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ABSTRACT

Impulse buying plays an essential role in consumer buying behavior as nearly ninety
percent of consumers at least occasionally engage in impulse buying. Moreover, it
accounts for a massive volume of products sold across categories and prices.
Therefore, it clearly creates selling opportunities, and subsequently is a crucia source
of revenue and profit. Thailand is the biggest color cosmetics market in Southeast
Asian countries, and Thai consumers are now more image-conscious and willing to
invest in beauty products. Currently, mass color cosmetics are mostly available
through self-selection stores where customers purchase inexpensive or mid-priced
cosmetics itemsin a self-service environment, which encourages customer to engage

in impulse buying.

Despite significant interest among marketing academicians and practitioners, most
previous impulse buying-related studies primarily focused only on its antecedents;
few addressed its consequences, and a great deal of them were conducted in western
countries, especially in low-involvement shopping environments. Hence, this study
aimsto identify the in-store marketing stimuli of impulse buying behavior, aswell as
its potential consequences, in terms of cognitive dissonance, the level of satisfaction,
and the post-purchase behavioral intentions of mass color cosmetics at self-selection

stores in Bangkok.

This study utilized a two-stage process, where Stage one involved qualitative research
by conducting 21 in-depth interviews with mass color cosmetics consumersto gain
insights into their impulse buying behavior. Stage two involved quantitative research
by conducting a person-administered survey with 900 female low-to-middle income
consumers who were 18 to 45 years old, and purchased mass color cosmetics at self-
selection stores in Bangkok within the last thirty days. In total, 780 respondents

remained, which represented 87 percent of the response rate.

The data analysis of structural equation modeling (SEM) indicated that music, the
sal esperson and the acceptance of a credit card significantly and respectively
influenced impulse buying. Even though impulse buying did not have an impact on

cognitive dissonance, it had a positive direct impact on the level of satisfaction, which



further positively influenced the post-purchase behavioral intention to repurchase,
cross-buy and spread positive word-of-mouth. Moreover, product performance
positively influenced the level of satisfaction. In addition, cognitive dissonance was
positively influenced by post-purchase information and attractive alternatives, whileit

was negatively influenced by purchase involvement and product performance.

Regarding its potential theoretical implications, this study provided afuller theoretical
understanding of the mechanisms of impulse buying by incorporating both influential
factors and potential consequences. Furthermore, it illustrated the relative importance
of in-store marketing stimuli, and the findings were thus of pragmatic value for
marketing practitioners as areference in planning resource allocation as well as
providing guidelines in devel oping compelling marketing strategies that create
impulsive selling opportunities. Moreover, this study revealed that the level of
satisfaction could be reduced by cognitive dissonance, and thus suggested that
companies should actively participate in customer dissonance reduction processes by
utilizing after-sale communication campaigns to help customers maintain their
positive attitude towards the product. Lastly, it was revealed how impulse buying
influenced the level of satisfaction, which further motivated positive post-purchase

behavioral intentions.
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CHAPTER|
GENERALITIESOF THE STUDIES

1.1 Introduction

In the current competitive market, companies are becoming more customer-oriented
and spending a considerable amount of resources in managing customer satisfaction
(Law, Hui and Zhao, 2004). To maximize customer satisfaction, there has been a
paradigm shift from transactional customer satisfaction towards relational customer
satisfaction, which focuses on long-term customer satisfaction (Clark and Das, 2009).
Relational customer satisfaction is a better predictor of positive post-purchase
behaviors (Johnson, Gustafsson, Andreassen, Lervik and Cha, 2001), such as
repurchase, positive word-of-mouth and cross-buying (De Wulf, Odekerken-Schrider
and lacobucci, 2001; Zeithaml, Berry and Parasuraman, 1996). Such behaviorsyield
companies several competitive advantages, such as preventing customer churn,
reducing marketing costs, enhancing business reputation (Fornell, 1992), and
subsequently enhancing profitability (Chiu, Chang, Cheng, and Fang, 2009).

Regarding the purchase decision, conventional wisdom points out that a consumer is
supposed to go through five rational stages in the buying process: (1) being aware of a
need, (2) searching for information, (3) evaluating the alternatives, (4) making a
purchase decision, and (5) evaluating the outcomes (Engel, Kollat and Blackwell,
1982); nevertheless, a consumer regularly skips certain steps and rather purchases on

impulse (Meng and Xu, 2012).

Impulse buying plays a dominant role in consumer buying behavior (Park and Kim,
2008). Two-thirds of all purchases are decided in the retail environment (Solomon,
2001), and nearly 90 percent of consumers at least occasionally engage in impulse
purchasing (Welles, 1986). Therefore, impulse buying has also accounted for avery
significant volume of products, which are sold across categories and prices
(Bellenger, Robertson and Hirschman, 1978; Cobb and Hoyer, 1986; Rook, 1987;
Rook and Fisher, 1995; Hausman, 2000). Approximately seventy percent of
unplanned buying is aroused by in-store stimuli (Abratt and Goodey, 1990; Rook and

1



Fisher, 1995; Liao, Shen and Chu, 2009), which are under the control of marketers
(Beatty and Ferrell, 1998) to arouse afavorable response from customers (Hill, 2009).
Hence, it is crucial to understand the influence of in-store marketing stimuli on

impulse buying behavior.

Neverthel ess, since impulse buying lacks proper planning and consideration
compared to anormal rational planned purchase, there is greater likelihood of
cognitive dissonance that may further hinder customer satisfaction (Rook and Fisher,
1995; Kang and Johnson, 2009; Kang, 2013). However, some studies argue that
customer express good feelings and do not display significant dissatisfaction after
making an impulse purchase (Gardner and Rook, 1988), and they may even remain

satisfied despite the regret that results from overspending (Dittmar and Drury, 2000).

Impulse buying behavior existsin every selling environment for any product and at
any time (Dittmar, Beattie and Friese, 1995; Duarte et a., 2013). Typically, shopping
for color cosmetics, which are high-involvement items (Ueacharoenkit, 2011),
generaly involves hedonic considerations for impulsive customers (Verplanken et al.,
2005; Apaolaza-Ibafiez, Hartmann, Diehl and Terlutter, 2011). Over seventy percent
of cosmetics product sales, which are sensory and symbolic items that bolster a
customer's self-image and encourage hedonic shopping motivation (Dittmar, Besttie

and Friese, 1995), are the consequences of unplanned purchase (Kang, 2013).

Thailand is one of the world's significant emerging beauty markets (Lopaciuk and
Loboda, 2013) as Thai consumers are now more image-conscious and willing to
invest in beauty products (Euromonitor, 2014a). In the Thai beauty product market,
color cosmetics products have the greatest potential with a growth rate of 6.5 percent
and avalue of 14 hillion Baht (Marketeer, 2016b; Positioning, 2016). Furthermore, as
mass color cosmetics brands have high growth potential, certain luxury brands have
extended their product range into the mass market, such as Shiseido and Kose
(Reungsinpinya, 2011). These products are generally available at self-selection stores
(Reungsinpinya, 2011), where customers purchase inexpensive or mid-priced
cosmetics items in a self-service environment, in which they have more freedom to
select a product, and subsequently are encouraged to engage in impulse buying
(Sirhindi, 2010).



Since impulse buying is a crucial source of profit (Brici, Hodkinson and Sullivan-
Mort, 2013), implementing the right marketing strategies to encourage impulse
buying in the high potential context of mass color cosmetics products could yield
competitive advantages for a company. Therefore, marketing factors that encourage
impulse buying behavior is acritical topic to investigate. Nevertheless, impulse
buying involves a certain degree of jeopardy that might hinder customer post-
purchase satisfaction (Rook and Fisher, 1995; Kang and Johnson, 2009; Kang, 2013).
Hence, the study on how impulse buying creates customer satisfaction and encourages
positive post-purchase behavioral intentionsis even more of an intriguing area of

study.

1.2 Context of the Study: Mass Color Cosmetics Products Availablein Self-

Selection Storesin Thailand

In contemporary society, consumers are extensively exposed to "idealized" body
images, which are portrayed to promote various products and services, especially
cosmetics products, throughout the consumer culture (Featherstone, 1993). Cosmetics
products are then used pervasively by consumers as an instrument to elevate their
physical attractiveness and exhibit their various ideal selves (Beausoleil, 1994;
Thompson and Haytko, 1997). More than 90 percent of female consumers worldwide
apply at least one cosmetics item daily, using an average of 7.4 items and 4.4 brands
(Guthrie and Kim, 2009).

Thailand is one of the emerging cosmetics markets in which constant rise in sales
have a compelling impact on the world market's growth rate (Stelb, Giraldo and
Eggleton, 2013). Cosmetics products were forecasted to be the business with the
second greatest potential for Thailand in 2015 (UTCC, 2014). The industry has
continuously expanded due to the growing middle-income population (Yano Research

Institute, 2014) and modern beauty and health-conscious lifestyles (Manager, 2015).

Currently, the Thai cosmetics product market is worth approximately 81 billion Baht
with the annual growth rate of around four to six percent (Positioning, 2016); and it

can be generally categorized into five main segments, which are (1) skin care (46

3



percent) — including facial cream, skin lotion, and cleansing foam, etc., (2) hair care
(22 percent) — including shampoo, conditioner, hair treatment, and hair dye, etc., (3)
color cosmetics products (16 percent) — including foundation, lipstick, eye shadow,
and blusher, etc., (4) toiletries (13 percent) — including body wash, toothpaste, etc.

and (5) fragrances (3 percent) — including perfume, cologne, etc. (Marketeer, 2016a).

Even though the Thai cosmetics product market is dominated by skincare products,
color cosmetics products has the highest potential with avalue of 14 billion Baht and
agrowth rate of 6.5 percent, which is the highest growth rate in the beauty products
market (Marketeer, 2016b; Positioning, 2016). Currently, the Thai color cosmetics
products market is the biggest market in Southeast Asian countries (Forbes Thailand,
2014), and the value is expected to exceed 20 billion Baht by 2017 (Manager, 2014).
The market can be divided into four main segments, which are (1) face-related
products (59 percent), (2) lip-related products (22 percent), (3) eye-related products
(17 percent), and (4) nail-related products (2 percent) (Positioning, 2016) (Figure 1.1).

Figure 1.1: Thailand's Beauty Product Market Sharein 2016

Fragrances
Hair Care o
22%
Color Cosmetics
16%

Lips 22%
Eyes 17%
Nails 2%

Sources.

Marketeer (2016a). Beauty Product Market. Retrieved April, 4, 2016, from: http://marketeer.co.th/2016/03/beauty-

mkt-share-0316/
Positioning (2016). Beauty Products Market in Thailand in 2016. Retrieved April, 4, 2016, from:
http://www.positioningmag.com/content/62883
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M acr o-Environmental Analysis

The cosmetics products industry has continuously expanded as a consequence of the
country's economic development, which has been encouraged by the government. For
instance, the government has encouraged international investors through the
relaxation of foreign investment laws and regulations, and infrastructure development
(Ueacharoenkit, 2011); it has enforced Free Trade Agreement (FTA) on cosmetics
products from Southeast Asian countries (Kasikorn Research Center, 2010), and has
increased consumer purchasing power with minimum wage policy (Jarurungsipong
and Rakthum, 2012).

As aresult of the modernizing society, the average age to start applying cosmetics
products has fallen from 18 years old to 15 years old, and usage among young
consumers has been increasing dramatically (Phupoksakul, 2005; Positioning, 2014).
Moreover, Euromonitor (2014a,b,c) revealed that Thai consumers with increased
disposable income, sophistication and educational level have become more image-
conscious and are thus willing to invest in cosmetics products to enhance their
appearance, which coincides with a strong correlation between beauty spending and

GDP per capitain various countries as indicated in previous study (Stelb et al., 2013).

Micro-Environmental Analysis

To maintain market share, new cosmetics products from existing companies are
continuously introduced onto the market (Ueacharoenkit, 2011). Hence, cosmetics
products manufacturers and distributors are advised to steadily develop and elevate
their production technology and innovation to match consumer demand while
marketers should attempt to craft differentiation strategies to build an outstanding and
unique product image to encourage market expansion and increase product value
(Beauty Community Public Company, 2013).

Hence, consumers are offered an abundance of cosmetics choices at different price
levels (Reungsinpinya, 2011). Many international luxury brands are entering the
market to attract medium- to high-end cosmetics customers. Y et, mass brands till

prevail in the market because consumer income is still low relative to Singapore,
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Hong Kong and China, and customers believe that the product quality of these brands
is comparable to counter brands (Euromonitor, 2014a; Marketeer, 2014b). Due to
higher growth potential, even high-end brands have started to launch mass cosmetics

product lines to match consumer purchasing preferences (Reungsinpinya, 2011).

Regarding product distribution, color cosmetics products are generally distributed
through three main types of retailors, which are counter sales, self-selection stores,
and direct sales. Among the various channels, self-selection stores, especially
hypermarkets, supermarkets and drugstores, have been dominant channels over time
because they offer more comfortable product pick-up channels and a more
comprehensive product portfolio (Euromonitor, 2014a). They also provide customers
with the freedom to choose their own preferred products, and give beauty advice upon
request (Reungsinpinya, 2011; Siamturakij, 2015). Even though luxury cosmetics
brands commonly distribute products via counter sales at department stores with value
added counseling, they also increasingly distribute products at certain high-end
specialty stores (Reungsinpinya, 2011; Cuyvers, Chamroenprucks, Maninopparatana,
Chumasaratul and Thananan, 2013).

According to Jarurungsipong and Rakthum (2012), the increase in cosmetics products
sales has been partly a consequence of the continuous introduction of promotional
campaigns, which have then been hugely invested in by all playersin the market to
encourage demand, and to retain their market share (Beauty Cosmetic, 2014). In
addition to traditional media channels such as magazines, in-store promotions, and
road shows, various brands have increasingly implemented promotional strategies via
social media by hiring beauty bloggers to introduce and review their productsin order
to create positive informal and credible word-of-mouth effects (Reungsinpinya, 2011;
Euromonitor, 2014a)

1.2.1 Rationale of the Study Context

Since awide range of cosmetics choicesis available at different price levelsto serve
the different levels of demand in all market segments (Reungsinpinya, 2011;
Manager, 2015), the consumers' purchase and consumption behavior in each segment

should be different (Wu and Chen, 2012). Therefore, among various beauty product
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types, the mass color cosmetics products available at self-selection storesin Bangkok
are deemed to be an interesting context in which to undertake this study with the
following supporting reasons:

1. Cosmetics products have a substantial impact on the Thai consumer culture
and economy - Cosmeticsis considered as having a significant influence on
consumer culture by facilitating consumers to exhibit their "idealized" selves
(Beausoleil, 1994; Thompson and Haytko, 1997), and on the country's economics
with its high market value (Marketeer, 2014a) and continuous expansion (Yano
Research Institute, 2014). They are also one of 12 products promoted by the
Department of Export Promotion (Leelahongjudha, 2007); while foreign
investment is encouraged through the relaxation of related laws and regulations
and by infrastructure devel opment (Ueacharoenkit, 2011).

2. Thailand hasthe largest color cosmetics market in ASEAN - Thailand has the
largest color cosmetics product market (14 billion Baht) in the region with great
potential and a constant growth rate (6.5%), which is higher than the whole
cosmetics market growth rate (4-6%) (Marketeer, 2016b; Positioning, 2016).

