty and Ferrell’s research (1998) provide 
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evidence of the distinction between the constructs of impulsive urge and actual impulsive 

purchase. More importantly, impulsive urge appears to be a crucial intervening variable between 

an actual impulse purchase and several precursors. Therefore, the following hypothesis suggests: 

H6: A tourist’s impulsive urge is positively related to his/her act on impulsive purchase 

during tourism shopping. 

 

2.7 The Moderation Effect of Shopping List  

Although impulsive urge is powerful and sometimes irresistible, one is not always act upon it 

(Rook & Fisher, 1995). Actually, engagement in pre-trip activities takes effect on impulsive 

buying, in that higher engagement in pre-trip activities lead to lower impulsive shopping (Bellini, 

Cardinali, & Grandi, 2015). Shopping list is a self-regulatory pre-trip activity which not only 

serves as a memory aid (Block & Morwitz, 1999) but also acts as a self-control on un-necessary 

buying. Shopping list is usually considered to be a negative-impact antecedent of impulsive 

buying behavior. Geetha and Bharadhwaj (2016) argue that the presence of shopping list can 

greatly decrease the chance of impulsive buying. Their result is also consistent with previous 

studies in which consumers with shopping lists ended up spending less with fewer items than 

those without lists (Thomas and Garland, 1993; Block & Morwitz, 1999). Similarly, Bell and 

Colleagues report that shoppers who tend to obtain and collect product information in store are 

more likely to experience impulsive urge and engage in actual impulsive buying behavior (Bell, 

Corsten, & Knox, 2011). Therefore, the following hypothesis is suggested:  

H7: The presence of shopping list negatively influences the relationship between 

impulsive urge and actual impulsive purchase in tourism shopping.    
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 All hypotheses are proposed to capture and observe the effect of tourist internal attributes 

(e.g., impulsive trait, hedonic tendency, and materialism), product attributes (e.g., product brand 

variety and price), and shopping companions’ social influence on impulsive urge, as well as the 

moderating effect of shopping list between impulsive urge and actual impulsive shopping 

behavior. The hypotheses are depicted in Figure 1. 

 

<Insert Figure 1> 

 

3. Method 

3.1 Questionnaire Development 

The research took a quantitative approach using a survey questionnaire. Two screening 

questions were asked at the beginning of the survey to ensure that all respondents have taken a 

leisure trip of at least three nights outside Asia in the past two years, and have spent 6,000RMB 

(approximately US$1,000) on shopping during the trip. The threshold of $1,000 on tourism 

shopping is also the average, representative expenditure of Chinese outbound tourists. In 2016, 

the total consumption by Chinese travelers reached $109.8 billion, a $900 average spending per 

person and represented the top expenditure worldwide (CTA, 2016). In 2016, the average 

Chinese tourist spent about 6,705 yuan ($986) on shopping when traveling, down from 8,050 

yuan in 2015 (Oliver Wyman Consulting, 2017). 

Furthermore, the questionnaire included scales measuring the six theoretical constructs, 

namely impulsive trait, hedonic tendency, materialism, social influence (from shopping 

companions), impulsive urge, and actual impulsive purchase behavior. Impulsive trait was 

measured using nine items adopted from Rook and Fisher (1995). The original construct is 



17 
 

unidimensional with a reliability value of 0.88. Measurement of hedonic tendency included six 

items adopted from Hausman (2000). The original scale is also unidimensional with a reliability 

value of 0.86. The materialism scale was a subset of items taken from the Richins and Dawson 

(1992). The use of such forms of the scale has been justified by Richins (2004) with eight items 

and a mean alpha of 0.84. Participants were asked to rate the level of agreement or disagreement 

on a list of items associated with each construct (1 = strongly disagree to 5 = strongly agree).  

For social influence (from shopping companion), tourist participants were asked to rate how 

likely their shopping companion would influence their impulsive shopping behavior (1 = very 

unlikely, to 5 = very likely). 

Three companion groups were provided including family and relatives, peers 

(friends/colleagues), and shop assistant (or in-store sales person). For product attributes, tourist 

participants were asked to indicate the importance of the “product brand variety the stores carry” 

and “product price” in your impulsive buying decision (1 = not important at all, to 5 = very 

important). Impulsive urge was measured using a four-item unidimensional scale adopted from 

Luo (2005) with a reliability value of 0.80. Actual impulsive purchase behavior was measured by 

two items adopted from Mattila and Wirtz (2008). Shopping list was measured by asking 

participants whether they have a shopping list or not, either at hand or in mind (1=yes; 2=no).  

3.2 Study Sampling  

The target population of this study is the Chinese adults who had taken a leisure trip 

outside Asia for at least three nights in the past two years and have spent 6,000RMB 

(approximately US$1,000) on shopping during the trip. The purpose of the trip could include 

leisure, business and leisure combined, and visiting friends and relatives. Despite the rapid 

growth of Chinese outbound leisure market, China’s outbound business travel is still a major 
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component (38% business +convention among all purposes of trip to the US in 2014, based on 

the most updated data in OTTI 2014 U.S. Travel and Tourism Statistics), and majority is group 

travel accompanied with leisure shopping activities. This study also includes this important 

business+leisure market segment in the data collection. Actually 20% of the respondents did 

shop with their colleagues during their most recent outbound trip, which they were asked to refer 

to when they filled up the survey. 

