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Abstract. Impulsive buying is a dream segment for retailers and
marketers. Stimulants in retail environment evoke a sudden urge for
the acquisition of products spontaneously. This desire for immediate
possession and instant gratification may get an effect from the
religious orientation and various beliefs of an individual. This study
seeks to examine the influence of religiosity on impulsive buying
behavior through various beliefs. Based on the theoretical assumption
underpinning Values-Attitudes-Behavior (VAB) hierarchy and theory
of consistency, this study examines religiosity as an antecedent
of materialism, risk aversion, life satisfaction which ultimalty
drive impulsive buying tendencies. A self-administrated survey
questionnaire was used to collect the data by using mall-intercept
approach. The sample size consisted of 272 consumers of apparel
products. Structural equation modeling technique was carried out
to establish the reliability, validity of measures and to examine the
relational paths. In general, results are in support of propositions
that the religiosity precedes various types of beliefs that turn into
impulsive buying tendencies. Inner individual spiritual meanings and
exterior social meaning of religious values condemn materialistic
beliefs and enhance the risk aversion and life satisfaction of customers.
Furthermore, customers with higher-level materialistic beliefs are
more inclined towards impulsive tendencies, while the less risk-takers
and satisfied with their life have lower impulsive tendencies. It
requires incorporating the aspect of religious beliefs with behavioral
outcomes. The findings of the study have significant implications for
retailers of developing countries.
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INTRODUCTION

Religion being a global phenomenon holds a fundamental place in defining social behav-
1ors (Agarwala, Mishra, & Singh, 2019). It is acknowledged as one of the most important
cultural factors as it has significant contributions in shaping out the values, attitudes and
behaviors of an individual as well as society (Mokhlis, 2009). A growing trend to examine
the relationship between religiosity and consumption is observed in recent literature (Karoui
& Khemakhem, 2019). Initially, research on religion and consumption established that
religious affiliations are significant predictors of consumption patterns (Agarwala et al., 2019;
Al-Hyari, Alnsour, Al-Weshah, & Haffar, 2012; Mathras, Cohen, Mandel, & Mick, 2016).
Later researchers postulated that religiosity is a strong predictor of consumer behavior as
compared to religious affiliations (Choi, 2010).

Religiosity is defined as "the degree to which beliefs in specific religious values and
ideals are held and practiced by an individual" (Delener, 1990). The construct of religiosity
theoretically reflected that individual may be high on certain beliefs and values, but the
difference is made through pursuit of those principles and internalization (Mokhlis, 2009).
Despite the fact that more than 70% of the world being religious (Hunt & Penwell, 2008),
religious consumers are relatively understudied segment in marketing literature (Minton,
2019). Religiosity and consumer behavior have become a phenomenon to be reckoned with
as it offers a significant amount of profits to the firms along with huge potential for future
research (Agarwala et al., 2019; Dekhil, Boulebech, & Bouslama, 2017).

The existing literature established that religiosity influences consumer evaluations about
products and services (Mokhlis, 2009), pricing practices (Arli & Tjiptono, 2018; Battour, Is-
mail, Battor, & Awais, 2017) and promotions practices (Mansour & Diab, 2016) of marketers.
Furthermore, significant relationship was found between religiosity and behavioral outcomes
like status-seeking (Yeniaras & Akkemik, 2017), materialism (Agarwala et al., 2019) brand
switching (Choi, 2010), risk aversion (Adhikari & Agrawal, 2016), impulsiveness (Musadik
& Azmi, 2019), emotions and satisfaction (Nayebzadeh & Jalaly, 2014).