3. Mass color cosmetics products and the self-selection stor es encourage impulse
buying - Color cosmetics can be counted as sensory and symbolic products that
bolster a consumer's self-image and are likely to arouse a customer's hedonic
motivation to purchase on impulse (Dittmar, Beattie and Friese, 1995). In
particular, mass color cosmetics have high growth potential and certain luxury
brands have started to extend their product range into mass color cosmetics lines
(Reungsinpinya, 2011). Furthermore, mass color cosmetics brands are mostly
available through the extensive channels of self-selection stores, such as
drugstores, specialty stores, stand-alone stores, supermarkets and hypermarkets
(Reungsinpinya, 2011), where customers experience and purchase inexpensive or
mid-priced cosmetics items in a self-service environment, in which a customer has
more freedom to browse and try a product, which subsequently encourages
customers to engage in impulse buying more than in clerk-serviced counters
(Sirhindi, 2010).



1.3 Statement of the Problem

Over the last sixty years, the study of impulse buying has generated substantial
interest among marketing academicians as one of the most essential characteristics of
consumer behavior (Clover, 1950; Stern, 1962; Bellenger et al., 1978; Cobb and
Hoyer, 1986; Rook and Fisher, 1995; Kim, 2003; Park and Kim, 2008). However, it
has been a challenge for researchers because it conflicts with a consumer's personal
best judgment (Hoch and Loewenstein, 1991) by being less compatible with existing
rational behavior models or economic utility theories, such as the theories of reasoned
action and planned behavior (Fishbein and Ajzen, 1975; Verplanken, Herabadi, Perry
and Silvera, 2005; Silvera, Lavack and Kropp, 2008; Cinjarevi¢, 2010). That is, it
rather brings complicated hedonic psychological motivations, low effort, and feelings
into their decision- making (Holbrook and Hirschman, 1982; Hoyer and Maclnnis,
2001).

Many previous impulse buying-related studies have given much attention to the role
of its antecedents, which consist of personal characteristics (Weun, Jones and Bestty,
1998), situational (Beatty and Ferrell, 1998; Tinne, 2011; Shapiro, 1992), economic
(Stern, 1962; Mihi¢ and Kusan, 2010), cultural (Stern, 1962) and demographic factors
(Yang, Huang and Feng, 2011), to identify which factors could encourage this
profitable purchasing behavior. However, it is rather difficult to study the influences
of these exhaustive antecedents. Therefore, this study focuses only on the in-store
marketing stimuli, which are practically helpful for marketers because these factors
are entirely under their control, and can be arranged in an appropriate way to arouse
positive response from the customers, such as purchase decision (Hill, 2009), and the
fact that the majority of unplanned purchases are motivated by these in-store factors
(Abratt and Goodey, 1990; Rook and Fisher, 1995; Liao, Shen and Chu, 2009).

In the post-purchase stage, impulsive buyers normally experience overspending
(Mansfield, Pinto and Parente, 2003), and even long-term financial problems (Rook,
1987). As aresult, many studies have related impulse buying with cognitive
dissonance, (George and Yaoyuneyong, 2010), post-purchase dissatisfaction, regret
(Rook and Fisher, 1995; Kang and Johnson, 2009; Kang, 2013), and guilt (Rook,

1987). However, impulse buying is still a pervasive purchasing behavior (Silvera et
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al., 2008) as consumers also purchase on impulse due to economic reasons, for
instance, to take advantage of discounted items (Rook and Fisher, 1995). Therefore,
some studies argue that impulse buyers express good feelings and do not display
significant dissatisfaction (Gardner and Rook, 1988), and they may remain satisfied
even though they may feel regret towards their overspending (Dittmar and Drury,
2000). Hence, the relationship between impulse buying and post-purchase evaluation
is gtill vague and needs further explicit investigation, which is crucial for marketersto

build long-term relationships with these profitable impulsive customers.

Furthermore, impulse buying occursin every selling circumstance across awide
range of product types and price levels (Cobb and Hoyer, 1986; Rook, 1987; Rook
and Fisher, 1995), yet agreat deal of research has been conducted in low-involvement
shopping environments, especially food retailing (Duarte, Raposc and Ferraz, 2013),
which requires little cognitive effort (Rook and Hoch, 1985; Winzar, 1992; Duarte et
al., 2013). However, the study of impulse purchase motivated by high involvement
and hedonic experience, particularly color cosmetics products, has unfortunately been
limited (Park, Kim and Forney, 2006).

Although Rook (1987) accurately claimed that impulse buying is universal in its
nature, and a considerable amount of research on the subject has been conducted in
the United States and other Western countries (Park and Choi, 2013), Kacen and Lee
(2002) believed that local market circumstances in terms of exchange system and
cultural forcesinfluence a consumer's impulse buying behavior. Therefore, itis
essential to explore the impulse buying behavior in non-Western countries, especially
in atransitional economic context, like the ASEAN Economic Community (AEC),
where markets are emerging with great growth potential (Batra, 1997; Shultz and
Pecotich, 1997) and retail environments are changing. This suggests the need to
understand the shopping behavior in these particular retail settings (Mai, Jung, Lants
and Loeb, 2003).

In conclusion, despite the growth potential of mass color cosmetics products through
self-selection stores (Reungsinpinya, 2011), and the impact of the retail environment
on impulse buying behavior (Sirhindi, 2010), most related studies have been
conducted in the the food retail sector (Duarte et al., 2013). Furthermore, even though
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impulse buying creates selling opportunities, how it influences customer satisfaction
and positive future behavioral intentionsis still understudied but is a compelling

topic.

1.4 Research Objectives

This study attempts to investigate the impact of in-store marketing stimuli on actual
impulse buying behavior, and how impulse buying has an influence on post-purchase
evaluation in terms of cognitive dissonance, the level of satisfaction, repurchase
intention, cross-buying intention, and word-of-mouth intention in the context of mass
color cosmetics products available in self-selection stores in Bangkok. Thus, the
research objectives of this study are as follows:

Objective 1: To investigate the in-store marketing stimuli influencing the impulse
buying behavior of mass color cosmetics customers at self-selection storesin
Bangkok.

Objective 2: To examine the influence of impulse buying on cognitive dissonance
and the level of satisfaction of mass color cosmetics customers at self-sel ection stores
in Bangkok.

Objective 3: To find out the influence of cognitive dissonance on the level of
satisfaction of mass color cosmetics customers at self-selection stores in Bangkok.
Objective 4: To examine the influence of post-purchase information, purchase
involvement, attractive alternatives and product performance on cognitive dissonance
of mass color cosmetics customers at self-selection stores in Bangkok.

Objective 5: To study the influence of the level of satisfaction on post-purchase
behavioral intentions (repurchase intention, cross-buying intention and word-of-
mouth intention) of mass color cosmetics customers at self-selection storesin

Bangkok.
1.5 Research Questions
To achieve the main purpose of this study on the examination of the relationship

between in-store marketing stimuli, impul se buying behavior, cognitive dissonance,

the level of satisfaction, repurchase intention, cross-buying intention, and word-of-
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mouth intention of mass color cosmetics customers at self-selection storesin

Bangkok, the following research questions are proposed:

Resear ch Question 1: What are the in-store marketing stimuli determining the
impulse buying behavior of mass color cosmetics customers at self-selection storesin
Bangkok?

Resear ch Question 2: How does impulse buying influence cognitive dissonance and
the level of satisfaction of mass color cosmetics customers at self-selection storesin
Bangkok?

Resear ch Question 3: How does cognitive dissonance influence the level of
satisfaction of mass color cosmetics customers at self-selection storesin Bangkok?
Resear ch Question 4: How do post-purchase information, purchase involvement,
attractive alternatives and product performance influence cognitive dissonance of
mass color cosmetics customers at self-selection stores in Bangkok?

Resear ch Question 5: How does the level of satisfaction influence post-purchase
behavioral intentions (repurchase intention, cross-buying intention and word-of-
mouth intention) of mass color cosmetics customers at self-selection storesin
Bangkok?

1.6 Scope of the Research

Since impulse buying is a sudden purchase decision that lacks proper consideration, a
customer may suffer from cognitive dissonance and dissatisfaction, and could perform
certain negative post-purchase behaviors (Rook and Fisher, 1995; Kang and Johnson,
2009; Kang, 2013). Nevertheless, impulse buying is still prevalent in consumer
buying behavior (Park and Kim, 2008) and a crucial source of profitability (Brici et
al. 2013). Some studies argue that a customer could be satisfied with their impulsive
buying decision (Chen, 2002). Therefore, the relationship between impulse buying
and its post-purchase evaluations is still vague and needs further investigation. Hence,
this study aimsto investigate the in-store marketing stimuli of impulse buying, as well
asto clarify its potential consequences in terms of cognitive dissonance, and the level
of satisfaction, which is expected to be influenced by product performance, and has a

direct impact on post-purchase behavioral intentions, namely repurchase intention,
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cross-buying intention and word-of-mouth intention, in the high potential context of
mass color cosmetics.

This study employed a qualitative research methodology by conducting in-depth
interviews with 21 participants, and also applied quantitative research methodol ogy
by conducting a person-administered survey with 780 female consumers who were 18
to 45 years old, from the social economic classes B, C and D, and impulsively
purchased mass color cosmetics from self-selection storesin Bangkok in the last 30
days. The samples were selected by stratified three-stage sampling, and the data were
collected in around six shopping centers in Bangkok. The research findings not only
provide marketing academicians with a more complete understandings of impulse
buying mechanisms by incorporating both the antecedents and consequences, but also
benefit marketing practitioners with the references in prioritizing resource allocation
and developing compelling marketing strategies that generate impul se buying
opportunities, which would likely create customer satisfaction and positive post-

purchase behavioral intentions.

1.7 Definition of Terms

Acceptance of a credit card

It can be regarded as a payment method that eliminates the instant need for cash to
buy something, and provides certain incentives to increase the purchasing temptation
(adopted from Schor, 1998; Coley and Burgess, 2003; Muruganantham and Bhakat,
2013).

Attractive alter natives
It denotes the anticipation of acquiring more satisfaction from unchosen or foregone
aternatives (Kuo, Hu and Y ang, 2013).

Brand reputation

It can be denoted as the perception of the product quality attached to the brand name
(Seines, 1993).
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Cognitive dissonance
It represents the psychological discomfort after choosing from a set of alternatives,

each of which hasits own enticing attributes (Festinger, 1957).

Color cosmetics

It is also known as ‘make-up’, and is used to color or beautify the face and body
(Merriam-Webster, n.d.). It iscomposed of four categories: face, eye, lip and nail
make-up (Mintel, 2011).

Cosmetics
It refers to the substances applied to the human body to enhance appearance (Wu and
Chen, 2012; Cuyvers et a., 2013).

Cross-buying intention

It can be defined as the intention to purchase additional different products from the
same provider (adopted from Verhoef, Franses and Hoekstra, 2001; Reinartz, Thomas
and Bascoul, 2008; Ngobo, 2004).

Impulse buying
It is an unplanned buying behavior, which isaresult of being exposed to stimuli, and
is spontaneously decided. After the purchase, the customer has cognitive and/or

emotional reactions (Parboteeah, 2005).

Level of satisfaction
It can be described as an evaluation of the perceived performance of a certain

consumption experience (Woodruff, Cadotte and Jenkins, 1983).

Mass Color Cosmetics

It refersto value pricing or non-prestige color cosmetics that are widely distributed
through self-sel ection stores, such as chain drugstores, supermarkets and
hypermarkets, convenience stores, etc. (adapted from US Commercia Service Hong
Kong, 2015)
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Post-pur chase behavioral intentions

It can be defined as a series of intentional actions taken by customers to compare their
expectation with their perception of the actual product performance, and they act in
accordance with their evaluations (Adopted from Andreasen, 1976; Gilly, 1979).

Post-pur chase information
It refers to the choice-confirmatory or inconsistent information that a customer
encounters in the post-purchase stage (adopted from Mao and Oppewal, 2010).

Price promotion

It can be described as a monetary incentive utilized to instantly encourage a customer
to buy a product or behave in afavorable way toward a brand (adopted from Shimp,
2003).

Product performance
It isthe product utility evaluated after the product is consumed (Adopted from
Mugge, Schifferstein and Schoormans, 2010).

Prominent display
It can be defined as an eye-catching display that encourages a consumer to notice a
product (adopted from Desmet and Renaudin, 1998).

Pur chase involvement
It can be described as the relevance of the purchasing behavior to a consumer (Slama
and Tashchian, 1985).

Repurchase intention
It can be defined as a customer's decision to continue engaging in an activity
provided by the certain retailer (Hume, Mort and Winzar, 2007).

Self-service
It reflects a service transaction that is undertaken by the customers themselves

(Globerson and Maggard, 1991).
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Stor e environment
It can be described as the physical and non-physical components of a store, which are
under the control of retailers with an attempt to enhance customers' in-store shopping

experience (Eroglu and Machleit, 1990).

Variety of products
It refers to the wide range of product selections available in a certain store (adopted
from Nguyen, Nguyen and Barrett, 2007).

Word-of-mouth intention

It isan evaluation of a product, brand or company without commercial intention, and
isintended to be initiated through certain communication channels (adopted from Kuo
et a., 2013).
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CHAPTER I
REVIEW OF RELATED LITERATURE AND STUDIES

This chapter presents areview of literature and theories on impulse buying and other
related concepts. The previous literature and theories are the groundwork in
establishing the rel ationships between impul se buying, in-store marketing stimuli and
post-purchase evaluation. This chapter begins with the definitions, classifications, and
antecedents (in-store marketing stimuli), followed by the theories related to impulse
buying. Furthermore, cognitive dissonance and the level of satisfaction are reviewed
and presented in the sequence of their definitions, influencing factors, and theories.
Lastly, post-purchase behavioral intentions, which consist of repurchase intention,
cross-buying intention, and word-of-mouth intention, are also illustrated with their

definitions and related theories.

2.1 Impulse Buying

| mpulse buying has been widely referred to as unplanned purchase (Stern, 1962;
Bellenger et al., 1978; Engel and Blackwell, 1982; Cobb and Hoyer, 1986), which is
one of the most crucial features to understand the buying behavior and the customers
themselves (Park and Kim, 2008). The concept has been regarded as ssimple but is
actually complex and incompatible with existing rational behavior models (Fishbein
and Ajzen, 1975; Verplanken et al., 2005; Silverra et al., 2008; Harmancioglu, Finney
and Joseph, 2009; Cinjarevi¢, 2010).

The study of impulse buying was initiated over sixty years ago by Clover (1950), who
suggested that some products can be purchased on impulse. Applebaum (1951)
introduced the concept of stimulusinto the study and suggested that consumers
encountered stimuli to purchase on impulse once they entered a store. Later in 1962,
Stern proposed that impul se buying was synonymous with "unplanned purchase”, but
Rook and his colleagues (Rook, 1987; Rook and Hoch, 1985; Rook and Gardner,
1993; Rook and Fisher, 1995) later argued that impul se buying was beyond unplanned

purchase, and it also involved persona characteristics and environmental stimuli.
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2.1.1 Definitions of Impulse Buying

Even though Applebaum (1951) claimed that impul se buying involved an exposure to
astimulusin a store, the definition of impulse buying as simply "unplanned purchase"
has been extensively employed by numerous scholars (Stem, 1962; Bellenger et al.,
1978; Engel and Blackwell, 1982; Cobb and Hoyer, 1986). It was defined as a
purchase decision that is not planned or without a pre-buying intention before
entering a store. However, some scholars argued that al impulse buying is unplanned,
but not all unplanned buying is decided impulsively (Iyer, 1989). That is, impulse
purchase is atype of unplanned purchase that is decided quickly, in a shorter time
span than unplanned purchase (Dholakia, 2000), and is made when a customer
encounters a product and other stimuli (Rook and Hoch, 1985; Hoch and
Loewenstein, 1991). Nevertheless, there are some other dimensions of impulse buying
that need to be clarified (Rook, 1987; Rook and Hoch, 1985; Rook and Gardner,
1993).