Meanwhile, the current study specifically focuses on the long-haul Chinese outbound 

tourists. According to previous studies, long-haul destinations to Chinese outbound tourists refer 

to those outside Asia, Western destinations, such as the U.S. and European countries (Li, Lai, 

Harrill, Kline, & Wang, 2011; Li, Meng, Uysal, & Mihalik, 2013). The selection of this type of 

shopping destination lies in the limited research being conducted in Western shopping 

destinations for Chinese tourists and the need to understand the rapidly growing Chinese 

outbound tourists who visit destinations outside Asia.  

Previous studies indicated that Chinese outbound tourists are primarily non-agricultural 

adult population in China’s major cities due to the population sizes, economic prosperity, and 

proximity to major transportation hubs (Arlt, 2006; Li et al., 2011). Therefore, eight major cities 

in China, including four Tier I cities (Beijing, Shanghai, Guangzhou, and Shenzhen) and four 

Tier II cities (Wuhan, Nanjing, Shenyang, and Chengdu), were selected for the data collection. 

Tier I cities have been consistently listed as major outbound-tourist-generating areas in China. 

Tier II cities were selected in this study due to their large urban population and rapid outbound 

tourism growth (CTA, 2016), as well as their regional representation of China’s major 

geographical zones. To ensure the representativeness of the sample, specific quota of responses 
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was set for all cities. The data collection procedure was closely monitored to maintain the 

balanced demographic characteristics of the sample such as gender, age, and income.  

3.3 Data Collection 

The data collection was conducted by a professional marketing research company in 

China in April 2014. The electronic link of the questionnaire was originally generated on 

Qualtrics, and then connected to the company’s panel database with the redirecting link on the 

Confirmit platform.  

  

4. Results 

4.1 Profile of Respondents 

The total sample size of this study is 407. Approximately over half of respondents were female 

(51.4%). Most of the respondents were from the age group of 36-45 (48.9%) and 26-35 (31%), 

followed by the age groups of 46-55 (9.3%) and 18-25 (9.1%). Almost all respondents were 

employed full-time/part-time (98.0%) and majority of them were married (80.3%). About 90% 

of the respondents have relatively high monthly household income (more than ¥10,000RMB, 

approximately $1,550US$), specifically, 31.7% placed themselves in the category of ¥10,001-

15,000 ($1,550-2,330), 30% in ¥15,001-20,000 ($2,331-3,100), 19.2% in ¥20,001-25,000 

($3,101-3,880), and 10.6% in ¥25,001-30,000 ($3,881-4,650). Furthermore, the majority of the 

respondents held a college degree (66.6%), followed by Associate degree or some college 

(21.1%) and Graduate work/Master’s/Doctoral degree (9.8%), while High 

school/Vocational/Technical school or below only accounted for 2.5% of the total sample. The 

demographic characteristics of this sample well represent the overall Chinese overseas tourist 

market as more female (56%), middle- and upper-class citizens, middle-aged and young adults 
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(25-45 years old “post-70’s” and “post-80’s” generations) in China (CTA, 2016; Meng & Zhang, 

2016). 

Having described the sampling profile, the data were ready for subsequent analysis using 

structural equation modeling using LISREL 8.70 following a two-step approach, with the 

assessment of the measurement model followed by the examination of the proposed structural 

model. 

 

4.2 Measurement Model 

First, confirmatory factor analysis (CFA) was conducted using maximum likelihood 

estimation to test the convergent and discriminant validity (Kline, 2011). All latent constructs of 

interest (Impulsive Trait, Hedonic Tendency, Materialism, Impulsive Urge, and Actual Impulsive 

Purchase Behavior) were included in the CFA analysis. The results showed that the model has a 

good fit to the data, with 𝑥𝑥2=1132.25 (p<0.01), df = 367, SRMR=0.051, RMSEA=0.076 (90% 

CI=0.071-0.081), CFI=0.98, and NNFI=0.97.  

The construct reliabilities were determined by both composite reliability (CR) and 

average variance extracted (AVE). Table 1 shows that the CRs of all constructs are greater than 

0.70 (ranges from 0.855 to 0.927) and the AVEs of all constructs were well above the 0.50 

threshold (Fornell & Larcker, 1981), indicating  satisfactory reliability. 

 

<Insert Table 1> 

 

Convergent validity is established when all standardized factor loadings are greater than 

0.60 (Bagozzi & Yi, 1988) and statistically significant (a< .001). The CFA outputs (see Table 1) 
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suggested that the standardized factor loadings of all items are higher than 0.60, indicating good 

convergent validity. According to Bagozzi and Heatherton (1994), the discriminant validity of 

the latent constructs was tested by assessing whether the construct correlations are significantly 

smaller than 1. If one is not contained in the two standard errors of the correlation, discriminant 

validity is reached. According to the results shown in Table 2, none of the associated confidence 

interval of the correlation coefficients contained the value of 1. Therefore, discriminant validity 

in this study was reached. 