Developing a clear insight into consumer behavior is a common goal of all practitioners
and academicians (Bahrainizad & Rajabi, 2018). Marketers are continuously involved in
stimulating consumers during their purchase process to facilitate their decision making.
Impulsive buying being a latent half of consumer behavior represents a sizeable amount of
purchases (Habib & Qayyum, 2018). Research studies revealed the fact that 70% of decisions
are made at point of purchase (Hulten & Vanyushyn, 2011). 30% to 50% of overall consumer
buying is attributed to impulsive buying (Hausman, 2000). Ruvio and Belk (2013) noted
that 62% of sales of supermarkets and 80% sales of luxury products are impulsive purchases.
Increased tendencies in impulsive buying may have an adverse impact on consumers as it
requires substantial amount of money, while it may also be associated with risk about the
quality and functionality of the products (Liang, 2012). Previous studies have also reported
that about 80% of the respondents had negative reviews about their impulsive purchase and
were feeling regret about purchasing in that manner ( Harmancioglu, Zachary Finney, &
Joseph, 2009).

It is important to probe into impulsive buying tendency to develop a clear insight into its
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related aspects to counter the negative feelings (Bahrainizad & Rajabi, 2018). The growing
stream of literature on impulsive buying mainly focused on retail purchasing and found a
number of contributing factors to impulsive buying. Generally, existing research regard-
ing impulsive buying has consistently examined verity of individual factors and situational
factors (Amos, Holmes, & Keneson, 2014; Chan, Cheung, & Lee, 2017). However, the
marketing literature addressing impulsive buying behavior from religious context is relatively
understudied (Musadik & Azmi, 2019). Researchers call for further research to examine
consumer decision making in context of religiosity (Agarwala et al., 2019; Bukhari et al.,
2019; Islam & Chandrasekaran, 2020). Muslim consumers are followers of common values
that originate from their religious guidelines (Musadik & Azmi, 2019). These guidelines
serve as an important determinant in developing attitudes and subsequent behavior of Muslim
consumers (Minton, 2019).

Religiosity being a part of sub-culture may affect the consumption practices of Pakistani
consumers (Razzaq, Razzaq, Yousaf, & Hong, 2018). Furthermore, a significant amount of
Muslim population is represented by Young Muslims. It has been forecasted that by 2030,
60% of Muslims worldwide will be under the age of 30 (Islam & Chandrasekaran, 2020).
This market and its consumers with influence of their religion and distinct requirements have
the potential to offer a unique study of impulse buying behavior. Thus this study attempted to
model and empirically test impulsive buying tendencies in the context of religiosity. It has
been found that customers find the consistency of the religious doctrine with their beliefs
(Agarwala et al., 2019). Islamic doctrine asks its followers to follow a balanced approach
in consumption and warns Muslims not to engage in spendthrift and extravagance behavior
(Musadik & Azmi, 2019). Thus Muslim consumers feel regret on their impulsive purchases
and consider impulsive behavior to be wrong. In response to this problem, this study under-
takes an empirical test for relationship between religiosity, materialism, risk aversion, life
satisfaction and impulsive buying tendencies.

Some theoretical frameworks like VAB hierarchy (Homer & Kahle, 1988) and theory
of consistency (Peifer & Holbert, 2016) provide grounds to place religiosity as potential
determinant of impulsive buying tendencies. VAB theory suggested values as the base of con-
sumer behavior cognitive hierarchy that may shape out behaviors through attitude (Kingston,
2016). Furthermore, in line with the consistency theory, customers are seeking consistency
between values, attitude and behaviors (Raggiotto, Mason, & Moretti, 2018). Applied these
theoretical reflections in context of religisolity it can be proposed that religiosity precde
towards materialism, risk aversion and life satisfaction that ultimately influence impulsive
buying tendencies. A good understanding of Muslim consumers’ buying behavior may equip
marketers to deal with the negative feeling associated with the impulsive buying behavior.

LITERATURE REVIEW

Religiosity and Impulse Buying Intention

Authors have defined the "impulse buying intention" as a likelihood and measure of an
individual’s engaging in unplanned and sudden purchases (Chan et al., 2017; Rook, 1987;
Rook & Fisher, 1995). According to Ajzen and Fishbein (1988), individuals’ wants can