According to Hausman (2000), subsequent to 1982, various researchers identified the
behavioral dimensions of impulse buying, and many recognized that it involves
hedonic or affective component (Weinberg and Gottwald, 1982; Rook, 1987; Piron,
1991; Rook and Fisher, 1995; Bayley and Nancarrow, 1998; Parboteeah, 2005).

Therefore, Weinberg and Gottwald (1982) defined impulse buying as a purchase
behavior with high emotional motivation, low cognitive control, and mostly reactive
behavior. The analysis of Rook and Hoch (1985) suggested five main elements to
differentiate impul se purchase from non-impulse purchase, which were: (1) afeeling
of an immediate and spontaneous motive for action, (2) temporary lack of self-
control, (3) psychological conflict and struggle, (4) lower cognitive assessment, and

(5) spending without consideration of the consequences.

In addition, based on the psychological aspect, Rook (1987) further described impulse
buying as a purchasing behavior that happens when a consumer encounters a sudden,
generally compelling and persistent urge to immediately buy something. Rook also
claimed that the impulsivity is hedonically complicated, might generate emotional

conflict, and tends to happen with a diminished degree due to its consequences.
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Even though impulse buying is generally characterized as an irrational purchasing
behavior involving a hedonistic shopping motivation or an affective component
(Weinberg and Gottwald, 1982; Rook, 1987; Piron, 1991; Rook and Fisher, 1995;
Bayley and Nancarrow, 1998; Parboteeah, 2005), it is not free from cognitive
processing (Shen and Khalifa, 2012). That is, upon the impulsive purchase, cognitive
deliberation does actually take place, yet its influence is smaller than the affective
component (Weinberg and Gottwald, 1982). Moreover, the buying decision made by
those with a high tendency for impulsive buying can still be considerably influenced
by social nhorms and situational factors (Chen, 2008), namely the availability of time
and money, or the characteristics of the product (Muruganantham and Bhakat, 2013).

In order to consolidate the conceptualizations of impulse buying, Piron (1991)
suggested a definition that embraces four main criteria, which are (1) unplanned
purchase, (2) immediate decision-making, (3) the consequence of being exposed to a

stimulus, and (4) involvement with emotional and/or cognitive reactions.

Various researchers have adopted the definition of Piron (1991) while some (Beatty
and Ferrell, 1998; Madhavaram and Laverie, 2004; Meng and Xu, 2012) extended the
definition and revealed that impulse buying is not engaged with certain shopping
tasks, such as purchasing a reminder item or a gift, etc. Furthermore, other studies
identified two main aspects of impulse buying, which are (1) alack of planning and
thorough consideration, and (2) decision making based on emotional aspects
(Verplanken et a., 2005; Cinjarevié, 2010; Verhagen and Van Dolen, 2011).

In addition, the difference between impulse buying and compulsive buying should
also be clarified. Compulsive buying can be described as a chronic loss of impulse
control to make a repetitive and obsessive purchase, and is motivated by internal
triggers, such as anxiety, to make a purchase not only to acquire a product itself, but
also to relieve their negative mood (DeSarbo and Edwards, 1996; Kim, 2014). In
addition, immediate gratification from product possession is experienced after the
purchase, but a compulsive buyer is not really interested in the product itself (Kim,
2014). On the other hand, an impulsive buyer experiences a momentary |oss of
impulse control and makes a sudden purchase after being motivated by external

triggers, such as sales promotion, to experience the immediate gratification from
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product possession (DeSarbo and Edwards, 1996; Kim, 2014). Therefore, impulsive

consumers can sometimes be compulsive if they make an impulsive purchase

repeatedly (Kim, 2014). The chronological development of the definition of impulse
buying is shown in the table below (Table 2.1).

Table 2.1: The Chronological Development of the Definition of | mpulse Buying

Authors Definitions of Impulse Buying
Applebaum (1951) A buying behavior that a customer does not plan before entering the store,
and aresult of a stimulus generated by sales promotions available in the
store.
Stern (1962) An unplanned purchase, which can be described as a purchase decision that

has not been planned beforehand.

Bellenger et al. (1978)

It can be defined in regards to whether a customer makes a purchase

decision before or after entering the store

Engel and Blackwell
(1982)

A purchase made without either problem recognition or a pre-buying

intention prior to entering a store.

Weinberg and Gottwald A purchasing behavior with high emotional activation, low cognitive

(1982) control, and a predominantly reactive behavior

Cobb and Hoyer (1986)  An unplanned purchase that occurs when one makes a purchase decision in
the store.

Rook (1987) A purchase decision when a consumer encounters a sudden, generally
powerful and persistent urge to buy something instantly. It is hedonically
complicated and might stimulate emotional conflict; it also tends to happen
less thereafter due to its consequences.

Piron (1991) An unplanned purchase, which is a consequence of an exposure to a

stimulus, and decided on the spot. A customer also experiences emational

and/or cognitive motivations.

Rook and Gardner
(1993)

An unplanned purchase with two conditions: (1) rather rapid decision-

making, and (2) a subjective biasin order to gain immediate possession.

Beatty and Ferrell
(1998)

A sudden and prompt buying behavior without pre-purchase intentions to
buy a certain product category or to fulfill acertain buying task. The
behavior occurs after being exposed to an urge and it islikely to be
spontaneous and without much reflection. In addition, the purchase of a

reminder item is excluded from impulse purchasing.

Bayley and Nancarrow
(1998)

A sudden, compelling and hedonically complicated purchasing behavior in
which the rapidity hinders a thoughtful and deliberate reflection of

alternative information and choices.
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Table 2.1 (Continued): The Chronological Development of the Definition of Impulse

Buying

Madhavaram and A conseguence of a sudden reaction to external stimuli, which are mostly

Laverie (2004) hedonically charged. An impulse purchase indicates achangein a
customer's intention to purchase that particular item before and after being
exposed to stimuli. The stimuli are not limited to only the product, and the
change of a customer's intention excludes areminder item that is out of
stock at home.

Parboteeah (2005) A buying behavior that is unplanned, resulting from being exposed to an
urge, and is decided on the spot. After the purchase, a consumer engagesin
cognitive and/or emotional reactions.

Maymand and A complex, spontaneous, immediate and unnecessary action with ahigh
Ahmadinejad (2011) speed decision-making process that restrains the rational and wise
investigation of the details and other alternatives.

Muruganantham and A hedonic buying decision, which is made in the buying environment and

Bhakat (2013) excludes reminder purchasing activities.

Source: Author

Based on the af orementioned definitions, impulse buying has been defined by various
academicians as a sudden, spontaneous and unplanned purchase dominantly aroused
by a highly emotional or hedonistic shopping motivation and affective components,
and lack of self-control and without much consideration of the consequences. On the
other hand, certain academicians argued impulsive purchasers could still be
influenced by cognitive processing. The definition of impulse buying in this study is
mainly based on Piron (1991) because it was the first and seminal groundwork that
embraced the comprehensive aspects of impulse buying, and it included the exposure
to stimulus, which isrelevant to this study as this study aims to examine the impact of
stimuli on impulse buying behavior. Hence, the definition of impulse buying in this
study is: " an unplanned purchase undertaken in a sudden or immediate manner
after being exposed to certain stimuli, and influenced by emotional and/or

cognitive motivation" .
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2.1.2 Classification of Impulse Buying

Impulse buying was first classified by Stern (1962) into four main types, which are
pure impulse buying, reminder impulse buying, suggestion impulse buying, and
planned impulse buying. First, pureimpulse buying isan escape purchasing
behavior that breaks aregular buying pattern to satisfy the immediate gratification
generated by an emotional appeal; however, arelatively small number of purchases
can be regarded as pure impulse purchases (Stern, 1962; Sirhindi, 2010). In the color
cosmetics context, pure impulse buying exists when, for example, a customer who
hardly ever appliesred lipstick sees a newly-launched beautiful red lipstick in a
prominent display while shopping for skincare productsin a drugstore and decides to

make a purchase because of its beautiful and vibrant color.

Second, reminder impulse buying occurs when customers see a product or recall an
advertisement, product information or a previous buying experience and make a
purchase decision because they remember that the stock at home is running out
(Stern, 1962). In this case, they already know the product's attribute because of their
prior purchasing experience or an awareness of an advertisement (Sirhindi, 2010). For
instance, a customer purchases the pressed powder that she regularly uses after seeing

it on display while making a store visit and recalling that she is running out of it.

Third, suggestion impulse buying happens when a customer is exposed to a product
for the first time and imagines a need for it without prior knowledge or experience of
it (Stern, 1962). Thistype of impulse buying is different from pure impulse buying in
that the product being purchased on suggestion impulse can be rational or functional,
rather than emotional and is different from reminder buying in that a customer has no
previous knowledge of the product to assist in decision-making (Stern, 1962). For
instance, a salesperson introduces a newly launched cream blusher and the steps for
applying it to a customer, who decides to buy it because it is easier, smoother and

lasts longer than the powder blusher that sheis already using.

Finaly, planned impulse buying happens when a customer enters a store with a
certain pre-shopping intention that depends on other factors, such as sales promotions

(Stern, 1962). For example, a customer makes a drugstore visit to buy a bottle of
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shampoo, but she sees that the eyeliner she uses everyday is on sale on her way to the
cashier counter. Even though she is not running out of it, she still decidesto buy two

of them to stock up to take advantage of the sales promotion.

It is obvious that impulse buying behavior occurs on various occasions — from purely
emotionally aroused purchasing to rather rational impulse purchasing when taking
advantage of sales promotion — once customers enter the arousing selling
environment. Hence, it isinteresting to identify the factors that encourage these

pervasive buying behaviors, which is described in the following section.

2.1.3 Antecedents of I mpulse Buying

Previous studies suggested that impulse buying is stimulus driven (Rook and Fisher,
1995), where heightened exposure to certain stimuli increases the tendency for
impulse buying behavior (Iyer, 1989). Retailers and marketers thus utilize certain
stimuli to encourage impulse buying (Dawson and Kim, 2010). According to the
literature, numerous factors assumed to have an impact on impulse buying have been
illustrated.

Stern (1962) identified nine major factors believed to facilitate the ease of making a
purchase, including low price, a marginal need for the item, mass distribution, self-
service, mass advertising, prominent store display, short product life, small size or
light weight, and ease of storage while other researchers also pinpointed other
meaningful factors, including product placement, effective price strategy (Ahmad,
2011), sales promotion (Applebaum, 1951), store environment (Kotler, 1973),
salesmanship (Duarte et al., 2013; Lehtonen and Maenpenaa, 1997; Stern, 1962),
social environment (Mattila and Wirtz, 2008), brand (Tinne, 2011), time pressure
(Sehrawet and Kundu, 2007), money availability (Beatty and Ferrell, 1998), a
consumer's emotional state (Weinberg and Gottwald, 1982; Rook and Gardner, 1993;
Donovan, Rossiter, Marcoolyn and Nesdale, 1994; Rook and Fisher, 1995), impulse
buying tendency trait (Rook and Fisher, 1995; Puri, 1996; Weun €t al., 1998),
normative evaluation of the appropriateness of engaging in impulse buying (Rook and
Fisher, 1995), self-identity (Dittmar et al., 1995), demographic factors, such as age
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(Bellenger et al., 1978; Wood, 1998; Lee and Kacen, 2008), gender (Lee and Kacen,

2008), income (Wood, 1998) and various other factors.

Furthermore, some researchers claimed that certain products are more likely to be
purchased on impulse than others (Bellenger et al., 1978; Dittmar et al., 1995) and
suggested some product-rel ated factors such as product aesthetics (Verplanken and
Herabadi, 2001), and packaging (Dempsey, 1959) while others believe that not only
different customers purchasing the same item are influenced by different factors, but
also that the same customer purchasing the same item can be influenced by different
factors under different buying situations (Stern, 1962). Therefore, besides product
related factors (Jones, Reynolds, Weun and Beatty, 2003), the latter group assumes
that personal (Weun et a., 1998), situational (Beatty and Ferrell, 1998; Tinne, 2011;
Shapiro, 1992), economic (Stern, 1962; Mihi¢ and Kusan, 2010), cultural (Stern,
1962) and demographic (Y ang et a., 2011) factors are also significant.

Sinceinfluential variables are scattered, many previous researches have implied that
impulse buying is the interplay of two key factors: external and internal factors
(Wansink, 1994; Youn and Faber, 2000; Cinjarevi¢, 2010). External factors, also
referred as'marketing stimuli’, are the environmental and sensory stimuli that are
initiated, conducted and controlled by marketers attempting not only to lure new
customers, but also to promote upgraded selling to existing customers through an
engagement in an impulse purchase (Youn and Faber, 2000; Dawson and Kim, 2009;
Dawson and Kim, 2010; Cinjarevi¢, 2010; Maymand and Ahmadinejad, 2011). On
the other hand, internal factors are the customers characteristics that reflect their
internal cues and make them engage in impulse purchasing (Dawson and Kim, 2009;
Muruganantham and Bhakat, 2013), such as the degree of impulse-buying tendency,
emotional states, and normative evaluation towards impulse buying (Kacen and Lee,

2002).

Similarly, Chen (2001) identified four factors influencing impulse buying, which are
(1) external stimuli, including displays, advertising, promotion and store atmosphere,
(2) internal stimuli, including a customer's personality traits, emotion, money and

time pressure, and lifestyle, 3) buying behavior, including payment method and the
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time of payment, and 4) demographic variables, including age, gender, marital status,
education, social status, and household income.

Furthermore, Meng and Xu (2012) also divided the antecedents into three main
groups, which are (1) personal factors, including a consumer's perception towards the
appropriateness of engaging in impulse buying (Rook and Fisher, 1995), past
experience (Dittmar et al., 1996), self-image definition and the state of mind when a
buying opportunity arises (Elliot, 1994), (2) product factors, including price,
involvement, seasonality, ease of storage and size, and (3) situational factors,
including store environment, display, the purchase occasion, and the task

environment.

Muruganantham and Bhakat (2013) compiled the influencing factors from previous
studies and classified them into four broad categories, which are external stimuli,
internal stimuli, situational and product-related factors and demographics and socio-

cultural factors (Figure 2.1).

Figure 2.1: Four Categories of I nfluencing Factors on I mpulse Buying
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2.1.4 Antecedents of Impulse Buyingin This Study

One of the main objectives of this study isto examine the in-store marketing stimuli
influencing the impul se buying behavior for mass color cosmetics at self-selection
stores. Due to the numerous af orementioned influencing factors on impulse buying, it
israther difficult to study the exhaustive antecedents suggested by previous studies.
Therefore, this study will include only in-store marketing stimuli that are available in

mass color cosmetics self-selection stores with the following supporting reasons.

Firstly, approximately two-thirds of purchase decisions are made in the retailing
environment (Solomon, 2001), and around seventy percent of unplanned purchases
are aroused by in-store stimuli (Duarte et al., 2013). Since severa buying decisions
are made at the point-of-purchase (Cobb and Hoyer, 1986), it implies the need to
comprehend impulse buying in the buying environment (Tinne, 2010) because
customers are aroused to exhibit impulse buying once they enter the store
(Applebaum, 1951).

Secondly, increased exposure to in-store stimuli increases the possibility of
recognizing product needs and purchasing on impulse (Duarte et al., 2013).
Moreover, impulsive buyers give more thought to in-store displays and offerings
(Hulien and Vanyushyn, 2011) as they count on the buying environment for heuristic
cues to facilitate them in making purchase decisions (Bayley and Nancarrow, 1998;
Chen-Yu and Seock, 2002). Hence, the buying environment has an impact on the

customers' current and future store behavior (Hulien, 2012).