 

<Insert Table 2> 

 

 

4.3 SEM Model with Aggregated Sample 

To examine the overall fit of the hypothesized structural model, the proposed relationships with 

all constructs of interest, including impulsive trait, hedonic tendency, materialism, shopping 

companion’s influence from family and relatives, peers (friends/colleagues), and shop assistants, 

product brand variety, and product price, impulsive urge, and actual impulsive purchase 

behavior, were tested. Model fit indices of the estimation results show a generally good model 

fit, with 𝑥𝑥2=1474.68 (p<0.01), df=495, SRMR=0.059, RMSEA=0.076 (90% Confidence 

Interval=0.072-0.080), CFI=0.97, and NNFI=0.96.  

The estimation results in Figure 2 showed that all hypotheses were supported with the 

exception of Hypothesis Four (partially supported) and Hypothesis Five (partially supported). 

Regarding the three different types of precursors of tourism impulsive urge, it was found that the 

internal attributes of tourism shoppers, including impulsive trait, hedonic tendency, and 
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materialism tendency, demonstrate much stronger influence than social influence and product 

attribute. Specifically, materialism and impulsive trait had significant and positive effects on 

tourism shopping impulsive urge with coefficient being equal to 0.38 and 0.32, respectively, 

while the influence of hedonic tendency on tourism shopping impulsive urge was smaller with 

coefficient being equal to 0.14. Therefore, the first three hypotheses of this study were supported.   

For hypothesis Four, which examines the impact of social influence on impulsive urge, 

the results showed that the various sources of social influences affect tourist impulsive shopping 

behavior in different direction and magnitude. Specifically, the social influences from family/ 

relatives and peers (friends/colleagues) had significant but negative impacts on tourist impulsive 

urge with coefficients being equal to -0.07 and -0.15, respectively. This indicates that hypothesis 

4a was supported while hypothesis 4b was not supported. In contrast, the empirical results 

revealed that  the social influence from shop assistants had significant and positive impacts on 

visitors’ impulsive urge with coefficient being equal to 0.22. Therefore, hypothesis 4c was 

supported. 

Hypothesis Five examines the impact of product attributes on tourist impulsive purchase 

behavior. Specifically, the estimation results showed that product brand variety had a significant 

and positive influence on tourist impulsive urge, with the coefficient being equal to 0.11, 

indicating that hypothesis 5a was supported. However, the influence from product price was non-

significant, which indicated that price was not an important precursor for the impulsive shopping 

for long-haul Chinese outbound tourists. Therefore, hypothesis 5b was not supported.  

 

<Insert Figure 2> 
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4.4 Moderating Effect of Shopping List – MGSEM Analysis with Grouped Data 

The influence of the moderating variable, i.e. shopping list, on the structural relationship from 

impulsive urge to actual impulsive purchase behavior was performed by using Multi-group SEM 

analysis. Respondents were divided into two groups: with and without shopping list.  

Before doing the MGSEM analysis, the Multiple Groups CFA (MGCFA) analysis was 

conducted across these two groups. All constructs of interest were included in the MGCFA 

analysis, and the estimation results showed a general acceptable goodness of model fit with 𝑥𝑥2= 

1621.41 (p<0.01), df = 734, SRMR=0.053 (group with shopping list)/0.090 (group without 

shopping list), RMSEA=0.081, CFI=0.97, and NNFI=0.97, and a good convergent and 

discriminant validity. Then the MGSEM was tested across these two groups to determine 

whether the structural path performed differently across the two groups. We began with a model 

(Model 1 in Table 3), where all parameters were freely estimated across the two groups. This 

model was used as a baseline model to compare to the following increasingly constraint models: 

(1) invariant factor loadings (Model 2), and then (2) invariant structural path from impulsive 

urge to impulsive purchase behavior (Model 3).  

Since the above models follow a sequence of increasing constraints, change in the chi-

square difference was tested to determine if significant differences exist between two models. 

First, Model 1 (baseline model) was compared to Model 2 (Invariant factor loadings). The results 

shown in Table 3 suggested that there was an insignificant change in chi-square (M2-M1=Δχ² 

=35.68 < 𝜒𝜒(24)
2  (0.05) = 36.42), indicating that the measurements for all the factors used in this 

study were equivalent across groups with and without shopping list. Second, Model 2 was 

compared to the Model 3 (Invariant structural path from impulsive urge to impulsive purchase 
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behavior). The results showed that there was a significant change in chi-square (M3-M2=Δχ² = 

2.83+ > 𝜒𝜒(1)
2  (0.10) = 2.71), suggesting that the goodness of fit of Model 3 is significantly poorer 

(at the 10% significance level) than that of Model 2. Therefore, the equality of the structural path 

from impulsive urge to impulsive purchase behavior across the two groups is rejected. Thus, 

Hypothesis 7 is supported, i.e., the influence of impulsive urge on actual impulsive purchase 

behavior is different across tourist shoppers with and without shopping list.  