2020 Journal of Islamic Business and Management Vol. 10 Issue 1 223

influence and control their behavior. Their model proposed an arbitrary class of behavior that
1s influenced by an individual’s requirements and inclinations (Harmancioglu et al., 2009).
Based on this model, Wilson and Liu (2011) further proposed a model which explained the
role of Muslim’s beliefs to risk aversion and emotional and rational decision making by
Muslims. Recent studies also found a significant impact of religiosity on consumer behavior
(Agarwala et al., 2019; Musadik & Azmi, 2019). Islamic teachings recognize economic
activities as a worship of the transactions that are performed as per Islamic principles. Mus-
lims are supposed to follow the rules that are in line with Islamic doctrine (Musadik &
Azmi, 2019). They are also supposed to follow a balanced approach in their consumption
patterns and avoid from wasteful and excessive consumption ( Ghani, Harjin, & Ghani, 2008).
Impulsive buying is recognized as the sudden and hedonically complex purchases which
require instant ownership of an item (Attig, 2015; Chan et al., 2017; Habib & Qayyum,
2018). Rook (1987) postulated that different people show various tendencies for impulse
buying. According to Jones and Lynam (2009), there are a variety of scales to evaluate the
tendency of consumers’ impulse buying. From the previous studies, it is therefore concluded
that reasons for impulse buying are different in different people and it may also be affected
by the lifestyle of individuals.

Religiosity describes the individual belief in God and commitment to perform life as
per the principles set by God (Raggiotto et al., 2018). It is well established that religiosity
influences individual’s behavior including consumption behavior (Bukhari et al., 2019; Essoo
& Dibb, 2004) and business behavior (Abuznaid, 2009; Wilson, 2006). Literature emphasized
to conceptualize the complex nature of religiosity as a multidimensional construct (Lindridge,
2005; Mohd Dali, Yousafzai, & Abdul Hamid, 2019). Minton, Kahle, Jiuan, and Tambyah,
(2016), based on the model of Allport and Ross (1967), conceptualized the construct of
religiosity as intrinsic religiosity and extrinsic religiosity. Intrinsic religiosity is related to
personal objectives and describes inner spirituality objectives, while extrinsic religiosity
describes social descriptions of individuals’ religiousness (Arli & Tjiptono, 2018; Vitell,
Ramos-Hidalgo, & RodrAnguez-Rad, 2018). Further, religiosity is acknowledged as the
predictor of behaviors and value systems (Hwang, 2018).

Islamic Perspective on Impulsive Buying

Islamic doctrine provides a balanced approach in consumption and warned Muslims not
to engage in spendthrift and extravagant behavior (Musadik & Azmi, 2019), where Qur’an
(6:14) states that Allah does not love those who do ‘israaf-excess in consumption of things
that are otherwise permissible. Qur’an, while prohibiting ‘Tabzeer’ firther says," .. for those
who squander wastefully are Satan’s brothers, and Satan is ever ungrateful to his Lord"
(17:27) Tabzeer means spending for luxuries and sinful acts and similar things which are
neither man’s real necessities nor useful (Zaman, 2014). ‘Israaf’and "Tabzeer’ contradict the
principles of "Wasatiyyah" or moderation which is much preached in Islam. According to the
Islamic belief, excessive spending is forbidden in any mode and every individual must ensure
moderation while fulfilling their needs (Rozana, Nugrahawati, & Dwarawati, 2020). This
principle of moderation applies to every course of action whether or not these acts involve



224 Habib, M. D., Batool, N., & Hassan, M. - Religiosity and impulsive buying tendencies .... 2020

money. The marketers, on the other hand, have not gained a clear insight about spending
behaviour of Muslim consumers (Karoui & Khemakhem, 2019). In recent era, issues related
to the consumption of Muslim population are getting more attention, where the authorities
are concerned about how pertinent decisions of Muslim consumers regarding finances are
informed by their religious beliefs (Rozana et al., 2020).