Thirdly, since these in-store marketing stimuli are under the authority of retailers and
marketers, they can control the customer's perception towards these factors (Beatty
and Ferrell, 1998). That is, if the retailing circumstance is arranged in the right way, a
favorable response by customers, such as a purchase decision, is more likely to occur
(Hill, 2009). Therefore, it isinteresting to investigate the relative importance of these
factors, and the findings are subsequently useful for marketers and retailersin framing
suitable retailing strategy to lure potential consumers into the store and to make a

purchase (Muruganantham and Bhakat, 2013).
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Lastly, according to DeSarbo and Edwards (1996) and Kim (2014), impulsive buying
is evidently motivated by external factors, while compulsive buying is mostly
motivated by internal factors (DeSarbo and Edwards, 1996; Kim, 2014). However,
certain previous studies have used the terms interchangeably (Brici et al., 2013).
Therefore, to clearly differentiate impulse buying from compulsive buying, only
external stimuli are addressed in this study.

Therefore, only the in-store marketing stimuli expected to have an impact on mass
color cosmetics products available at self-selection stores are addressed in this study,

and arelisted as follows:

Brand Reputation

Brand reputation can be referred to as the perception of the product quality attached to
the brand name (Selnes, 1993). From a promotional perspective, selecting a brand
name is crucial because it conveys a product's meaning and characteristics as well as
its position in a consumer's mind (Belch and Belch, 2007). Especially in the current
competitive and dynamic market conditions where product quality is becoming more
homogenous and consumers have |less time to make a choice, reputed or well-known
brands certainly possess a huge competitive advantage (Court, French and Knudsen,

2006; Belch and Belch, 2007). That is, brand name, which is an extrinsic cue that
indicates the product attributes, facilitates the product choice decision when intrinsic
cues, which are the product's physical characteristics, are difficult to be evaluated
(Selnes, 1993). Therefore, a brand implies a perception of the product's overall

quality that is not necessarily based on knowledge of the specific qualifications of the
product. Besides implying product quality, a brand also assures risk minimization
when a customer is exposed to a situation in which similar product alternatives are
available (Hill, 2009). Therefore, the importance of a brand being included in a
consumer's evoked set has long been the ultimate consideration of a marketer because
it is one of the key indicators of the brand's success (Keiningham, Cooil, Aksoy,

Andreassen and Weiner, 2007).

Due to the objective of branding in differentiating a company's product from those of
its competitors (O’Cass and Lim, 2002; Jevons, 2005), the degree of brand preference
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relative to competitive alternatives shapes consumer behavior (Rousseau, 2008),
satisfaction, and loyalty (Rundle-Thiele and Mackay, 2001; Keiningham, Aksoy,
Perkins-Munn, Vavra, 2005). Therefore, brand isinevitably one of the most
compelling and valuable marketing factors (Gbadamosi, 2009) where different values
are offered to customers, which can be satisfied by the consumption of the brand's
product (Dibley and Baker, 2001; Duarte et al., 2013). The need to satisfy these
values can encourage customers to purchase a product on impulse (Duarte et d.,
2013). Furthermore, according to several studies (Tinne, 2010; Duarte et a., 2013), a
successful brand strategy in developing brand reputation could maximize brand recall

on the product shelves, and subsequently trigger impulsive buying behavior.

Currently, the mass branded cosmetics market in Thailand has high growth potential
so that even luxury cosmetics companies have started to launch mass cosmetics
brands into the market (Reungsinpinya, 2011). Moreover, Sae-Jiu (2007) revealed that
Thai cosmetics consumers are brand conscious, and rather prefer international brands
to domestic brands because they perceive that the international branded cosmetics
products are superior in terms of quality, durability, attractiveness, and
fashionableness. Therefore, the brand, especially well-reputed and regularly-used
brands (Reungsinpinya, 2011), is one of the most significant and influential factors
for Thai consumersin making a color cosmetics purchase decision (Phoosangthong

and Sermsiriwiwat, 2006).

Price Promotion

Sales promotions are marketing tools implemented to motivate a consumer to act
positively towards the products offered by the marketers (Blattberg and Neslin, 1990;
Berman and Evans, 1995:; d’Astous and Landreville, 2003; Peattic and Peattie, 2003;
Brassington and Pettit, 2006). These tools can be divided into monetary (price-based)
and non-monetary (non-price-based) sales promotions; the former provides customers
with immediate rewards, such as specia discount, price reduction or coupons while
the latter are used to maintain the relationship with them, such as free promotional
gifts and loyalty programs (Kwok and Uncles, 2005). According to Liao et al. (2009),

the instant-reward promotion has a greater impact on impulse buying than delayed-
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reward promotion. This study thus focuses on promotional stimuli that generate

immediate action, such as price promotion.

Among various marketing stimuli, price is probably the most compelling factor
arousing impulse buying behavior (Stern, 1962; Parboteeah, 2005). An in-store
promotion related to price discount arouses product trial by customers (Brandweek,
1994) because it reduces the perceived risk of trying new or less familiar items
(Ndubisi, 2005). Moreover, it triggers impulse purchase (Piron, 1991; Dholakia,
2000) becauseit is also related to the value of saving money as a customer will feel
that they spend less than they originally planned, which is alogical economic decision
(Stern, 1962; Kim, 2014). Therefore, the mental barrier against impulse purchase will
be lowered by alower-price stimulus (Hultén and Vanyushyn, 2011), which
subsequently convinces them to spend more than they had actually planned before
entering the store (Sirhindi, 2010). Obviously, a customer tends to be more impulsive

when products are cheap or on sale (Stern, 1962; Maymand and Ahmadinejad, 2011).

Regarding previous studies (Abratt and Goodey, 1990; Rook and Fisher, 1995; Liao
et al., 2009), approximately seventy percent of unplanned purchases are the result of
promotional tools, such as sales promotions, point of purchase (POP) advertising, and
product displays, etc. In addition, according to a survey conducted by Synquera
(MarketingCharts, 2013), among 1,108 respondents, 86 percent regularly purchased
promotional products, 62 percent usually made an unplanned purchase, 50 percent
defined themselves as impulsive buyers; and among self-defined impulsive buyers, 89

percent were influenced by discounts.

Even though Thai cosmetics consumers are willing to invest in cosmetics products to
enhance their appearance (Euromonitor, 20144a), they still prefer products at a
reasonable price (Johri and Sahasakmontri, 1998). Therefore, in-store promotions,
such as price related promotions, have been widdly utilized by mass cosmetics brands

(Reungsinpinya, 2011).

Even though previous researches revealed that the higher the level of discount, the
more attractive the deal is, and the higher the level of purchase intention and

perceived value (Inman et al., 1997; Alford and Biswas, 2002); an inverted U-shaped
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of consumer reaction to price discounts should also be considered (Grewal et al .,
1996). That is, a customer will perceive an increase in monetary value when a price
discount moves from alow to moderate level, but they will perceive product
uncertainty when the price discount is high (Kim, 2014). In addition, a study
conducted by Ehrenberg et a. (1994) revealed that the promotional brand's short-term
peak in sales was mainly aresult of purchases made by occasional users who took
advantage of the price reduction and would rather return to their favorite brand after
the promotion activity isover. Therefore, amarketer is required to be more conscious

of their promotional strategies.

Acceptance of a Credit Card

Availability of money is one of the most significant facilitators of impulse buying
(Mai et al., 2003) because it enhances the customers' purchasing power (Tinne,
2011). With the growth of marketing innovations like credit cards and ATM, impulse
buying has become a prevalent consumer behavior in the retail environment (Rook,

1987; Dittmar and Drury, 2000).

Specifically, the use of credit cards eliminates the instantaneous need for money to
buy something, and subsequently encourages customers to overspend (Schor, 1998).
That is, credit cards are perceived to be a more convenient and less painful method to
spend money (Karbasivar and Yarahmadi, 2011) because customers do not actually
feel like they are spending money (Dittmar and Drury, 2000). Even many big
cosmetics companies, such as Kose, frequently apply promotional strategiesin co-
promotions with certain credit card companies to motivate consumers to make more

frequent purchases (Muruganantham and Bhakat, 2013).

Compared to cash, a credit card encourages greater imprudence (Karbasivar and
Yarahmadi, 2011). Previous studies suggested that heavy credit card users are less
price-conscious (Tokunga, 1993), and more related to higher priced items (Deshpande
and Krishnan, 1980). In addition, it is generally the case that numerous retailers
increase temptation and impulse buying by accepting credit cards or having co-

promotions with credit card companies (Coley and Burgess, 2003; Muruganantham
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and Bhakat, 2013). Therefore, it isjustifiable to claim that the acceptance of credit
card is closely associated with impulse buying (Robert and Jones, 2001).

Variety of Products

An increasing number of consumers make purchases without a plan in advance (Stern,
1962) because shopping is much simpler now as products are promptly availablein
the store, allowing customers to postpone their buying decision until they arein the
shopping environment and the shopping plan has become less vital (Stern, 1962;
Bowlbey, 1997; Bayley and Nancarrow, 1998). That is, mass merchandise or the great
variety of products provides customers a favorable environment for impulse buying
(Stern, 1962; Dawson and Kim, 2010). For instance, the introduction of scrambled
merchandising allows customers to purchase products on impul se because they do not

have to anticipate product availability (Stern, 1962).

Specifically, stores like supermarkets, hypermarkets, drugstores, and convenience
stores, where alarge number of multi-brand color cosmetics are available
(Jarurungsipong and Rakthum, 2012), or stand-alone stores where a wide selection of
asingle brand is available (Reungsinpinya, 2011) are likely to encourage impulse
buying behavior as the product is readily available whenever they choose to purchase
that particular item (Hodge, 2004; Sirhindi, 2010).

Prominent Display

The product display is one of the crucial marketing elements attracting customers
attention to certain products (Zhuang et al., 2006). Hultén & Vanyushyr (2011)
observed that impulsive customers pay more attention to product displays, and the
growth of innovative product displays in the context of airports has accustomed
customers to purchase on impulse. The exposure to in-store displays increases the
likelihood of recalling the need for a product (Duarte et al., 2013), which
subsequently increases a customer's tendency to purchase that particular item on

impulse (Rook, 1987; Jones et a., 2003; Huhen, 2012).
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Since a prominent or eye-catching display makes a consumer notice a product
(Desmet and Renaudin, 1998), and enhances the likelihood of impulse buying,
retailers put substantial effort into eye-catching product displays to portray the brand
personalities (Reungsinpinya, 2011), attract customer attention (Lee and Kacen, 2008)

and create store traffic (Manzur, Olavarrieta, Campos and Farias, 2013).

However, there are numerous prominent displays of products that a customer is
repeatedly exposed to in the current competitive market, so they may become immune
to these prominences (Sirhindi, 2010). Therefore, a marketer is required to be more
refined in their display strategy (Sirhindi, 2010).

Self-Service

Self-service can be defined as a part of atransaction that is undertaken by the
customers themselves (Globerson and Maggard, 1991). That is, it can be referred to as
the proportion of time that the transaction is performed by the customer, and it can
range from a small proportion up to nearly 100 percent, but it can never be 100
because there are always some activities performed by a service provider (Globerson
and Maggard, 1991).

Self-service is more likely to encourage a customer to engage in impulse buying than
clerk-serviced counters because they do not have to rely on a sales person in their
shopping experience (Sirhindi, 2010). With anonymity in a self-service shopping
environment, customers are not rushed, delayed or restricted by a sal esperson, but
rather they have more freedom to browse through or try out products (Rook and
Fisher, 1995; Lee, Podlaseck, Schonberg and Hoch, 2001). That is, a customer gains
benefitsin terms of convenience, pervasive availability, timesaving and less anxiety
when dealing with ajudgmental salesperson (Bitner, 2001; Meuter, Ostrom,
Roundtree and Bitner, 2000).

It is also interesting to note that shopping for color cosmetics in an environment that
promotes the freedom to touch and try a product stimulates feelings of fun, sensory
pleasure and enjoyment, and subsequently increases the tendency of a customer to
purchase on impulse (Peck and Childers, 2006; Soars, 2009).
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Stor e Environment

The store environment or atmosphere is defined as the physical and non-physical
components of a store that are provided under the control of retailersin an attempt to
enhance customers' in-store shopping experience (Eroglu and Machleit, 1990). The
store environment-related variables have been found to produce an urge to engage in
impulse buying behavior (Eroglu and Machleit, 1993; Mitchell, 1994; Donovan et al .,
1994). The store environment — representing heuristic cues (Bayley and Nancarrow,
1998; Chen-Yu and Seock, 2002) — has been confirmed to have an influence on how a
customer perceives a store image (Chang, Yan and Eckman, 2014) and merchandise
quality (Ailawadi and Keller, 2004), and may have an impact on the customer's
purchasing decision process (Underhill, 1999). That is, a positive shopping
environment can significantly encourage a customer to stay longer, spend more
money, and consequently, engage in impulse buying behavior (Donovan and Rossiter,
1982; Sherman, Mathur and Smith, 1997; Foxall and Greenley, 2000).

Moreover, previous studies suggested that a highly arousing and stimulating, or
exciting, store environment lessens customers' self-regulation and the ability to think
through their buying behavior, which could further increase their opportunities to

engage in impulse buying (Baumeister, 2002; Mattila and Wirtz, 2008).

Regarding the self-sel ection store environment, products are displayed, and freely
tried and selected by customers (Siamturakij, 2015), and sal espersons or beauty
advisors are available as needed (Reungsinpinya, 2011). According to the study of
Johri and Sahasakmontri (1998), the store environment plays a crucial rolein
cosmetics purchasesin a Thai context because consumers prefer to spend their time
browsing and trying cosmetics products in a relaxing atmosphere while being

attended to by friendly sales staff.

The store environment is composed of three main components, namely, ambient,
design and social factors (Donovan and Rossiter, 1982). Ambient factors can be
described as non-visual conditions such as lighting, scent and music (Baker, Grewal
and Parasuraman, 1994; Baker, Parasuraman, Grewal and V oss, 2002). Design factors

are the visual and physical components of the store including layout and assortment
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(Baker et al., 1994; Baker et al., 2002). Lastly, social factors include a sal esperson's
attendance and effectiveness (Baker et al., 2002). As suggested by Mohan,
Sivakumaran and Sharma (2013), the store environment is defined as a perception of

the store in terms of the combination of music, lighting, layout, and employees.

Music — Itisanon-verbal communication (Milliman, 1982; 1986) and a crucial
ambient factor (Bitner, 1992) shaping a customer's psychological and behavioral
reaction in the retail environment (Milliman, 1982; 1986; Yalch and Spangenberg,
1990). That is, pleasant music creates a positive emotional state by increasing a
customer's pleasure level and satisfaction with the shopping experience (Morrison,
Gan, Dubelaar and Oppewal, 2011), and consequently makes customers spend extra
time and money in the store (Milliman, 1982; 1986), where some of the extra money
spent can be unplanned and impulsive (Turley and Milliman, 2000; Mattila and Wirtz,
2001). Therefore, music is considered a significant stimulus that triggers an urge to

purchase on impulse (Eroglu and Machleit, 1993).

Lighting — It has a positive arousing influence (Sherman et al., 1997). A well-
designed lighting system creates an interior dimension and directs a customer to the
essential sales points, and subsequently creates an exciting atmosphere and a positive
impact (Smith, 1989). That is, a store with appropriate lighting will generate the right
ambience, enhance the customers' experience in the store, and, consequently, create a
desire to purchase a product on impulse (Eroglu and Machleit, 1993; Mohan et al.,
2013).

Layout — It can be defined as the way products and aisles are arranged (Mohan et al .,
2013). It isanother crucial component of a store atmosphere because it helps a store
to present its products in an effective manner (Aghazadeh, 2005). A positive customer
affect can be created and elevated by an appropriate layout that facilitates a customer
to find a product easily and quickly (Bitner, 1992; Spies, Hesse and Loesch, 1997)
and reduces the information rate (Spies et a., 1997) by assisting a customer in terms
of information access and decision-making (Mohan et al., 2013). Consequently, it
produces an enjoyabl e shopping experience by reducing perceived stress (Baker et al.,
2002) and arousing positive feelings (Yoo, Park and Maclnnis, 1998). Even utilitarian
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customers are encouraged to buy additional items where there is a good layout
(Sherman et al., 1997).