The fit indices of all the MGSEM models in each step are summarized in Table 3, and it 

shows that all the proposed models above have acceptable goodness of fit. Importantly, it is 

found that compared with group with shopping list, the effect of impulsive urge on actual 

impulsive purchase behavior was much weaker for the group with shopping list (group with 

shopping list=0.62; group without shopping list=0.82). This means the impulsive urge is more 

likely to be realized into action for the tourists without shopping list.  

 

<Insert Table 3> 

 

On this basis, the summary of all the hypotheses and the empirical support for each is 

presented in Table 4. 

 

<Insert Table 4> 

 

4.5 Clusters based on Respondents’ Shopping Behavioral Characteristics  

A TwoStep cluster analysis with the log likelihood measure was used to reveal natural 

groupings in the dataset. TwoStep cluster analysis is considered most appropriate for this 
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research to produce solutions based on a mixture of both categorical variables and continuous 

variables. Two categorical variables (“How many times have you shopped over 6,000 RMB 

while traveling to an overseas destination” and “Did you have a shopping list either in hand or in 

mind during this overseas trip?”) and two continuous variables (“percentage of impulsive 

shopping expenditure out of total shopping expenditure” and “factor scores of impulsive trait”). 

The analysis revealed three clusters at which the Schwarz Bayesian Criterion (SBC) becomes the 

smallest and the change in SBC between adjacent numbers of cluster is the smallest (Kass & 

Wasserman, 1995). Furthermore, the goodness of the three-cluster solution was evaluated using 

silhouette measure of cohesion and separation (Li, Lomov, Yan, & Carvelli, 2014).  

Most of the respondents in cluster 1 were full-time employed (99.5%), married (74.0%), 

males (53.5%), at the age between 36 to 45 years old (39.1%), and with college degree (70.2%) 

and annual household income between US$1,600 - 3,200 (61.4%). They live in both first-tier 

cities (49.8%) and second-tier cities (50.2%) in China. Respondents from cluster 2 were mostly 

married (94.0%) females (57%) having college degree (61%) and annual household income 

between US$1,600 - 3,200 (62.0%). Most of them are at the age between 36 to 45 years old 

(70%), full-time employed (100%), and live in first-tier cities (57%). Cluster 3 contains a greater 

number of full-time employed (92.0%), married (79.5%) females (56.8%) who are from first-tier 

cities (51.1%) with college degree (65.9%). Most of them are 36 to 45 years old (50.0%) having 

annual household income between US$1,550 - 3,100 (62.5%). Further, a Chi-Square test showed 

no significant differences among the three clusters in the demographic variables except education 

(χ² = 0.098, p≤ 0.05) and employment status (χ² = 0.173, p< 0.01). Specifically, the education 

level in cluster 1 is generally higher than that of cluster 2 and 3, and cluster 2 has the biggest 

number of full-time employed tourist shoppers.  
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The overseas travel/shopping profiles of each cluster rendered a more detailed picture of 

the different tourist shoppers. A series of Chi-Square tests showed the three clusters differ 

significantly in terms of having shopping list before trip (χ² = 0.85, p < 0.01), overseas travel 

experience (χ² = 0.22, p < 0.01), overseas shopping experience (χ² = 0.46, p < 0.01), shopping 

expenditure (χ² = 0.10, p < 0.05), length of stay (χ² = 0.26, p < 0.01), impulsive shopping 

expenditure out of total shopping expenditure in percentage (χ² = 0.29, p < 0.01). Overall, tourist 

shoppers in cluster 1 made shopping lists before the trip (Yes = 100.0%). Most of them had little 

experience in overseas travel (1 time = 74.9%) as well as overseas shopping (1 time = 100.0%). 

In addition, they spent comparatively less on shopping and least on impulsive shopping (0-24% 

= 96.3%). They also stayed at the destination for shortest length (1-10 days = 74.0%). Thus we 

labeled cluster 1 as “Amateurs”. Tourist shoppers in cluster 2 made shopping lists before the trip 

(Yes = 100.0%).  

In contrast with cluster 1, most of them were experienced in overseas travel (2-3 times = 

83%) and overseas shopping (2-3 = 100.0%). Their total shopping expenditure was the highest 

but not the impulsive shopping expenditure. Furthermore, they stayed at the destination for the 

longest period of time (11-20 days = 77%). Therefore, we named cluster 2 as “Veterans”. 

Interestingly, tourist shoppers in cluster 3 did not make shopping list (No = 98.1%). Not 

surprisingly, they are the group of shoppers who had comparatively the highest percentage of 

impulsive shopping out of total shopping (25-49% = 12.5%). Their overseas travel and shopping 

experience is at the middle between cluster 1 and cluster 2, so does their total shopping 

expenditure and length of stay. Moreover, cluster 3 has the biggest number of Full Independent 

Tour tourists (59.1%). Therefore, we named cluster 3 as “Free-spirits”. 
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Furthermore, a series of psychographic variables were examined among the three 

clusters. MANOVA with post-hoc Tukey tests were used to determine if there were significant 

differences among the three clusters in terms of tourist shopper’s impulsive trait, hedonic 

tendency, materialism, and impulsive urge. The results of MANOVA showed that impulsive trait 

(F =6.17, p < 0.01) was significantly different among the three clusters. Specifically, the post-

hoc test showed that the impulsive trait score of “Veterans” was significantly higher than 

“Amateurs” (p < 0.01), indicating that tourist shoppers in “Veterans” group had the highest level 

of impulsive trait whereas those in “Amateurs” had the lowest. 