Religiosity and Islamic perspective

Religion is recognized as a universal social institution that may shape out the believes,
values, attitudes, and behaviors of individuals and society (Mokhlis, 2009). Religion is a
distinct concept from religiosity. The former concept is the representation of the continuum
of commitment towards a particular faith, while the latter concept is the representation of
the emphasis of religion in guiding people to spend their life in accordance with religious
teaching (Weaver & Agle, 2002). Religiosity defines the way of life as a reflection of values
and attitudes of individuals and societies (Fam et al., 2004). The people who believe in
religion have certain values that may influence their decisions and actions. Islam is a religion
that offers a complete guide to Muslims in every aspect of life, for instance how to trade,
how to consume, what to eat and drink, etc ( Shah Alam, Mohd, & Hisham, 2011). Islamic
religiosity is based on Qur’an and the Sunnah (Eid & El-Gohary, 2015). Followers of Islamic
religiosity are supposed to follow a balanced approach in every aspect of their life and avoid
from wasteful and unnecessary consumptions (Ghani et al., 2008).

Hypotheses Development

Religiosity and Materialism

Previous studies showed that religious consumers are less materialistic. Branded goods are
least important for them and they avoid conspicuous consumption (Essoo & Dibb, 2004;
Stillman, Fincham, Vohs, Lambert, & Phillips, 2012). Nevertheless, it is argued by some
that religious consumers are not against materialism and lavishness (Arli & Tjiptono, 2018).
Therefore, it is inconsistent to conclude that people showing greater religious tendencies will
rate low in materialistic behavior. Religious consumers may express low materialistic values
because they have high subject wellbeing (Agarwala et al., 2019). Wellbeing is known as
how individuals assess their life satisfaction on the rational and affective bases (ILa Barbera
& Gurhan, 1997). Individuals opt for materialism to cope with stress or unpleasant thoughts
(Weaver & Agle, 2002; Weaver, Moschis, & Davis, 2011). Materialistic values lead to more
unhappy and dissatisfied feelings as compared to non-materialistic values (Chang & Arkin,
2002) and stress is strongly related to materialistic values (Weaver et al., 2011). Some studies
also conclude that individuals who are practicing prayer in their daily lives are more satisfied
and have a positive feeling about wellbeing of life. Prayer is defined as communication
with the divine (Vasconcelos, 2010). Expressing gratitude help in energizing individuals and
positively influence moods of people ( McCullough, Emmons, & Tsang, 2002). This spiritual
practice helps to reduce stress and control emotions of individuals (Watts 1996; Schimmel
1997). Accordingly customers with higher level of religious beliefs have lesser materialistic
values. Thus, the researchers hypothesize:
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H1: Intrinsic religiosity has a significant and negative impact on materialism
H2: Extrinsic religiosity has a significant and negative impact on materialism

Religiosity and Risk Aversion

In a given situation, customers differ depending on the amount of risk they are willing to take.
In general, risk-averse buyers hesitate to try new products, tend to keep on known brands and
prevent behavioral changes (Matzler et al., 2008). An examination of the literature shows
that the level of a consumer’s religiosity is positive for aversion to risk. Religious teachings
recommended a balanced consumption approach that may result in lessening impulsive
purchases. Such consumers are more sensitive to risk perceptions in buying situations and
experimental while shopping (Yousaf & Shaukat Malik, 2013). They are reluctant to accept
new products or change brands (Choi, 2010). It is postulated that religious customers’ deep
involvement in their religious group’s standards and activities could create collectivistic
tendencies or interdependence. "Experiencing interdependence entails seeing oneself as part
of an encompassing social relationship and recognizing that one’s behavior is determined,
contingent on, and, to a large extent organized by what the actor perceives to be the thoughts,
feelings, and actions of others in the relationship" (Markus & Kitayama, 1991). Participants
in any collective subculture field care for belonging and emphasize community laws which
contribute to interdependence(Agarwala et al., 2019). The tightness of subcultures to which
you belong is also connected with interdependency (Carpenter, 2000). A strong cultural
group supports multiple rules and standards for its members and demands high standards of
proper conduct (Gelfand, 2012). Religion being the subculture influence the aversion to risk
positively. Accordingly, the researchers hypothesize:

H3: Intrinsic religiosity has a significant and positive impact on risk aversion

H4: Extrinsic religiosity has a significant and positive impact on risk aversion

Religiosity and life satisfaction

Religious significance advocates the claim that faith in "a devine other" and perceived
closeness to God can lead to health through a sense of ontological trust and personal value
that improves life satisfaction (Krause, 2004; Lim & Putnam, 2010; Vang, Hou, & Elder,
2019). As a potent force in shaping feelings of self-evolution and empowerment, Pollner
(1989) points at interaction with " symbolic others"- in opposition to true congregational
interactions. Accordingly, it is suggested that "divine relations" may not necessarily represent
an "objective" truth strengthening our sense of coherence and order, thus reducing tension
and guilt (Pollner, 1989). In contrast, a common faith reinforced by co-religionists shows
that "attention and belief in divine causal significance are related to a sense of one another".
Briefly, faith can help religious groups develop a sense of purpose and thus improve their
happiness in their lives (Schieman, Bierman, & Ellison, 2013). Some researchers have
concluded that religious participation is a greater and more reliable association of well-being
than the religion itself (Kortt, Dollery, & Grant, 2015). For example, engagement in religious
social activities was found to enhance the happiness of older, widowed white women for a
better lifespan (Neill & Kahn, 1999). Furthermore, it has been shown that participating in
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religious services is another important element of religion that affects well-being (Greenfield
& Marks, 2007). Religious involvement often encourages contact with other congregations,
thus creating a sense of identity that will be reinforced by "a shared set of beliefs, values and
interests" (Schieman et al., 2013). Accordingly, it can be postulated that there is a positive
impact of religiosity on risk aversion. Thus, the researchers hypothesize:

HS: Intrinsic religiosity has a significant and positive impact on life satisfaction

H6: Extrinsic religiosity has a significant and positive impact on life satisfaction

Materialism and Impulse Buying

A strong link between materialism and impulse buying is shown in previous literature
(Pradhan, Israel, & Jena, 2018). People high on materialism and "loose" on money are
predisposed to make "exhibitionist" transactions. It is argued that these customers would be
both optimistic about debt and better about impulsive-buying. Dittmar, Beattie, and Friese
(1995) found that individuals may buy an item impulsively to move their true selves closer
to an imaginary (more ideal) themselves and that high-impulse purchases vary in terms of
self-expression and work from low-impulse purchases. Lins er al., (2015) showed that the
effect of impulsive purchases depends on reference or peer group’s norms and values. A
materialist who resides in a society in which material acquisition is the norm supposes that
impulsive purchases could reflect prestige, leading to greater power. Participants of the peer
group can even see a positive impact when the group views spontaneity and the pursuit of
hedonic objectives favorably (Sharma, Sivakumaran, & Marshall, 2010). Consequently it
can be hypothesize that materialism has significant and positive impact on impulsive buying
tendencies.

H7: Materialism has a significant and positive impact on impulsive buying tendencies

Risk Aversion and Impulsive Buying

The perceived risk can also be a significant constraint variable that could minimize the
purchasing effect and avoid impulsive comportments by inducing resistance mechanisms
or normative factors (Rook & Fisher, 1995). Customers may behave more impulsively
in a purchasing situation when they perceive a low risk (Lee & Yi, 2008). A significant
number of studies have shown that increased risk expectations regarding a brand decrease
the desire of consumers to buy (Tifferet & Herstein, 2012). Not surprisingly, the increased
adverse repercussions of a product and the greater probability of these adverse events make
the product less attractive to buyers. On the one hand, impulsive transactions are result of
emotions and usually take place with reduced concern for effects (Mishra, Sinha, & Koul,
2014). It would mean that the brand threat would play a limited role in such actions, as it
would be a mental assessment of a situation and its implications. Empirical research suggests
that impulse purchases were affected by cognitive issues, such as website value perceptions
(Agag & El-Masry, 2017; Akram et al., 2018) and expectations of online store (Chan et al.,
2017; Chih, Wu, & Li, 2012). Improved perception of brand risk can also inhibit impulsivity
and rising impulse. Thus it can be postulated that risk aversion beliefs reduce impulsive
buying tendencies.
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HS8: Risk aversion has a significant and negative impact on impulsive buying tendencies.