Salesperson - Even though self-service is more likely to encourage impulse buying
than salesperson-service (Sirhindi, 2010), the role of salespersonsin the context of
color cosmetics productsis crucial. That is, the social interaction between customers
and salespersons is one of the most essential factors in the store environment and is
found to have a direct impact on impulse buying (Mattila and Wirtz, 2008;
Muruganantham and Bhakat, 2013). The perception towards a salesperson has an
impact on a customer's attitude towards a product and service quality (Hu and Jasper,
2006); and a customer is reassured by salespersons perceived to be trustworthy
(Chang et d., 2014b). In addition, salespersons assist customers to explore the store
and the product, create an emotional attraction to a desired product, encourage the
purchase of more products, and subsequently persuade them to purchase on impulse
(Hoch and Loewenstein, 1991; Park and Lennon, 2006; Mohan et al ., 2013).

2.1.5 Theories Related to | mpulse Buying

Impulse Buying Process

Regarding the Engel, Kollat, and Blackwell (E-K-B) model proposed by Engel, Kollat
and Blackwell (1982) and the buyer decision process presented by Churchill and Peter
(1995), the consumer decision making process can be divided into five main stages,
which are (1) problem awareness or need recognition, (2) information search, (3)
alternative evaluation, (4) purchase, and (5) outcome or post-purchase evaluation, as

shown in Figure 2.2.

Figure 2.2: Buyer Decision Process
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However, this particular model cannot fully describe the decision-making processin
the context of impulse buying. Unlike the planned buying process shown above, Kim
(2003) proposed an impulse buying process model and suggested that impul se buying
begins when customers browse through products without an intention to purchase a
specific item. While browsing, they are aroused by various internal and external
stimuli, which motivate and urge them to make an impulsive purchase decision. When
they have a desire to buy, they are expected to make a purchase in accordance with
their impulsivity without a proper information search or alternative evaluations.
Hence, customers may experience positive or negative consequences in their post-

purchase evaluation stage, as shown in Figure 2.3.

Figure 2.3: Impulse Buying Process
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Nevertheless, it is crucial to note that the above model may not fully reflect the actual
impulse purchase. That is, it might only reflect some types of impulse buying
behavior. Specifically, while a pure and suggestion impulse buying process begins
when a customer is exposed to a product while browsing without any pre-shopping

intention for a specific item, product information, or alternative evaluation (Stern,
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1962; Tinne, 2010), reminder and planned impulse buying can take place after the
information recall/ search and the aternative evaluation, but is undertaken based on
lower standards than a planned buying decision (Stern, 1962; Hirschman, 1992; Kang,
2013).

Therefore, in comparison to non-impulsive buying, impulse buying occurs with less
cognitive effort and is undertaken over a shorter time span than a general planned
buying process because it goes through a more simplified buying decision-making
process (Rook, 1987; Dholakia, 2000; Hausman, 2000).

Self-Control

Self-control can be described as one's capacity to change one's own state or response;
that is, it supersedes one's response and replaces it with another, including controlling
impulses, by resisting temptation and changing or persisting with certain actions
(Baumeister, 2002). The strength or effectiveness of self-control varies with three
crucial components, which are standards, the monitoring process and the capacity for

behavioral change, as follows (Baumeister, 2002).

Standards can be described as goals, norms, or guidelines that define a
consumer's response. If consumers know exactly what they want to achieve, they will
be less likely to engage in impulse buying or be less influenced by marketing stimuli
to purchase on impulse. On the other hand, those who go to a department store

without a certain purchasing goal would probably end up purchasing on impulse.

Monitoring can be defined as keeping track of related behavior. When one
loses track of their behavior, they will likely lose their self-control. Therefore, when a
customer carefully monitors their expenses or money, they are less likely to be

aroused by stimuli, and less likely to purchase on impulse.
Capacity to change isthe capability to change the self, and is negatively

related to the ego-depletion of a consumer. Ego-depleted consumers are unable to

control themselves towards the long-term goal of saving money, and are more likely

36



to be aroused by temptation and, consequently, are more likely to engage in impulsive
purchases.

Previous studies revealed a close association between the failure of self-control and
impulse buying (Baumeister, 2002; Strayhorn, 2002; Vohs and Faber, 2007). One of
the main elements to differentiate impulsive buyers from non-impulsive onesis the
temporary loss of self-control (Rook and Hoch, 1985). When consumers have more
self-control, they are less likely to make a purchase on impulse. On the other hand,
when they lack self-control, their purchase is likely to result from impulsivity
(Dittmar et al., 1995).

According to the study of Mattilaand Wirtz (2008), over-stimulation in a store
environment, such as a high level of excitement, can encourage aloss of self-control
for a customer because it reduces their ability to reflect on their actions. In addition, a
customer is more likely to overspend or lose self-control when buying on impulse
than when buying with a shopping list (Hultén and Vanyushyn, 2011).It is frequently
proven to be irresistible (Rook, 1987), and a consumer sometimes experiences losing
control of their buying behavior, which results in excessive purchasing (Thompson,
Locander and Pollio, 1990). Even consumers who perceive impulse buying to be
inappropriate may report that they fail to control their impulse tendency and behavior
(Hausman, 2000).

Stimulus — Response Model

Based on the stimulus-response model, a stimulus is afactor that stimulates a
customer's behavior, while response is the outcome of a customer's interest (Chang et
al., 2014b). If the buying environment is arranged with the right set of circumstances,
itislikely that a marketer or aretailer will induce a customer to react in the desired
way (Hill, 2009).

Exposure to stimulus was introduced to the context of impulse buying by Applebaum
in 1951, and isreferred to as an unplanned purchase resulting from a stimulus, namely
asales promotion, in the retail environment. A highly stimulating, exciting or pleasant

retail environment is likely to promote impulse buying behavior (Hoyer and
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Maclnnis, 1999). In an extreme case of pure impulse purchase, impulsive behavior is
almost exclusively stimulus driven (Rook and Fisher, 1995) because the urgeis

powerful and persistent (Rook, 1987).

In the study of the environmental characteristics of apparel stores by Chang et al.
(2014b), stimulus refers to the store's environmental characteristics, which are
comprised of ambient, design and social characteristics, while a consumer's impulse
buying behavior is counted as a behavioral response. Consistent with thisidea, in the
context of color cosmetics products available in self-selection channels in this study,
stimulus refers to the in-store marketing stimuli, serving as an information instrument
facilitating customersto recall their forgotten needs or to get an idea of what they
want to buy after browsing in the store. Hence, impulse buying is the response
resulting from being exposed to the in-store marketing stimuli that encourage them to
make an impulse purchase once they have entered the store (Maymand and
Ahmadinej ad, 2011).

2.1.6 Critical Analysisof the Theories Related to | mpulse Buying

The impulse buying concept has been misconceived to be simple but is actually
complicated and incompatible with rational behavior concepts (Fishbein and Ajzen,
1975; Verplanken et a., 2005; Silverra et al., 2008; Harmancioglu et a., 2009). Due
to its important influence on consumer behavior and its large contribution to company
profits, impulse buying has received substantial interest from several marketing
academicians over the last sixty years (Clover, 1950; Stern, 1962; Bellenger et al.,
1978; Cobb and Hoyer, 1986; Rook, 1987; Piron, 1991; Beatty and Ferrell, 1998;
Parboteeah, 2005; Muruganantham and Bhakat, 2013).

Due to its characteristics of being unplanned and highly driven by external and
internal stimuli (Piron, 1991), many studies suggest it as aresult of low or lack of
self-control and cognitive assessment (Weinberg and Gottwald, 1982; Rook and
Hoch, 1985). Nevertheless, not all types of impulse buying are irrational purchasing
behavior. Even though pure impulse buying is an escape purchase to satisfy a sudden
gratification, other types of impulse buying can be produced from logical purchase

decisions. For instance, suggestion impulse buying can be performed based on
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product utility, planned impulse buying can be performed in order to take advantage
of sales promotion, and reminder impul se buying can be performed based on known
satisfactory product attributes (Stern, 1961).

Regarding the difficulty of measuring actual impulse buying behavior, many studies
have measured the "urge to buy impulsively" or "impulse buying tendency" to
explain and represent actual impulse buying behavior (Beatty and Ferrell, 1998;
Wells, Parboteeah and Valacich, 2011; Kim, 2003), rather than actually
measuring“impulse buying behavior”. Hence, the results might not precisely illustrate

actual impulse buying behavior.

Furthermore, instead of investigating the entire impulse buying process, many studies
(such as Beatty and Ferrell 1998; Kacen and Lee, 2002; Mattila and Wirtz, 2008;
Harmancioglu et al., 2009) focused on its antecedents, while only afew (such as
Zhang and Wang, 2010, George and Yaoyuneyong, 2010) focused on the
conseguences. Hence, previous studies might not be able to provide a holistic view of
the impulse buying process. |n addition, the antecedents suggested by previous studies
were exhaustive and scattered. Hence, this study includes only in-store marketing
stimuli that are available in mass color cosmetics self-sel ection stores because more
than seventy percent of cosmetics purchases are a consequence of unplanned purchase
(Kang, 2013). Therefore, it can be implied that color cosmetics products are likely be
purchased through impulsive buying behavior. For more details on the summary of

articles related to impulse buying, see Table 1 in Appendix I.

2.2 Cognitive Dissonance

Since an impulse purchase results from an unplanned or sudden purchase decision
without proper consideration, it conflicts with customers' best personal judgment and
may cause cognitive dissonance (Hoch and Loewenstein, 1991). Previous studies
have consistently suggested a significantly higher level of cognitive dissonance
resulting from impulse buying when compared with planned purchasing (George and
Yaoyuneyong, 2010). Nevertheless, some studies argued that customers are satisfied
after they purchase on impulse (Chen, 2002). Therefore, the relationships between
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impulse buying, cognitive dissonance and the level of satisfaction are still vague, and
need further investigation.

2.2.1 Definitions of Cognitive Dissonance

According to the seminal definition of Festinger (1957), cognitive dissonance can be
referred to as the psychological discomfort resulting from the conflict between what a
person believes and information that callsit into question (Festinger, 1957). It
regularly occurs in certain decision-making, for example, after selecting one
alternative where a consumer is concerned about the attractiveness of the rejected
alternatives (Festinger, 1957), or after making a purchase decision where the decision

issignificant (Ivy, Hill and Stevens, 1978).

Sweeney, Hausknecht and Soutar (2000) further classified cognitive dissonance into
three main dimensions, which are emotional, wisdom of purchase and concern
overdeal. The definition of each dimension isillustrated in the table below (Table
2.2).

Table 2.2: Dimensions and Definitions of Cognitive Dissonance

Emotional Anindividua's psychological discomfort resulting from the purchase decision

Wisdom of purchase An individual's recognition that they might not have chosen the appropriate
alternative after the purchase has been made

Concern over deal An individual's recognition after the purchase has been made that they may
have been influenced against their own beliefs by a salesperson

Source: Sweeney, J. C., Hausknecht, D. and Soutar, G. N. (2000). Cognitive dissonance after purchase:
A multidimensional scale. Psychology & Marketing, 17(5), 369-385.

While most studies refer to it as a phenomenon arising in the post-purchase stage
where a customer encounters mental discomfort from the product's real performance
(Solomon, Bamossy, Askegaard and Hogg, 2006; Lake, 2009; Telci, Maden and
Kanthur, 2011; Lancaster and Massingham, 2011), Oliver (1997) suggested it could
actually occur at any stage in the consumer consumption process. Whenever a
consumer makes a decision, they regularly experience some degree of cognitive
dissonance (Chen, 2011). However, consumers have different degrees of dissonance

and not all purchases will lead to cognitive dissonance (Sweeney et al., 2000).
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Several previous studies indicated that cognitive dissonance can be aroused as a
consequence of impulse buying behavior (George and Yaoyuneyong, 2010; Imam,
2013). That is, since impulse buying is the behavior of an unplanned or spontaneous
purchase decision (Rook and Fisher, 1995), an uninformed purchase decision, which
characterizes impulse buying, is more likely to generate cognitive dissonance in the

post-purchase or post-consumption stage (George and Yaoyuneyong, 2010).

In addition, certain previous researches al so suggested that cognitive dissonance
frequently occurs in the purchase decisions of high-involvement products, namely a
shopping product or a specialty product (Kaish, 1967; Oshikawa, 1969; Kotler, 2000;
Solomon et al., 2006; Chen, 2011). However, Gbadamosi (2009) argued that
cognitive dissonance can also occur in the purchase decisions for low-involvement

products.

As mentioned previously, cognitive dissonance does not occur in every purchasing
situation; it may exist in one purchasing situation, and not in another (Holloway,
1967). Consumers have different dissonance thresholds (Sweeney et al., 2000) and the
magnitude of cognitive dissonance can vary (Oshikawa, 1969). In the post-decision
process, a customer's cognitive dissonance can be aroused by various factors, most of
which are relevant to the buying decision (Holloway, 1967). The following section

will elaborate the antecedents of cognitive dissonance.

2.2.2 Antecedents of Cognitive Dissonance

Post-decision dissonance can be aroused by various factors, and Holloway (1967)
suggested ten factors that could have an impact on dissonance, which are the
desirability of rejected alternative(s), the unfavorable attributes of the chosen
alternative, the number of alternatives, cognitive overlap, the significance of
cognitions involved, positive inducement, conflicting or negative action, information

availability, expected dissonance, and familiarity and knowledge.

Furthermore, vy et al. (1978) aso indicated four main antecedents of dissonance,
which are (1) the similarity of alternatives - the grater the similarity between

alternatives, the higher the magnitude of dissonance, (2) the significance of the
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decision — the more significant the decision, the greater the amount of dissonance
generated after the decision, (3) the quantity and quality of information about each
alternative prior to the decision -- the greater the amount of available information and
the more usable the information is, the lower the magnitude of dissonance, and (4) the
degree of the alternatives functional overlap — the higher the degree of functional

overlap, the lower the magnitude of dissonance.

According to lvy et al. (1978), the factors that determine cognitive dissonance are
related to three main attributes, which are product alternatives, product information,
and the significance of the decision. Moreover, as suggested by Festinger (1958), the
importance of the decision and the attractiveness of the forgone alternatives have an
impact on the magnitude of cognitive dissonance. Mao and Oppewal (2010) also
indicated that customers are inevitably influenced by the information they are exposed
to after the purchase decision. Therefore, in this study, three factors that are expected
to have an influence on cognitive dissonance are:

1. Post-purchase information

2. Purchase involvement

3. Attractive dternatives

Post-Pur chase | nfor mation

According to the study of Mao and Oppewal (2010), post-purchase information can
be referred to as either the choice-confirmatory or inconsistent information that a
customer is exposed to in the post-purchase stage. Festinger (1957) assumed that a
customer would rather read promotional information in the post-consumption stage
than in the pre-consumption stage in order to justify their purchase decision and
change the inconsistent information by focusing only on the positive aspects of the

product purchased.

The above premise is widely supported by various subsequent studies which claimed
that a dissonant customer might search for an advertisement or information that
positively confirms their purchase decision (Engel, 1963), that is, they are engaged in

the avoidance of dissonance-increasing information (Oshikawa, 1969). Therefore, the
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provision of post-purchase reinforcing information will have an impact on dissonance
reduction (Hunt, 1970).