 
<Insert Table 5> 

 
 
 

 

5. Discussion and Conclusion 

Consumers behave differently in the tourism setting and their everyday world. Tourists tend to 

escape from their daily routine to pursue pleasure and excitement, and thus tourism shopping as 

an important activity during travel is more hedonic and enjoyment oriented. Beatty and Ferrell 

(1998) suggest hedonic consumption and sensory stimulation are closely connected to impulse 

purchasing. Therefore, impulsive shopping behavior is more prominent in tourism than in 

everyday life. Moreover, consumers usually prepare for their travel and vacation with higher 

budget than they would normally do in daily life, so they are more likely to shop impulsively 

during the trip. This study takes an initial attempt to supplement the literature by investigating 

the precursors of impulsive tourist shopping behavior, including tourist internal attributes (e.g., 

impulsive trait, hedonic tendency, and materialism), social influence, product attributes, tourist 
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impulsive shopping urge, and shopping list.  

This study will not only contribute to extending the theoretical boundary of tourist 

impulsive buying behavior, but also to the social influence theory by examining them in the 

long-haul tourism shopping context. Moreover, unlike the majority of the existing tourism 

shopping literature which mainly focuses on tourists’ general shopping behavior and in Asian 

destinations such as Hong Kong, the findings will provide insightful implications to the long-

haul overseas shopping destinations for Chinese travelers, who represented a tremendously fast-

growing market in the last decade. By applying the MGSEM technique, this study reaches the 

following specific conclusions and implications: 

First, impulsive trait emerged as a powerful predictor in the general model. Impulsive 

individuals are more likely to experience impulsive urges, which in turn, are more likely to 

engage in actual impulse purchase. This result is consistent with earlier studies that personality 

trait is one of the strongest factors causing behavior in the general impulsive buying literature (e. 

g., Puri, 1996; Rook & Fisher, 1995). Moreover, previous literature shows that shoppers with 

higher impulsive traits are more likely to experience spontaneous buying stimuli, such as the 

situational stimuli of physical proximity to a desired product, attractive advertising, and efficient 

sales personnel.  

It is important to understand that the overseas shopping market is not a homogeneous one 

but can be distinctive in impulsive traits and shopping behavioral characteristics. The three 

clusters of Chinese outbound tourist shoppers “Amateurs”, “Veterans”, and “Free-spirits” 

showed distinctive impulsive traits. Cluster 1 “Amateurs” had the lowest impulsive traits. They 

represent young tourist shoppers who are at their mid-30s, highly educated and may just started 

their career and marriage for a few years. To most of them, overseas travel and shopping is a new 
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experience, yet all of them did some homework and prepared shopping lists before traveling 

overseas. They are the least impulsive group and they spend the least on impulsive shopping and 

had the lowest score of impulsivity, partly due to the short length of stay comparing to the other 

clusters.  

In contrast, “Veterans” demonstrated highest impulsive trait and they are most 

experienced and skillful tourist shoppers. They are in mid-40s, living in first-tier cities and 

having had career and family for years. They are the group who may have a comparatively 

higher level of saving and disposable income. To most of them, overseas travel as well as 

overseas shopping is not new as they have been travelled and shopped overseas in the past for 2 

to 3 times and know the products and brands well. In addition, this group had the highest total 

shopping expenditure, possibly because they stayed at the destination for the longest period of 

time and had more chances to shop. However, with highest impulsive traits, their  impulsive 

shopping expenditure was not the highest though due to their experience and pre-planned 

shopping list in hand or in mind.  

Among all the three clusters, “Free-spirits”, who are in their late 30s and early 40s, 

married, employed and living in first-tier cities in China, were the most impulsive tourist 

shoppers as they spend the highest proportion of total expenditure out of impulsivity. None of 

them make shopping list before travel and their impulsive traits ranked the second highest 

following “Veterans”. With the detailed and in-depth understanding of overseas tourist market, 

tourism destination marketers and retailers could accurate target the Chinese overseas travelers 

based on their specific shopping characteristics and preferences. The findings suggest that 

different marketing strategies and promotions should be used to tailor the shopping 

characteristics and needs of various segments.     
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Second, tourists who have hedonic tendency in shopping are more likely to feel impulsive 

urges, and consequently are more likely to engage in actual impulse buying. Compared to 

utilitarian shopping value, which reflects the acquisition of products in an efficient manner, 

people with hedonic tendency in shopping very much value the novelty, entertaining, and new 

experience from multisensory, fantasy and emotive aspects of the shopping experience (Babin et 

al., 1994; Holbrook & Hirschman, 1982). Rather than shopping with a specific purpose, hedonic-

tendency shoppers make decisions based on how enjoyable and “high” they are with the 

shopping experience, and attempts to fulfill their curiosity and exploring needs. Moreover, 

compared to general shoppers, the significant effect of hedonic tendency is particularly 

meaningful in the tourism context, and tourism shoppers are more likely to be driven by hedonic 

tendencies, as their desire and necessity for shopping is based on elements of relaxation, fleeing 

from mundane routine, and excitement that are associated with shopping (Timothy & Butler, 

1995). Destination retailers therefore should create a shopping environment that prompt pleasure, 

curiosity, entertaining, and exploration. Except for the situational elements, another 

recommendation for destination retailers would be the improvement of friendly service, which 

facilitates enjoyable shopping experience and meet the needs of hedonic tendency of tourist 

shoppers.  