Life Satisfaction and Impulsive Buying Tendency

Life satisfaction is characterized as an individual cognitive assessment in terms of quality of
life. It is a wider term that encompasses a wide range of possibilities, such as poor living
satisfaction, ordinary and average life satisfaction (or satisfaction with practical life) as well
as complete satisfaction with life. Many surveys have measured the satisfaction of people
with their lives based on their decisive role in the efficient functioning of personal and social
life (Antaramian, Huebner, & Valois, 2008). Ash and Huebner (2001) found demographic
characteristics such as socioeconomic conditions as significant contributors of life satisfac-
tion. Some research shows that people who are unhappy with their lives and feel that they
are unwanted or uncomfortable, have depression sometimes; while sometimes, those who are
reasonably happy to live, have symptoms of mental illness (Valois, Zullig, Huebner, & Drane,
2009). Based on some research results, satisfaction with life is in a positive relationship with
positive mental characteristics such as happiness and self-esteem. An individual’s propensity
to shop without a plan can be linked to effort for getting satisfaction in life (Silvera, Lavack,
& Kropp, 2008). Thus it can be proposed that life satisfaction has a significant impact on
impulsive buying tendencies.

H9: Life satisfaction has a significant and negative impact on impulsive buying tendencies.

Materialism
Intrinsic
Religiosity
Risk Aversion Impulsive
Buying
Extrinsic
Religiosity

Life Satisfaction

FIGURE 1. Theoretical framework

RESEARCH METHODOLOGY

The population of the study are buyers of apparel products (i.e. clothes, watches, and shoes,
etc.). Mall intercept approach is used for the collection of data. Data is collected form
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different shopping malls of major cities (i.e. Islamabad, Rawalpindi, Lahore, Faisalabad,
and Multan). During the data collection, researchers approached every 4th buyer of apparel
products and asked him/her to fill out the questionnaire. A total of 410 questionnaires were
distributed, out of which 313 were received. In the final study, 272 useable questionnaires
were included. Respondents’ profile is depicted in Table 1. Partial Least Square Structural
Equation Modeling (PLS-SEM) technique was used to analyze the data. Hair et al. (2014)
recommended two steps procedure for PLS-SEM. The first step is measurement model
analysis and the second step is structural model analysis. SmartPLS 3.0 was used to analyze
the data.

Measures

Survey questionnaire was based on well-established measures adopted from existing litera-
ture. To measure intrinsic religiosity, 5 items scale suggested by Allport and Ross (1967) was
adapted, while to measure extrinsic religiosity, again Allport and Ross (1967) scale having
4 items was adapted. To measure materialism 8 items scale was adapted from Raggiotto et
al. (2018). To measure risk aversion, 3 items scale suggested by Matzler, Grabner-Krauter,
and Bidmon (2008) was adapted .Life satisfaction has been measured on 5 items scale by
Diener, Oishi and Lucas (2003). To measure impulsive buying tendency, Nayebzadeh and
Jalaly (2014) scale was adapted having 5 items. All responses have been taken on five points
Likert scale.

TABLE 1
Profile of demographic variables
Demographic Category Frequency Mean (S.D) Skewness Kurtosis
Gender Male 146 1 mode (0.53) 0.15 -1.77
Female 126
Age (Inyears)  Less than 20 13
21-25 75
26-30 83 2.98 (1.03) 0.32 -0.86
31-35 59
Above 35 42
Education Intermediate 37 3.23 (0.97) -0.13 -0.98
Bachelor 95
Masters 76
Above Master 52
Monthly Income Less than 50,000 21 3.88 (0.98) 0.43 -1.34

50,001-100,000 41
100,001-150,000 54
150,001-200,000 44
200,001-250,000 84
Above 250,000 28
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TABLE 2
Results of Measurement Model Analysis
Constructs Items Outer Loading Cronbach’s Alpha Composite Reliability (CR) AVE*
INR1 0.69
INR2 0.73
Intrinsic Reli- INR3 0.81 0.81 0.87 0.57
giosity
INR4 0.79
INRS 0.73
Extrinsic Reli- ExRI1 0.74
giosity
ExR2 0.79 0.77 0.85 0.60
ExR3 0.77
ExR4 0.78
Materialism Matl 0.77 0.79 0.90 0.58
Mat2 0.81
Mat3 0.78
Mat4 0.74
Mat5 0.75
Mat6 0.74
Mat7 0.71
Risk Aversion RAvl 0.82 0.87 0.88 0.71
RAvV2 0.83
RAv3 0.87
Life Satisfac- LSTI1 0.81 0.81 0.88 0.64
tion
LST2 0.84
LST3 0.79
LST4 0.75
Impulsive Buy- IBT1 0.80 0.87 0.91 0.67
ing
IBT2 0.81
IBT3 0.83
IBT4 0.83
IBTS 0.80