According to Mao and Oppewal (2010), a customer may adopt a dissonance reduction
strategy by being selectively exposed to reinforcing or confirmatory information
about their chosen alternative and by avoiding any information that will activate their
dissonance (Festinger, 1957; Engel, 1963; Donnelly and Ivancevich, 1970). For
instance, the study of Donnelly and 1vancevich (1970) revealed that automobile
purchasers exhibited a higher readership of car-related advertisementsin order to
reduce their dissonance. On the other hand, with the same logic, a customer who is
exposed to or provided with choice-inconsistent information will experience
psychological discomfort about their chosen alternative (Mao and Oppewal, 2010).

It is noteworthy that reinforcing messages may not play an equally strong rolein
reassuring a customer. That is, a post-purchase advertisement may significantly
reinforce a customer who purchases an expensive specialty product and experiences
strong dissonance when compared to those who purchase low-involvement or
frequently purchased products where the dissonance is not significant (Oshikawa,
1969). Furthermore, Engel (1963) suggested that advertising might not play a
significant role for a new purchaser or a prospective customer who is not dissonant
(Engdl, 1963).

Clearly, cognitive dissonance reduction can be achieved through the actions of
marketers or other providers where a customer's more favorable attitude is a goal
(Hunt, 1970). On the other hand, if a customer feels mental discomfort about their
purchase and does not have information to rationalize their decision, it islikely that
they might count on the fundamental attribution error and blame the company
(Robbins and Judge, 2009; Sharifi and Esfidani, 2014).

Various cognitive dissonance reduction techniques have been implemented by
marketers, including increasing confirmative post-purchase communication (Chen,
2011). In addition, the predictability of cognitive dissonance helps a marketer to
prevent and, consequently, reduce it. Therefore, an understanding of the mechanism

of cognitive dissonance and its reduction will certainly assist a marketer in preventing
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and/or reducing post-purchase dissatisfaction among their customers to some extent
(Shari fi and Esfidani, 2014).

Based on the aforementioned paragraphs, it is clear that dissonance theory has shed
light on the influential role of advertising on repurchase intention (Oshikawa, 1969).
That is, a post-purchase advertising message that reassures a customer by
emphasizing how the desirabl e attributes of the purchased product will play an
essential role in reducing dissonance, and subsequently in creating satisfaction and
repurchase intention for customers (Engel, 1963; Oshikawa, 1969; Hunt, 1970).
Therefore, it is crucial for amarketer to convey reassuring messages by highlighting
the product's desirable features (Oshikawa, 1969).

On the other hand, Hunt's (1970) study indicated that customers who were exposed to
post-purchase information experienced more cognitive dissonance, less favorable
attitudes towards the store, and less repurchase intention. That is, these post-purchase
information did not appear to be ineffective, but worsened the situation. Hunt (1970)
also suggested that these customers might suspect an ulterior motive with such post-

purchase information.

Purchase | nvolvement

Purchase involvement can be described as the relevance of the purchasing behavior to
aconsumer (Slama and Tashchian, 1985). The level of purchase involvement can be
determined by the importance a customer attaches to the purchase and the intensity of
interest an individual hasin aproduct in a particular situation (Sharma, 2014). In
general, high purchase involvement is associated with the purchase of unfamiliar,
infrequently purchased or expensive products, or products that are visible to others or
related to personal, social or economic risks (Sharma, 2014). On the other hand, low
purchase involvement normally requires little search and decision effort and is almost
automatically decided (Sharma, 2014). That is, a customer spends alot of time
seeking information when making a high purchase involvement decision while low
purchase involvement is routine purchasing where a customer exercises little effort in

their purchase decision-making (Sharma, 2014).



Regarding cognitive dissonance mechanisms, high involvement decisions are likely to
shape consumer behavior (Bowen and Chaffee, 1974; Burnkrant, 1978; Krugman,
1965; Krugman, 1970; Ray, 1973; Wright, 1974). Several researchers (Festinger,
1957; Hunt, 1970; Ivy et al., 1978; Korgaonkar and Moschis, 1982) suggested that
when the decision an individual makesisirreversible or involves a significant amount
of time, money and/or psychological cost, or when the purchase decision isimportant

or relevant, cognitive dissonance is likely to occur.

Wong (1996) also suggested that cognitive dissonance is likely to be presented when
the decision is highly valued by a consumer; for instance, the purchase decision for a
product that is central to their self-concept. Furthermore, Langner (1996) pointed out
that when a consumer is personally involved with the decision, or when they
anticipate critical results, generally negative results, from their decisions or actions,
cognitive dissonance will likely exist. Therefore, the purchase decision of expensive
specialty products (Oshikawa, 1969), durable goods (Hibbs, 2000), or products that

have long-term consequences generally yields disconfirmatior (Hibbs, 2000).

Ivy et al. (1978) pointed out that dissonance can also be aroused in decisions related
to small amounts of money. Specifically, the "importance" here can be defined in
terms of psychological importance, and the significance of the decision is considered
by the perceived risk (Bauer, 1960). That is, an important decision here involves the
anticipated presence or absence of radical consequences or certain personality
patterns (Bauer, 1960). For instance, the price of color cosmetics productsis
obviously lower than other luxury items, such as a house or automobile, yet color
cosmetics are significant for a consumer by facilitating the portrayal of their idealized
selves (Beausoleil, 1994; Thompson and Haytko, 1997).

On the other hand, Dholakiz (2001) claimed that a higher perception of risk
encouraged customers to become highly involved with their purchase, which in turn
led to alower perception of risk in the post-purchase stage. This continued lower
perception of risk in the post-purchase scenario indicated alower degree of cognitive
dissonance (Dholakia, 2001). In addition, George and Edward (2009) explained that
the degree of cognitive dissonance experienced by highly involved customers was less

than that experienced by low involved customers.
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Therefore, it isjustifiable to claim that the magnitude of post-purchase cognitive
dissonance is afunction of the importance or the involvement of the decision
(Milliman and Decker, 1990).

Attractive Alternatives

Products available in the market are designed by marketers who basically incorporate
acombination of product attributes, which are not exactly what consumers would
want if they had an opportunity for customization (Kaish, 1967). Especially in the
current competitive market, where numerous aternative brands are available to
confuse consumers in their purchase decision (Shankar, Cherrier and Canniford,
2006; Simpson, Siguaw and Cadogan, 2008), customers will utilize the available
limited resources to make the most appropriate decision in order to achieve the

highest possible satisfaction (Zeelenberg and Pieters, 2007; Saleh, 2012).

Consumers who voluntarily choose a product from alternatives and who are
committed to their chosen one, will normally experience post-purchase dissonance
when they encounter doubt as to whether they have made the right choice (Festinger,
1957) and they realize that they cannot enjoy the favorable aspects of the unselected
products (Brehm, 1956). For instance, after purchasing an automobile, a customer
who is aware of some significant advantages of the deselected alternatives will suffer
from the psychological pain known as cognitive dissonance (Engel, 1963, Saleh,
2012).

Sheth (1970) revealed that the degree of cognitive dissonance is greater in a high-
conflict situation where alternatives are equally attractive, than in alow-conflict
situation where one alternative is far superior to the others (Festinger, 1957).
Specifically, when alternatives are similarly attractive, rejecting alternatives would
yield an internal conflict for a consumer and subsequently increase cognitive
dissonance; on the other hand, if one alternative isfar superior to the others, rejection
would yield little conflict and cognitive dissonance would be less likely to be

experienced (Liang, 2014).
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When a customer is aware of an advantage of foregone alternatives, even when the
chosen one performs well, they will inevitably feel dissonance, which will
subsequently have a unfavorable impact on satisfaction (Inman, Dyer and Jia, 1997),

and even the intention to switch (Bui, Krishen and Bates, 2011).

Therefore, after a consumer makes a purchase decision by choosing a product from
various alternatives, the attractiveness of the foregone alternative determines the
magnitude of cognitive dissonance (Festinger, 1957; Mittelstaedt, 1969) because
selecting one product means the rejection of other enticing alternatives (Liang, 2014).

2.2.3 Theories Related to Cognitive Dissonance

Regret Theory

There are two main features associated with post-purchase dissatisfaction: post-
purchase dissonance and post-purchase regret. While cognitive dissonance reflects the
pressure of the conflicting consumption that requires a change to reduce the
dissonance (Festinger, 1957), regret can be an emotion that a consumer experiences
when they realize that their present condition could have been better if the decision
had been made differently (Zeelenberg and Pieters, 2007). Specifically, regret has
been identified as an outcome of cognitive dissonance (Bell, 1982; Loomes and
Sugden, 1982). Wong (1996) further explained that dissonance theory posited regret
as a cognitive element in the decision-making process, and is experienced if a

consumer does not adopt a dissonance-reducing technique.

Regret theory has also been applied to explain consumers' decision-making and
behavior (Keinan and Kivetz, 2008). Regret apparently plays a crucial role in shaping
the buying decision-making process for future purchases (Zeelenberg and Pieters,
2007). In addition, it has been found to have a negative direct impact on the consumer
satisfaction level and repurchase intention, and a positive impact on brand switching
intention (Inman et al., 1997; Zeelenberg and Pieters, 2007; Keaveney, Huber and
Herrmann, 2007).
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Self-Affirmation Theory

Related affirmations are mechanisms implemented to assert an individual's self-worth
(Steele, 1988) or self-concept (Aronson, 1968). According to Steele (1988), self-
affirmation theory has been applied to support an individual's interpretation of self-
concept in an occurrence of dissonance, which has been assumed to harm one's

perception of competency (Steele, 1988).

Based on self-affirmation theory, the fundamental premise of dissonance reduction is
to maintain a positive view of self-integrity (Spangeberg, Sprott, Grohmann and
Smith, 2003). Therefore, the theory assumes that when an individual endures a
cognitive discrepancy and strives to assert the value or a positive perception of the
self, any cognitive or behavioral change resulting from discrepancies shall be
disregarded (Moore, 2003).Previous experiments have also revealed and supported
the existence of cognitive dissonance in the operation of the self-affirmation process
(Steele, 1988; Aronson, Cohen and Nail, 1999).

2.2.4 Theories Related to Antecedents of Cognitive Dissonance

Affect-as-Information Theory

Affect-as-information theory posits that affective aspects can be practiced as
informational functions (Wyer and Carlston, 1979). That is, it states that an individual
makes ajudgment based on their subjective experiences, such as moods, emotional
state, metacognitive experiences and physical sensations (Schwartz, 2010). The
theory proposes that an individual exhibitstheir feelings, or affective aspects, as a
source of information (Schwartz, 2010), and likely incorporates those feelings into the
subsequent process of attitude formation (Schwartz and Clore, 1983; Wyer, Clore and
Isbell, 1999).

Therefore, based on affect-as-information theory, when a customer adopts
dissonance-reducing techniques, namely being exposed to reinforcing (inconsi stent)
post-purchase information, the changes in affect will shift a customer towards
satisfaction (dissatisfaction) (Mao and Oppewal, 2010).

48



Reinforcement M odel

Ehrenberg's Reinforcement model (1974) indicated that advertising is a strong
scheme of persuasion that is capable of changing a consumer's attitude by reinforcing
an opinion based on what a consumer experiences with a product. That is, advertising
can emotionally, rather than informatively, reinforce the feelings of satisfaction in the

post-purchase or post-consumption stage (Heath and Feldwick, 2008).

The experimental findings of Braun (1999) also confirmed the reinforcing power of
advertising in the post-purchase stage. In the study, subjects were provided with
orange juice of various quality; the findings revealed that subjects who were exposed
to advertising after consuming orange juice rated the product at a high level and could
judge the product quality correctly. Thisled to the conclusion that exposure to
advertising after product experience could change a consumer's memory in terms of

both objective and affective elements of that experience (Braun, 1999).

Information Integration Theory

The Information Integration theory of Anderson (1971) was introduced to illustrate
how an individual gathers different pieces of information, and the impact of each
informational stimulus in the evaluation process. Specifically, this theory
demonstrates the inconsistent information discounting process, by which the
averaging model suggests that the early information is given more attention, is better
remembered, and influences how later or inconsistent information is interpreted
(Anderson, 1965; Fishbein and Ajzen, 1975).

Furthermore, the Integrated Information Response Model (IIRM) indicates that trial-
based information is perceived to produce a significant expected value (EV) and is an
influential base for attitudinal development; on the other hand, the trustworthiness of
advertising is discounted because it is perceived to be a vested-interest source (Smith,
1993). Smith and Swinyard (1983, 1988) further noted that the information's
credibility depends on a consumer's strength of belief and confidence in a brand
(Bennett and Harrell, 1975; Fishbein and Ajzen, 1975; Marks and Kamins, 1988).
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Generally, when the trial and advertising information are consistent, the trial
information is more weighted as previously mentioned; nevertheless, the model is
more complicated when the trial and advertising information is inconsistent (Smith,
1993). When a consumer is exposed to advertising before they experience a negative
trial, the averaging model suggests that the advertising will be given more weight, and
the later negative trial experience will be discounted while the IIRM suggests that the
advertising may produce a discounting effect (Smith, 1993).

Cost-Benefit Trade-Off

Based on the concept of cost-benefit trade-off, a comparison of the costs and benefits
of certain behaviorsis undertaken (Verhallen and VVan Raaij, 1986). Therefore, to
achieve particular goals, an individual will generally go through the process of
consideration by trading-off the pros and cons of various aternatives, each of which

has its own set of positive and negative aspects (Verhallen and VVan Raaij, 1986).

A certain alternative is selected when it possesses the most promising ratio of cost and
benefit, and the purchase decision is made when the sum of all positive aspects
outweighs the sum of all negative aspects (Verhallen and Van Raaij, 1986). Verhallen
and Vanraaij (1986) also suggested that while a consumer will carefully consider the
trade-off between the costs and benefits of an unfamiliar product; they will again

make an overall cost-benefit evaluation on arepeated purchase.

2.2.5 Critical Analysis of the Theories Related to Cognitive Dissonance

The definition of cognitive dissonance in this study is based on the seminal definition
of Festinger (1957) who defined it as an uncomfortable feeling or state when a
consumer encounters conflicting cognitions between what a consumer believes and
information that callsit into question during the purchase decision-making process.

Therefore, the concept of cognitive dissonance is consistent in much research.

As previously mentioned, impulse buying behavior is a consequence of a purchase
decision that lacks proper planning and consideration, and is rather influenced by

various factors in an enticing selling environment (Piron, 1991). Furthermore, George
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and Yaoyuneyong (2010) suggested a significantly higher level of cognitive
dissonance results from impulse buying than from planned purchase. Therefore, in
order to elaborate the role of cognitive dissonance in relation to impulse buying
behavior, this study includes only the occurrence of cognitive dissonance after the
color cosmetics products are purchased until they are evaluated after consumption,
even though it may occur at any stage along the buyer's decision making process
(Oliver, 1997).

I'n addition, post-decision cognitive dissonance can be aroused and diminished by
various factors. Generally, the antecedents of cognitive dissonance suggested by
previous studies are mostly associated with certain attributes, which are information,
the significance or relevance of the decision and alternative products (Holloway,
1967; lvy et d., 1978; Festinger, 1958; Mao and Oppewal, 2010). Therefore, this
study expects post-purchase information, purchase involvement and attractive
alternatives to be antecedents of cognitive dissonance. For more details on the

summary of articles related to cognitive dissonance, see Table 2 in Appendix |.

2.3 Levd of Satisfaction

In the current competitive and dynamic business environment, acquiring new
customers is essential, but retaining existing onesis also crucial (Saleem, Ali and
Ahmad, 2012) because it is five times cheaper (Peters, 1988). Customer satisfaction is
thus a key prerequisite for a company to create a sustai nable competitive advantage
and long-term profitable relationships with their customers through repeated
purchase, brand switching cost and recommendation (Shemwell et al., 1998;
Sureshchandar €t al., 2002). A company that realizes the significance of satisfaction
level thus heavily invests in understanding and measuring customer satisfaction to
secure their future profits and to sustain business viability (Hawkins, Best and Coney,
2004).