Thirdly, materialistic tourists are more likely to feel impulsivity to make unplanned 

buying decisions, which in turn tend to engage in actual impulse buying behavior. This is 

because that their materialistic value drive them to “possess the goods” in order to feel happy and 

successful. Compared to hedonic oriented individuals, who value the shopping experience as a 

source of happiness, materialistic individuals focus on the goods themselves, the attributes of the 

goods and the monetary value of the goods. The significant finding is particularly applicable to 
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the target population of this study. China has experienced strong economic development in 

recent years, averaging about 10% growth per year over the past 15 years (Xie, Baglzzi, & Yang, 

2013). Chinese citizens are becoming more affluent and have wide accessibility to branded 

products, and consequently desire for more material possessions. In the meantime, the perceived 

higher quality, genuine brand, and high monetary value embedded in branded products drive 

materialistic Chinese consumers to go off with their shopping list and engage in more sudden, 

spontaneous buying decisions during their long-haul travel destinations such as the United 

States.  

The materialism value, which emphasis more on possession of high quality, high 

monetary value, and well-known brand goods motivate Chinese tourists take advantage of better 

shopping opportunities in overseas countries. Moreover, a wealth of research suggests that 

materialism is associated with lower levels of subjective well-being (Ahuvia & Wong, 2002; 

Sirgy, 1998), which is shown by recent series of product counterfeits and scandals (i.e. infant 

formula causes a death of baby). These issues provoked the increasingly intense trustworthy 

issue of consumer goods in China, reinforcing the materialism value of Chinese people and thus 

the motivation of oversea shopping activities among Chinese tourists.  

Fourth, it is not surprising that the results showed positive impact of product brand 

variety on impulsive urge, which is consistent with previous studies indicating that people’s 

tendency of variety seeking is positively associated with their buying impulse (Punj, 2011; 

Sharma, Sivakumaran, & Marshall, 2010). If presented with a broader selection of products 

and/or brands, tourists are more likely to find some of the unplanned items attractive and grasp 

the buying opportunity which may not be concurrently available in their own country. However, 

price was not found to significantly influence tourist impulsive urge based on the current study’s 
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results. It is reasonably believed that price may not be a prominent factor affecting overseas 

Chinese tourists’ shopping decisions because of their striking spending power on shopping 

(Simpson, 2016).    

 Fifth, social influence of family and relatives was found to have a negative impact on 

tourist impulsive shopping urge. The result was consistent with previous study, in which the 

presence of family members was found to increase the sense of responsibility and rationale 

thinking among shoppers, thus reducing their buying impulse. Additionally, social influence of 

shop assistants was found to be positively related to tourist impulsive shopping urge. The finding 

was in line with previous studies on social situational factors, in that positive interaction with 

store employees would increase shoppers’ impulsive urge. Furthermore, social influence of peers 

(friends/colleagues) was found to be negatively related to tourism impulsive shopping urge. The 

finding contradicts with previous studies in which the presence of peers was found to alleviate 

one’s sense of risk and encourage impulsive buying intention. One explanation of this result is 

based on the effect of age in this study. Most of the respondents were at their 30s and 40s, which 

indicates a level of maturity. As most of the previous findings on the positive impact of peers on 

impulsive urge focused on the behavior of teenagers and adolescents, the negative impact 

revealed in our study may be attributed to the comparatively mature sample.  

Moreover, the social influence of peers in the current context particularly depicts an 

impact that occurred in the long-haul, overseas tourism shopping, which is comparatively new 

and non-prevalent in China. Many Chinese tourists consider it as an important and valuable 

chance to shop and bring back branded goods that are much more expensively sold in China. 

Therefore, peers who shop with them would make thoughtful recommendations, which in turn 

would most likely to be taken seriously, especially by many “first-time” overseas travelers. 
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Consequently, it is reasonable for them to be engaged in less impulsive urge on shopping when 

taking their peers’ opinions into consideration.  

 Last, our findings show that a tourist’s shopping list plays as a moderator between 

impulsive urge and actual impulse buying. For people without shopping lists in hand or in mind, 

the relationship between impulsive urge and impulsive purchase becomes stronger, whereas for 

people with shopping lists, the relationship becomes less strong. The finding is consistent with 

previous studies which argue that pre-trip engagement (i.e., shopping list preparation) acts as a 

facilitator/inhibitor to allow certain behavior occur or not occur from intention (Vohs & Faber, 

2007). Intention for splurging shopping impulsivity or lack of pre-planned shopping list 

facilitates tourist to act on the impulsive urge experience. Oppositely, prior engagement in 

shopping list preparation is considered barrier of actual impulsive buying behavior even though 

the shopper has an urge of impulsivity.  