* AVE: Average Extracted Variance

Data Analysis

Measurement Model Analysis

To analyze the measurement model, validity (i.e. convergent validity and discriminant
validity) and reliability (i.e. Cronbach’s alpha and composite reliability) have been measured.
In measurement model analysis, factor loadings of observed variables are checked. Factor
loadings showed the correlation among the observed variables with the latent variable. The
resulting value should be higher than 0.50 and hence the observed variables having factor
loading below 0.50 are deleted (i.e. Mat8 and LSTS). The results are presented in Table 2.
The internal consistency of latent variables was evaluated by using composite reliability and
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Cronbach alpha. Hair Jr, Hult, Ringle, and Sarstedt (2016) recommended that the value of
composite reliability (CR) and Cronbach alpha should be higher than 0.70. Average Variance
Extracted (AVE) is used to understand convergent validity. To establish convergent validity,
AVE value should be higher than 0.50 (Habib & Saman, 2020; Hair Jr et al., 2016). The
results of convergent validity are in Table 2.

TABLE 3
Fornell-Larcker discriminant validity and correlation analysis
Constructs 1 2 3 4 5 6

1. Intrinsic Religiosity ~ 0.75
2. Extrinsic Religiosity 0.52  0.77

3. Materialism -0.56 -0.42 0.76

4. Risk Aversion 0.59 0.60 -0.59 0.84

5. Life Satisfaction 071 0.56 0.53 -0.59 0.80

6. Impulse Buying -0.71 -0.53 0.58 -0.63 -0.59 0.82

Fornell-Larcker criterion is used to test the discriminant validity. This criterion that
matches the square root of AVE of all variables, should be greater than the inter constract
correlation. Results are presented in Table 3 that exhibited that the square root of AVE of
each latent variable is higher than their respective correlation values.

Structural Model Analysis

Following the measurement analysis, structural model analysis is performed. In structural
model assessment, structural path analysis and R2 analysis are performed. To analyze the
hypotheses of the study, the structural model has been analyzed. First hypothesis results
showed that intrinsic religiosity negatively influences the materialism of the consumers (i.e.
B=-0.47, p<0.00). Second hypothesis results also showed that extrinsic religiosity negatively
influenced the materialism of the consumers (i.e. = -0.17, p<0.00). Third hypothesis result
show that intrinsic religiosity positively influences the risk aversion (i.e. 8= 0.39, p<0.00).
Forth hypothesis result show that extrinsic religiosity positively influences the risk aversion
(i.e. B= 0.39, p<0.00). Fifth hypothesis result show that intrinsic religiosity positively
influences the life satisfaction (i.e. = 0.58, p<0.00). Sixth hypothesis result show that
extrinsic religiosity positively influences the life satisfaction (i.e. = 0.26, p<0.00). Seventh
hypothesis result show that materialism positively influences impulsive buying tendency (i.e.
B=0.29, p<0.00). Eighth hypothesis result show that risk aversion negatively influences the
impulsive buying tendency (i.e. S=-0.36, p<0.00). Ninth hypothesis result imply that life
satisfaction negatively influences the impulsive buying tendency (i.e. = -0.24, p<0.00). The
results are given in Table 4.
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TABLE 4
Results of structural model
Hypothesis Path B p-value
H1 Int Religious—Materialism -0.47 0.00
H2 Ext Religious—Materialism -0.17 0.01
H3 Int Religious—Risk Avers 0.39 0.00
H4 Ext Religious—Risk Avers 0.39 0.00
H5 Int Religious—Life Satisfaction 0.58 0.00
H6 Ext Religious—Life Satisfaction 0.26 0.00
H7 Materialism—Imp. Buy Tendency 0.29 0.00
HS8 Risk Avers—Imp. Buy Tendency -0.36 0.00
H9 Life Satisfaction—Imp. Buy Tendency -0.24 0.00
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FIGURE 2. Structural Model