Under the context of impulse buying where the purchase is unplanned and less
deliberative than anormal rational planned purchase, there is a greater likelihood of
cognitive dissonance that further hinders a consumer from being satisfied (Rook and
Fisher, 1995; Kang and Johnson, 2009; Kang, 2013). Nevertheless, other studies
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revealed customer satisfaction as a consequence of impulse buying (Chen, 2002).

Therefore, these relationships are still inconsistent and need further investigation.

2.3.1 Definitions of Level of Satisfaction

The most widely accepted definition of satisfaction is by Oliver (1980) who referred
to it as an affective reaction from an expectancy-disconfirmation paradigm, which
involves a cognitive process. Hence, this definition introduces affective and cognitive
components into the disconfirmatior paradigm; where the cognitive component refers
to the comparison of expectation and perceived performance, and the affective
component refers to the feeling of pleasure or disappointment towards the product
(Moliner, Sanchez, Rodriguez and Callarisa, 2007). If the performance meets the
expectation, a consumer will be satisfied, which thereby |eads to repurchase intention
(Chang, Chou and Lo, 2014). On the other hand, if performance is below
expectations, a consumer will be dissatisfied and will eventually suffer from

unfavorable outcomes (Mitchell and Boustani, 1994).

Furthermore, Johnson, Anderson and Fornell (1995) suggested that satisfaction can be
defined in terms of cumulative characteristics as an affective assessment of
consumption accumulated over time (Oliver, 2009), and in transaction-specific
characteristics with a context-specific assessment of a product (Johnson et al., 1995).
Consistent with this, Kuo et al. (2013) claimed that it is better to evaluate the
performance in a cumulative manner because it is more effective in forecasting a

customer's post-purchase behavior.

In addition, Johnson (2001) indicated that satisfaction can be conceptualized as two
main aspects: (1) the satisfaction derived from the assessment of the perception,
attitude or belief towards the product (Oliver, 1980); and (2) the satisfaction derived
from the experience with a company or a product (Anderson, Fornell and Lehmann,
1994; Patterson and Johnson, 1995; Bolton, 1998; Garbarino and Johnson, 1999;
Mittal, Kumar and Tsiros, 1999). The chronological development of the definition of
satisfaction is shown in Table 2.3.
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Table 2.3: The Chronological Development of the Definition of Satisfaction

Authors Definition of Satisfaction
Howard and Sheth A cognitive state of being sufficiently or insufficiently rewarded for the
(1969) cost a customer forgoes.
Hunt (1977) An evaluation that the consumption experienceis as good as it should be.
Oliver (1980) The attitude towards the comparison of expectation and perceived

performance of the product.

Engel and Blackwell
(1982)

An evaluation that the selected product alternative is consistent with the
pre-purchase beliefs.

Bearden and Ted (1983)

A post-purchase circumstance illustrating how much a customer likes or

dislikes the product/service experience.

Oliver (1992)

A post-purchase evaluation and affective response towards the overall

product experience.

Engel, Kollat and
Blackwell (1993)

An evaluation of the consistency of product performance before making a

purchase and after consuming it.

Mitchell and Boustani
(1994)

A function of the congruence between the expectation and perceived

performance of a product.

Rust and Oliver (1994)

The degree to which a consumer perceives that a product evokes positive
feelings.

Oliver (1997) A pleasure feeling from the product consumption that fulfills certain needs.
Wirtz and Bateson An evaluation on the perceived outcome of a certain consumption
(1999b) experience.

Kotler (2000) Pleasure or disappointment from the comparison of the products' perceived

performance and expectation.

Sarangapani and
Mamatha (2009)

A feeling of pleasure or disappointment from the comparison between the

product's perceived performance and expectation.

Kuo et al. (2013)

An overall evaluation accumulated overtime on the product purchased.

Chang et a. (2014a)

A consumer's expectation towards an offering; if a product or service
matches the expectation, satisfaction and repurchase intention will be
realized.

Source: Author

Satisfaction has been consistently found to have a strong impact on future purchase
decisions (Sheth, 1973; Ferguson and Johnston, 2011), both attitudinal and behavioral
loyalty (Bloemer and Odekerken-Schroder, 2002; Bodet, 2008; Homburg and
Giering, 2001; Kassim and Abdullah, 2010; McAlexander and Roberts, 2003; Olsen,
2007; Szymanski and Henard, 2001; Tuu and Olsen, 2009). It is posited that customer

satisfaction is a significant antecedent of repurchase behavior (Sambandam and Lord,
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1995; LaBarbera and Muzursky, 1983), repurchase intention (Anderson and Sullivan,
1993; Cronin, Brady and Hult, 2000), intention to purchase other products (Cardozo,
1965), positive word-of-mouth (Bitner, 1990; Swan and Oliver, 1989), customer
retention (Bolton, 1998), and continuous patronage (Bolton and Lemon, 1999).

Furthermore, a customer with a different satisfaction level islikely to have different
post-purchase behavior. Sarangapani and Mamatha (2009) indicated that a customer
with alow satisfaction level tends to abandon the brand and even engages in negative
word-of-mouth; a customer who isfairly satisfied may switch brand if a better
offering is found, and a customer with ahigh level of satisfaction islikely to make a
repurchase, express positive word-of-mouth towards the product and the company,
and have an emotional bond with the company. Moreover, they further elaborated that
acompletely satisfied customer is six times more likely to make a repurchase than

very satisfied customers.

In the study of Apaolaza-Ibafiez, Hartmann, Diehl and Terlutter (2011) on women's
satisfaction with cosmetics brands, the results revealed that both utilitarian and
hedonic brand benefits have a significant impact on satisfaction with a cosmetics
brand. Furthermore, Ueacharoenkit’s (2012) investigation revealed that satisfaction in
a cosmetics brand significantly leads to brand loyalty in Thailand.

It is crucial to recognize the distinction between satisfaction and cognitive dissonance.
That is, cognitive dissonance has been studied to be an antecedent of both satisfaction
and dissatisfaction (Solomon et al., 2006; Lake, 2009; Chen, 2011; Shao and Shao,
2011; Park, Cho and Rao, 2012; Sharifi and Esfidani, 2014). High cognitive
dissonance arouses dissatisfaction, while reduced cognitive dissonance motivates
satisfaction (Cooper, 2007; Lake, 2009).

Based on previous definitions, satisfaction is derived from a process of comparison
between pre-consumption expectations and perceived performance. Unfortunately, its
universal applicability is questionable (Wirtz and Bateson, 1999a; Shukla, 2004), and
several studies indicated that product performance has a sole or dominant direct
impact on satisfaction (Churchill and Surprenant, 1982; Tse and Wilton, 1988;
Patterson, 1993; Shaffer and Sherrell, 1997; Kristensen, Martensen and Gronhold,
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1999; Shukla, 2004). Furthermore, many academicians (Gronroos, 1993; Cronin and
Taylor, 1992; Kristensen et al., 1999) revealed that expectation is a difficult concept
because of its different conceptualizations in different studies, and a complicated

concept because it is difficult to achieve reliable and valid measures.

Therefore, only perceptions of the utility of products are the concern of this study, and
the definition of the level of satisfaction applied in this study is based on Wirtz and
Bateson (1999b) as" the evaluative reaction regarding the perceived performance

of the product consumption experience” .

2.3.2 Product Performance

Over the last three decades, product performance has been considered as the major
source of a company's competitive advantage (Forker et al., 1996; Hans and Will,
1993; Raghunathan et al., 1997). Moreover, certain studies supporthave found that
product performance should be adopted as a company's strategic goal (Adam, 1992;
Garvin, 1988; Schonberger, 1992). Most companies devel op defense strategies
through the quality of products to retain existing customers (Seines, 1993). If a
customer has experience or is familiar with the product, the product performance can
be evaluated at or before the moment of purchase; on the other hand, for purchase
decisions about new or unfamiliar products where the product qualities are not
evident at the point of purchase, customers normally evaluate the product based on
extrinsic cues, such as brand, package, price, etc. (Zeithaml, 1988), rather than
intrinsic cues because intrinsic cues require more effort and time, are not available at
the purchasing moment, or are not used because they are too difficult to evaluate
(Seines, 1993). That is, in the latter case, product consumption is the first opportunity

where customers have a chance to evaluate the intrinsic qualities (Seines, 1993).

Through cognitive assessment, product utility or performance has a strong and direct
influence on the level of satisfaction (Mugge et al., 2010). Cronin and Taylor (1992)
indicated that evaluation in terms of performance criteria contributes to a better fit in
the theoretical model than by applying expectation measures. Moreover, the strong

positive relationship between product performance and satisfaction iswell
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documented in various studies across countries and product categories (Yi, 1990;
Fornell, 1992; Cronin and Taylor, 1992; Shukla, 2004).

Such a product performance-customer satisfaction relationship is crucial for marketers
because it has been proven to be an antecedent of customer loyalty (Liu and Jang,
2009; Ryu and Han, 2010). On the other hand, other studies claimed that customer
dissatisfaction could occur when product performance is unsatisfactory (Myers and
Alpert, 1968; Anderson and Sullivan, 2000). Moreover, the level of importance of
product performance in predicting customer satisfaction varies with the consumption
goals (Mittal et al., 2001), such asimproving physical appearance, and enhancing

personality or elevate sexual attractiveness, etc.

The evaluation on the ideal product performance can be undertaken based on two
main types of norms: (1) the typical or standard performance of a certain brand, such
as the popular, the last purchased, or the most preferred brand; (2) the average
performance perceived to be standard for the product (Cadotte, Woodruff and Jenkins,
1987).

Traditionally, consumers apply cosmetics to control or improve their physical
appearance and attractiveness (Apaolaza-lbafiez et al., 2011). Previous studies found
that cosmetics are not only consumed due to their utility or functional benefits - the
ability to successfully deliver the promised resultsin terms of physical appearance,
such as a brighter face, or natural lip color; but also their emotional or hedonic
benefits - the ability to achieve a certain emotional experience, such as sexual
attractiveness, or social and professional success (Apaolaza-Ibafiez et al., 2011).
Therefore, in the present study, product performance can be referred to as the ability
of the cosmetics to deliver the promised functional or emotional benefitsto a

customer.
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2.3.3 Theories Related to L evel of Satisfaction

Expectancy-Disconfirmation Theory

Expectancy-disconfirmation theory statesthat disconfirmation is a consequence of
dissonance between expectation and actual performance (Oliver, 1977). That is, when
actual performance exceeds the expectation, positive disconfirmation will be
experienced and will subsequently lead to satisfaction; on the other hand, when
expectation exceeds actual performance, negative disconfirmatior will be experienced
and will subsequently lead to dissatisfaction (Barber and Venkatraman, 1986) (Figure
2.3). Therefore, it can beimplied that the level of disconfirmatior has adirect impact

on the post-purchase satisfaction of impulse purchasers (Kang, 2013).

Figure 2.4: The Disconfirmatior Paradigm
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i Source: Hoyer, W. D. and Maclnnis, D. J. (1997). Consumer behavior. Boston: Houghton Mifflin.

Assimilation Theory
Assimilation theory suggests that an individual tries to avoid discrepanciesin their

prior held opinions or expectations; therefore, they make an attempt to assimilate their
experiences based on their prior opinions (Hovland, Harvey and Sherif, 1957).
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Regarding the previously mentioned expectancy-disconfirmation theory, expectation
isnormally the base of comparison with performance; hence, it inevitably has a direct
influence on perceived performance (Pieters, Koelemeijer and Roest, 1995).

Assimilation occurs in two cases; forward assimilation and backward assimilation.

Forward assimilation occurs when the performance is influenced by a customer's
previously held expectations, in which higher expectations lead to higher
performance, and lower expectations lead to lower performance (Pieters and Zwick,
1993) — performance is assimilated in the direction of expectation. On the other hand,
backward assimilation occurs when a customer cannot remember or recall their prior
unbiased expectation once they experience the product performance — expectation is

assimilated in the direction of performance.

Therefore, it can be concluded that assimilation has an essentia effect on customer
satisfaction because the discrepancy between the (actual and recalled) expectation and
performance isreduced (Pieters et al., 1995).

Equity Theory

Equity theory states that a consumer compares their outcome-to-input ratio with the
ratio of other partiesin the relationship, which mostly refers to the marketer (Mourni,
2005). Specifically, customer satisfaction will be experienced when a consumer
perceives that their ratio isfair (Mourni, 2005), while dissatisfaction will be
experienced when they perceive inequity (Fisk and Y oung, 1985).

The study of Swan and Oliver (1985) revealed that only negative inequity has an
impact on dissatisfaction while positive inequity does not have asignificant impact on

dissatisfaction, but is rather perceived to be fair and satisfactory.

Norms as Comparison Standards

Several studies on satisfaction have applied various types of norm as a comparison
standard, which indicates "what is supposed to be" with regard to the performance of

the product, such as normative deficit (Morris, 1977), normative expectation
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(Summers and Granbois, 1977), and desired expectations (Swan, Trawick and Carroll,
1982).

For instance, Woodruff et al. (1983) utilized an experience-based norm, which isa
standard arising from a customer's experience with a brand's product, other products
of the same brand, or other products in the same category. Furthermore, Cadotte et al.
(1987) applied experience-based norms based on certain brand criteria, which are (1)
the product type — the average performance of every brand, (2) the best brand —- the
performance of the best brand, and (3) brand expectations — the expectations towards
the brand.

2.3.4 Critical Analysisof the Theories Related to L evel of Satisfaction

Customer satisfaction is one of the pillars of the academic and businessworld. It isa
crucial prerequisite of a company's sustainable competitive advantage (Shemwell et
al., 1998; Sureshchandar et al., 2002) and many companies heavily invest in
measuring their customer satisfaction (Hawkins et al., 2004).

Satisfaction has been defined in various ways, and the most widely applied is based
on the expectancy-disconfirmation paradigm, which refers to the comparison between
the expected and the perceived performance of the product or service (Oliver, 1980).
However, its universal applicability has been called into question (Wirtz and Bateson,
1999a; Shukla, 2004). That is, various types of norm are used as standards to compare
or evaluate product performance while other studiesimply that product performance
rather dominantly or even solely influences customer satisfaction (Churchill and
Suprenant, 1982; Tse and Wilton, 1988).

In addition, several studiesindicated that impulse buying is an unplanned, sudden and
stimulus-driven decision that lacks proper consideration (Stern, 1962; Piron, 1991;
Beatty and Ferrell, 1998; Hoch and L oewenstein, 1991), and should lead to cognitive
dissonance and, subsequently, post-purchase dissatisfaction (Rook and Fisher, 1995;
Kang and Johnson, 2009; Kang, 2013). Nevertheless, certain studies revealed that
some consumers did not express significant dissatisfaction (Gardner and Rook, 1988),

and others are even satisfied with their impulse buying decision (Dittmar and Drury,
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2000). Therefore, there is no consensus on the relationship between impulse buying
and satisfaction, and it needs further investigation in the search for an explicit
relationship. For asummary of articles related to the level of satisfaction, see Table 3
in Appendix I.

2.4 Post-Purchase Behavioral | ntentions

Post-purchase behavior can be defined as a series of actions taken by customers to
compare their expectations with their perception of actual product performance, to
evaluate their satisfaction, and to act in accordance with their evaluations (Andreasen,
1976; Gilly, 1979). Marketers are always keen to understand a customer's post-
purchase behavioral intention, or the possibility of an action taken after purchasing a
product (Lin, 2009).