The present study also has some limitations. First, although the sampling procedure 

covered eight cities in various geographic locations with an appropriate sample size for the 

required statistical analyses, it is still a small sample size based on the population of Chinese 

outbound tourists. Therefore, it may not be fully representable of the whole Chinese outbound 

tourism market. Future study should employ a bigger sample size which includes more cities, 

especially more second-tier, third-tier cities with increasing economic development and 

consumer spending power. Second, the current study only focuses on long-haul shopping 

destinations for Chinese tourists. With the comparison between shopping behaviors in long-haul 

and short-haul destinations, tourism marketers and retailers in different regions could further 

extend the understanding of tourist shoppers. Therefore, future studies could examine if 

significant differences exist between short-haul and long-haul shopping destinations for tourist 
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shoppers, or between Asia and Western shopping destinations for Chinese outbound tourists. 

Different profiles of shopping destinations could also be developed consequently. Third, the 

current study particularly focuses on variables including impulsive traits, hedonic tendency, and 

materialism, shopping companion, product brand variety and price, and shopping list. Additional 

variables including emotion (positive/negative affect), mood, social status, and conspicuous 

consumption could be explored under a more comprehensive framework. Fourth, the particular 

implication of materialism on Chinese tourists may be different from other tourist market, in 

which product quality, monetary value, and brand name might be less important to consider for 

consumers. Further study may employ cross-cultural data to examine the difference between 

international markets. Fifth, the insignificant impact of shopping companions may be partially 

attributed to participants’ demographic and psychographic characteristics such as age and social 

status, as well as unconscious falsification effect (to admit peers’ influence on their shopping 

behavior) and the specific measurement of shopping companion effect. This particular result may 

not be generalizable to the entire Chinese overseas market. Future study may refine the scale and 

re-test the current finding for validation or falsification purpose to better understand the effect of 

tourism shopping companions.  
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Table 1. Results of Confirmatory Factor Analysis 
  CR Factor 

loadings  AVE Mean SD 

Impulsive Trait (IT) 0.927  0.587   

I often buy things spontaneously  0.82*  3.54 0.919 
I carefully plan most of my purchases*  0.76*  3.44 1.081 
“Just do it” describes the way I buy things  0.79*  3.43 0.862 
“I see it, I buy it” describes me  0.79*  3.66 1.098 
“Buy now, think about it later” describes me  0.79*  3.46 0.979 
Sometimes I feel like buying things on the spur-of-
the-moment 

 0.80*  3.47 0.938 

I buy things according to how I feel at the moment  0.68*  3.59 0.929 
I often buy things without thinking  0.78*  3.31 0.989 
Sometimes I am bit reckless about what I buy  0.67*  3.09 0.934 
Hedonic Tendency (HT) 0.860  0.506   

I like to shop for the novelty of it  0.67*  3.47 0.778 
Shopping satisfies my sense of curiosity  0.67*  3.37 0.950 
Shopping offers new experiences  0.73*  3.51 0.957 
I feel like I’m exploring new worlds when I shop  0.66*  3.32 0.960 
I go shopping to be entertained  0.74*  3.48 0.944 
I get real “high” from shopping  0.79*  3.63 1.006 
Materialism (MT) 0.905  0.546   

I admire people who own expensive homes, cars, 
and clothes 

 0.81*  4.63 0.922 

The things I own say a lot about how well I'm 
doing in life* 

 0.75*  2.59 0.904 

I like to own things that impress people  0.62*  4.75 0.792 
My life would be better if I owned certain things I 
don't have 

 0.74*  4.78 0.999 

Buying things gives me a lot of pleasure  0.79*  4.74 0.965 
I like a lot of luxury in my life  0.65*  4.77 0.927 
I try to keep my life simple, as far as possessions 
are concerned 

 0.75*  4.54 0.996 

I’d be happier if I could afford to buy more things  0.78*  4.71 0.892 
Impulsive urge (IU) 0.877  0.640   

I experienced a number of sudden urges to buy 
during the trip 

 0.79*  3.63 0.831 

I wanted to buy things even though I had not 
planned to purchase them on this trip 

 0.80*  3.62 1.143 

I had strong urges to make impulsive purchases 
during the trip 

 0.82*  3.49 0.992 

I felt a sudden urge to buy during the trip  0.79*  3.67 0.897 
Actual impulsive purchase behavior (IPB) 0.855  0.750   

I ended up spending more money than I originally 
set out to spend 

 0.76*  3.67 0.753 

I bought more than I had planned to buy  0.96*  3.87 0.852 
Social Influence (SI) ---     
Family & Relatives (F & R)  N/A  4.20 0.600 
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Peers (Friends/Colleagues) (PEER)  N/A  3.65 0.766 
Shop assistants (SA)  N/A  2.35 0.754 

Note: *significant at p<.05 level 
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Table 2. Discriminant Validity Analysis from Confirmatory Factor Analysis 
 Impulsive 