To measure that how much data is close to the fitted regression line, R2 analysis is
performed. R? values lie among 0 and 1. High value represents a good model fit of data. The
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values of R2 for materialism 1s 0.34, risk aversion is 0.47, life satisfaction is 0.56, and for
impulsive buying tendency is 0.54. The results are given in Table 5.

TABLE 5
Results of structural model
Constructs R?
Materialism 0.34
Risk Aversion 0.47
Life Satisfaction 0.56

Impulsive Buying Tendency 0.54

Discussion

This study provides a theoretical mechanism through which religious beliefs are transformed
into materialism, risk aversion and life satisfaction that precede the impulsive buying ten-
dencies. The findings of the study are in line with the assumptions of VAB and the theory
of consistency (Homer & Kahle, 1988; Kingston, 2016; Peifer& Holbert, 2016; Raggiotto
et al., 2018). The findings showed that customers follow their religious doctrine in their
consumption pattrens (Agarwala et al., 2019). The results reveal that religious values weaken
the materialistic beliefs, and strengthen the risk aversion and life satisfaction of consumers.
Findings support the proposition that religion has a significant influence on material life
(Rahman et al., 2017). Both inner / individual spiritual meanings and exterior/ social meaning
of religiousness condemn materialistic possession. Accordingly, materialism is in contrast to
the values of religiosity and opposes the teaching of balanced and antithetical consumption.
The results also validate the proposition that religious customers are more sensitive towards
risk and are less likely to experience risk (Bukhari et al., 2019; Yousaf & Shaukat Malik,
2013). Customers with the deep involvement of religiousness have interdependence and
avoid experiencing new technology and products. Furthermore, results show that religious
consumers are more satisfied with normal matters of life (Nayebzadeh & Jalaly, 2014).

The results also revealed that consumers with materialistic beliefs tend to acquire more
goods and would be buying excessively without evaluating the consequences of the purchases.
Furthermore, results also support that customers with low-level risk-taking attitude avoid
purchasing the new products and experimentations. Thus, before buying they are inclined to
review their purchases and evaluate the consequences the risk involved. Results also support
that life satisfaction is aligned with mental and physical health (Valois et al., 2009). Life
satisfaction has a positive relation with positive mental features and is adversely related to
depression. Purchasing without a plan is the depiction of negative mental health (Silvera et
al., 2008). So, the results validate that the customers with higher level of life satisfaction are
less inclined towards impulsive purchases.

There are some notable limitations, in terms of the generalizability and interpretation of
the results. The data was collected from mall customers of apparel products and therefore
results are not generalizable to other product categories and online settings. Further research
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should consider the other product categories and diverse online settings to enhance the gener-
alizability of results. The actual behaviors may also provide meaningful results in the context
of the proposed model. The findings also suffer from sampling approach and geographical
area. Of course, this model can also be tested by using a rigorous sampling technique on
diverse samples and geographical locations.

CONCLUSION

The current study has extended the applicability of VAB and the theory of consistency
by examining it in the context of religiosity. VAB and theory of consistency provide a
comprehensive assessment of impulsive buying tendencies of Muslim consumers of Pakistan.
The study operationalizes the concept of religiosity as intrinsic and extrinsic to comprehend
the complex nature of the concept. In line with the VAB, findings support the proposition that
intrinsic as well as extrinsic religious values significantly contribute towards cognitive aspect
(materialism, risk aversion, life satisfaction) that ultimately influence consumption behavior
(impulsive buying tendencies). Consistent with theory of consistency, the study found that
customers find the consistency of the religious doctrines with their beliefs. The results also
revealed that Muslim consumers follow a balanced approach in their consumption patterns
and avoid from wasteful and extravagant consumption.
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