Trait 
Hedonic Trait Materialism Impulsive 

Urge 
Actual 
Impulsive 
Purchase 
Behavior 

Impulsive 
Trait 

1.00     

Hedonic Trait 0.66  
(0.59-0.73) 

1.00    

Materialism 0.72  
(0.56-0.78) 

0.73  
(0.67-0.79) 

1.00   

Impulsive 
Urge 

0.67  
(0.61-0.73) 

0.64  
(0.57-0.71) 

0.68  
(0.61-0.75)  

1.00  

Impulsive 
Purchase 
Behavior 

0.63  
(0.56-0.70) 

0.52  
(0.43-0.61) 

0.56  
(0.48-0.64) 

0.62  
(0.54-0.70) 

1.00 

Note. (1) Elements are the correlations between constructs; (2) Values in the brackets are 2 standard errors below or 
above the correlation; (3) “Shopping list” variable is not included as it is used as categorical moderating variable; (4) 
Three social influence variables, namely family and relatives, peers, and shopping assistants, are not included as 
they are not latent variables.   
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Table 3. Results of MGSEM 

 Model 1: 
Baseline Model 

Model 2: Invariant factor 
loadings 

Model 3a: Invariant 
structural path from 
Impulsive Urge to 
Actual Impulsive 

Purchase Behavior  

χ²  2214.98 
(P = 0.00) 

2250.66 
(P = 0.00) 

2253.49  
(P=0.00) 

Df 996 1020 1021 

SRMR 0.064 (H) 
0.092 (L) 

0.065 (H) 
0.100 (L) 

0.064 (H) 
0.11 (L) 

CFI 0.96 0.96 0.96 

RMSEA 0.080 0.080 0.080 

NNFI 0.96 0.96 0.96 

Δχ²  M2-M1=35.68 < 𝝌𝝌(24)
2  

(0.05)=36.42 

M3-M2=2.83+ 
> 𝝌𝝌(1)

2 (0.10) 
=2.71 

IU: impulsive urge; IPB: impulsive purchase behavior; H: with shopping list; L: without shopping list.  
*p<=0.05.  
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Table 4. Summary of Hypotheses Testing Results 
Hypotheses Regression paths coefficient Support of hypotheses 

H1 Impulsive Trait → Impulsive Urge Supported 

H2 Hedonic Trait→Impulsive Urge Supported 

H3 Materialism → Impulsive Urge Supported 

H4a Family & Relatives → Impulsive Urge Supported 

H4b Peers → Impulsive Urge Not Supported 

H4b Shop Assistants → Impulsive Urge Supported 

H5a Variety → Impulsive Urge Supported 

H5b Price → Impulsive Urge Not Supported 

H6 Impulsive Urge → Actual Impulsive Purchase 
Behavior Supported 

H7 
The moderating effect of shopping list for 
Impulsive Urge → Actual Impulsive Purchase 
Behavior 

Supported 
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Table 5. Clusters based on shopping behavioral characteristics 
 
 

Cluster 1 
Amateurs   
(53.3%) 

Cluster 2  
Veterans 
(24.8%) 

Cluster 3  
(Free-spirits) 
(21.8%) 

Shopping list** (χ² = 0.85, p < 0.01) 
Yes 100.0 100.0 1.1 
No 0.0 0.0 98.1 
Overseas travel experience** (χ² = 0.22, p < 0.01) 
1 time 74.9 17.0 60.2 
2-3 times 25.1 83.0 39.8 
Overseas shopping experience** (χ² = 0.46, p < 0.01) 
1 time 100.0 0.0 68.2 
2-3 times 0.0 100.0 27.3 
4 and more  0.0 0.0 4.6 
Shopping expenditure in that trip* (χ² = 0.10, p < 0.05) 
6,000-10,000 34.0 12.0 29.5 
10,001-20,000 44.7 65.0 40.9 
20,001-30,000 17.2 17.0 20.5 
30,001-40,000 2.8 3.0 8.0 
40,001-50,000 0.9 1.0 0.0 
50,001 and above 0.5 2.0 1.1 
Length of stay** (χ² = 0.26, p < 0.01)  
1-10 days 74.0 19.0 53.4 
11-20 days 24.2 77.0 39.8 
21-30 days 0.9 4.0 1.1 
31 and above  0.9 0.0 5.7 
Tour type (χ² = 0.07, p >0.05) 
Packaged tour 49.3 54.0 39.8 
Full Independent Tour (FIT) 50.7 45.0 59.1 
Shopping expenditure percentage (χ² = 0.02, p >0.05) 
0-24% 0.5 2.0 1.1 
25-49% 25.6 22.2 24.1 
50-74% 73.5 75.8 71.3 
75% and above 0.5 0.0 3.4 
Impulsive shopping percentage** (χ² = 0.29, p < 0.01) 
0-24% 96.3 89.0 76.1 
25-49% 3.3 10.0 12.5 
50-74% 0.5 1.0 5.7 
75% and above 0.0 0.0 5.7 
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Figure 1. Theoretical Framework 
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Figure 2. SEM completely standardized parameter estimates 

Note: *significant at p<.05 level; +significant at p<.10 level; values in the brackets are T values. 
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