Satisfaction has widely and consistently been proven to have a strong positive impact
on both attitudinal and behavioral loyalty (Bloemer and Odekerken-Schroder, 2002;
Bodet, 2008; Homburg and Giering, 2001; Kassim and Abdullah, 2010; McAlexander
and Roberts, 2003; Olsen, 2007; Szymanski and Henard, 2001; Tuu and Olsen, 2009).
Furthermore, customer loyalty is regarded as a multi-dimensional concept, including
customer retention, positive word-of-mouth, and cross buying (De Wulf, Odekerken-
Schroder and lacobucci, 2001; Zeithaml, Berry and Parasuraman, 1996). In this study,
post-purchase behavioral intentions are thus investigated in terms of repurchase

intention, cross-buying intention and word-of-mouth intention.

2.4.1 Repurchase Intention

Companies prefer to maintain relationships with their existing customers with the aim
to increase their repurchase intention because it costs five times less than acquiring
new customers (Yan, 2006; Chang et al., 2014a). According to Hume and Mort
(2010), repurchase intention is one of the most essential dependent variables studied

to develop management insight, strategic planning and delivery.

Repurchasing reflects the customer's self-reported probability to purchase the same
product or brand again in the future (Blackwell, Miniard and Engel, 2001; Seiders,
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Voss, Grewal and Godfrey, 2005). That is, it islikely that a customer will continue to
purchase the product in the future (Chiu, Chang, Cheng and Fang, 2009).

Generally, customers evaluate their intention to repurchase based on their previous
experience and the expected future benefits (Olaru, Purchase and Peterson, 2008).
Specifically, repurchase intention is related to customer satisfaction (Patterson,
Johnson and Spreng, 1997; Durvasula et al., 2004), If customers are satisfied with a
product or service, they will be more likely to repurchase and recommend it to others
(Kotler, 1999).

Furthermore, continuing customers have been proven to be less price-sensitive
(Keaveney, 1995), more receptive to a company's new product offerings (Hawkins et
al., 2004), and more resistant towards competitors' promotional offerings (Dick and
Basu, 1994). Therefore, repurchase intention is a remarkably valuable construct
associated with a company's profitability, competitive advantage and sustainability
(Hennig-Thurav and Klee, 1997; White and Y u, 2005; Carroll and Ahuvia, 2006; Lee,
Choi and Kang, 2009).

Therefore, marketing managers regularly monitor their performance and take into
account customer feedback obtained through customer surveys on various topics,
including satisfaction, repurchase intention and recommendation (word-of-mouth)
intention (Morgan and Rego, 2006) because they are the key predictors of a
customer's future purchasing behaviors, such as retention, word-of-mouth, and share-
of-wallet, etc. (Keiningham et al., 2007).

In addition, it is aso crucial to treat repurchase intention and cross-buying intention
as different constructs. That is, a customer relationship is also defined by its length
and breadth, in which repurchase can be regarded as an indication of relationship
continuation or length, where the focus is on minimizing customer defection, while
cross buying can be regarded as an indication of relationship development or breadth,
where the focus is on extending the relationship with customers (Verhoef, 2003; Liu
and Wu, 2007). Moreover, a customer with repurchase intention is aso found to have
atendency to enhance the relationship with a brand by cross-buying (Gwinner,
Gremler and Bitner, 1998; Ngobo, 2004).

61



2.4.2 Cross-Buying Intention

The practice of purchasing additional different products or services from the same
provider, without regard to the period between the first and the second transaction, is
referred to as cross-buying, which suggests a high level of commitment from the
customers (Verhoef et al., 2001; Reinartz et al., 2008; Ngobo, 2004).

Cross-buying enables sellers to cross-sell their products and services and contribute
tremendous benefits to them such as increased revenue from existing customers,
easier and cheaper options for a company to grow than acquiring new customers,
enhancing customer retention, alonger profitable lifetime duration, and increased
customer lifetime value, which leads to higher revenue and a higher share-of-wallet
(Kumar, George and Pancras, 2008). The cross-selling of multiple products also
increases the customer retention rate as perceived switching cost arises with cross-
buying (Kumar et al., 2008). Furthermore, Ngobo (2004) claimed that cross-selling
offers advantages to afirm as it reduces the amount of money spent on customer

acquisition, which leads to a pricing advantage over its competitors.

Previous studies suggested a linkage between impul se buying and cross-selling
strategies (Dawson and Kim, 2009). That is, more buying can be a consequence of the
momentum of the impulsivity to be acted upon (Hoch and Loewenstein, 1991). In
addition, customer satisfaction has been found to be a positive direct motivation for a
customer to buy additional products from the same brand (Ngobo, 2004; Kumar et al.,
2008). That is, a customer has to be satisfied with the current product in order to

consider an additional item (Soureli, Lewis and Karantinou, 2008).

2.4.3 Word-of-Mouth I ntention

In the pre-purchase stage, word-of-mouth is one of the most reliable information
sources to evaluate a product (Dawes, Dowling and Patterson, 1991), while customers
also utilize word-of-mouth to express their satisfaction towards their experience in the
post-purchase stage (Westbrook, 1987).Word-of-mouth intention has thus been an
essential topic area for researchers for more than thirty years (Keiningham et al .,
2007).
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Word-of-mouth can be defined as an evaluation of products, services, brands or
companies without commercial intention, and isinitiated through various
communication channels, such as face-to-face, social networks, etc. (Kuo et al.,
2013). In the post-purchase stage, customers pass on word-of-mouth, as an informal
communication, about their experience of products and/or services to others
(Westbrook, 1987).

Word-of-mouth has a crucial influence on consumer behavior for three main reasons:
(1) it is mostly face-to-face communication, which contains valid information with
dramatic experiential incidents, and tends to have greater influence on a consumer
than mass communication; (2) it is originated by non-marketing sources, so it is
regarded as credible and a custom-tailored source of information, and (3) it can create

more damage because it is communicated to many consumers (Yi, 1990).

Customer satisfaction has been found to have a dominant influence on word-of-mouth
(Yi, 1990). In particular, negative word-of-mouth is highly determined by
dissatisfaction, especially when the product failure is seen to be the responsibility of
the company, or when complaint handling is negatively perceived by a customer
(Richins, 1983; Szymanski and Hanard, 2001). Some studies revealed a U-shape
relationship between dissatisfaction and word-of-mouth in which word-of-mouth is
higher among extremely satisfied customers than those who are moderately satisfied
(Anderson, 1998).

2.4.4 Theories Related to Post-Pur chase Behavioral | ntentions

Theory of Planned Behavior

The Theory of Planned Behavior (TPB) by Ajzen (1991) has been adopted in various
researches to identify the determinants of, and to comprehend, certain behavior.
Based on this theory, the fundamental determinant of behavior isintention; that is, an
individual normally behaves in accordance with their intention. Specifically, intention
can be referred to as a behavioral motivation and represents an expectation of an
individual's behavior in a certain situation (Ajzen, 1991), and it isin turn determined

by the attitude toward the certain behavior, subjective norms and perceived behaviora
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control (Tuu, Anh, Olsen and Vassdal, 2010). Therefore, in this study, post-purchase
behavioral intentions, which are taken to mean repurchase intention, cross-buying
intention and word-of-mouth intention, are predicted to lead a customer to action.

Consistency Theory

Consistency theory has been referred to in numerous articles on a variety of theories
related to cognitive dissonance, self-perception, congruity, equity, (Abelson, 1983),
and self-affirmation (Moore, 2003). The focal principle of consistency theory is that
when an individual experiences conflicting perceptions, they will strive to take action
to reduce these contradictions, which are psychologically disturbing (Langner, 1996).
That is, the consistent cognitions are assimilated into one's belief system, while the
inconsistent cognitions are disregarded (Collier, Minton and Reynolds, 1991).
Therefore, it basically implies that on€'s cognition, action and acknowledgement of
information are fundamentally influenced by an inclination to maintain or restore

one's consistent cognitive condition (Jones, 1973).

Consistency theory holds two dominant predictions: modest and strong consistency
effects. The first assumes that an individual with positive expectations is supposed to
react more favorably to positive feedback and less favorably to negative feedback
than those with negative expectations. On the other hand, the latter suggests that an
individual with negative self-expectations is expected to react more favorably to
negative feedback than to positive feedback because the unfavorable feedback affirms
their low self-expectations (Schrauger, 1975).

With regard to this study, a customer who is satisfied with certain mass color
cosmetics itemsislikely to make arepeat or upgraded purchase, or recommend them
to others so that their behavior is consistent with their attitude (Gilly and Gelb, 1982).

Loyalty

Loyalty has been found to be a complex construct with various aspects, including
behavioral, attitudinal and cognitive processes (Javalgi and Moberg, 1997). However,

different researchers have devel oped different dimensions of loyalty. For instance,
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Parasuraman, Zeithaml and Berry (1994) suggested that loyalty is composed of
loyalty to the company, the propensity to switch, the willingness to pay more, externa
responses to a problem and internal responses to a problem; De Ruyter, Wetzels and
Bloemer (1998) suggested that loyalty is composed of preference, price indifference,
and dissatisfaction responses; while many other academicians (De Wulf et al., 2001;
Zeithaml et al., 1996) suggested it as a multi-dimensional concept consisting of
customer retention, cross-buying and positive word-of-mouth. Therefore, this study
investigates customer loyalty in terms of intentions to repurchase cross-buy and

spread positive word-of-mouth.

2.4.5 Critical Analysisof the Theories Related to Post-Pur chase Behavioral I ntentions

Regarding the unplanned and |ess deliberative characteristics of impulse buying,
cognitive dissonance could occur and further hinder a customer from being satisfied
(Rook and Fisher, 1995; Kang and Johnson, 2009; Kang, 2013). Therefore, long-term
relationships with customers may be less likely. However, Chen (2002) argued that
customer satisfaction could be realized as aresult of impulse purchase, and this could

imply that along-term profitable relationship with impulsive buyersis possible.

Satisfaction has been widely recognized to have a strong impact on both attitudinal
and behavioral loyalty (Bloemer and Odekerken-Schréder, 2002; Bodet, 2008;
Homburg and Giering, 2001; Kassim and Abdullah, 2010; M cAlexander and Roberts,
2003; Olsen, 2007; Tuu and Olsen, 2009). In this study, the multi-dimensions of
customer loyalty are composed of repurchase, word-of-mouth, and cross-buying
intentions (De Wulf et al., 2001, and Zeithaml et al., 1996) to measure the post-

purchase behavioral intentions for self-selected mass color cosmetics products.

Furthermore, the difference between repurchase and cross-buying needs clarification.
While repurchase represents the length of customer relationship, cross-buying
represents the breadth of customer relationship (Verhoef, 2003; Liu and Wu, 2007).
That is, repurchase indicates the practice of repurchasing the same product in the
future, and focuses on maintaining the relationships with present customers
(Blackwell et al., 2001; Seiders et al., 2005). On the other hand, cross-buying

indicates the practice of purchasing different or additional products from the same
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provider, and focuses on extending the rel ationships with existing customers
(Verhoef, 2003; Liu and Wu, 2007; Reinartz et al., 2008; Ngobo, 2004). For more
details on the summary of articles related to post-purchase behavioral intentions, see

Table4 in Appendix I.

66



CHAPTER I
RESEARCH FRAMEWORKS

This chapter presents the theoretical frameworks illustrating the rel ationships between
impulse buying, cognitive dissonance, level of satisfaction, and post-purchase
behavioral intentions that have been affirmed by previous studies. Together with the
theoretical frameworks, in-depth interviews were undertaken, and the findings are
discussed to support the conceptual framework development. The hypothesized
relationships, the operationalization, and the definitions of constructs are also clarified

in this chapter.

3.1 Theoretical Frameworks

In this section, the theoretical frameworks are illustrated and explained to support the
comprehension of the conceptual framework development process. Regarding the
mechanisms of the impulse buying process as well as its antecedents, the theoretical
framework was depicted in Chapter 2 (Figure 2.3). In addition, to better understand
the relationship between impulse buying behavior and its post-purchase evaluation, it
is based on two related theoretical frameworks illustrated in Figure 3.1 and 3.2.

Figure 3.1 shows the relationship between impulse buying and cognitive dissonance
proposed by George and Yaoyuneyong (2010). Their study aimed to examine the
rel ationshi ps between impul se buying behavior, impulse buying trait and cognitive
dissonance. This study employed a quantitative research method by conducting an
online survey with 58 college students in the U.S. who went shopping during their
spring break, and utilized a paired-sample t-test to compare the level of cognitive
dissonance after impulse buying and planned purchasing, and multiple regression
analysis to test the influence of the impulsiveness trait on the level of cognitive

dissonance.

The study proposed that impul se buying behavior more likely leads to cognitive
dissonance than planned buying behavior. That is, impulse purchasers may be less

informed in their purchase decision than planned purchasers. The lack of sufficient
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information on product selection leads impulse buyers to re-think their purchase
decision. Therefore, they proposed that the level of cognitive dissonance resulting
from impulse buying behavior is higher compared to planned buying behavior.
Furthermore, they also proposed that those with higher impulse buying traits, who are
more likely to feel ahigher level of arousal, might increase their post-purchase
contrast propensity, and subsequently are more likely to experience a greater level of

cognitive dissonance than those with lower impulsiveness traits.

Figure 3.1: The Model Linking Impulse Buying with Cognitive Dissonance
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Source: George, B. P. and Yaoyuneyong, G. (2010). Impulse buying and cognitive dissonance: A study
conducted among the spring break student shoppers. Young Consumers. 11(4), 291-306.

Furthermore, Figure 3.2 illustrates the rel ationships between post-purchase
information exposure and satisfaction mediated by cognitive dissonance, as well as
post-purchase behavioral intentions about universities by Mao and Oppewal (2010).
This study conducted afield experiment in which undergraduate students from the
business department of an Australian university were randomly assigned to one of
three conditions: (1) the choice-reinforced condition (126 participants), (2) the choice-
inconsistent condition (105 participants), and (3) the control condition where the

participants did not receive any information about the university (128 participants),

68




and were asked to answer the questionnaire afterward. This study utilized MANOV A
to examine the differences under the three conditions across three variables (the
cognitive aspect of dissonance, the emotional aspect of dissonance, and satisfaction),
and multiple regression analysis was employed to test the influence of information on

cognitive dissonance and post-usage evaluations.

The study proposed that those who are exposed to consistent information in their
purchase decision either found by consumers or provided by the company would
experience decreased dissonance (both cognitive and emotional aspects). On the other
hand, those who are exposed to inconsistent information are assumed to experience
the opposite (increased) impact on dissonance. Moreover, the two aspects of

dissonance are posited to have positive associations.

Figure 3.2: The Relationships between Post-Purchase Reinforcement, Cognitive
Dissonance, Perceived Service Quality and Satisfaction
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Source: Mao, W. and Oppewal, H. (2010). Did | choose the right university? How post-purchase
information affects cognitive dissonance, satisfaction and perceived service quality. Australasian
Marketing Journal, 18, 28-35.

In addition, Mao and Oppewal (2010) also proposed an indirect relationship between
post-purchase information exposure and satisfaction, mediated by the emotional
aspects of dissonance. That is, when the emotional aspects of dissonance or

discomfort are reduced (increased) by information exposure, the changes in affect
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should further influence consumer satisfaction. Furthermore, perceived service quality
was also posited to have a positive influence on satisfaction. Lastly, satisfaction was
also identified to be an antecedent of positive word-of-mouth and repeat purchase

intentions.

In order to validate the influential impact of in-store marketing stimuli on impulse
buying behavior, as well as the relationships between impulse buying behavior,
cognitive dissonance, satisfaction and post-purchase behavioral intentionsin amass
color cosmetics context, an exploratory research was conducted with in-depth
interviews to further confirm these rel ationships.

3.2 Exploratory Research

Since the conceptual framework in this study was adapted from various studies that
were conducted in different industries and different countries; where consumers were
influenced by different marketing circumstances and cultural forces (Kacen and Lee,
2002) from the mass color cosmetics market in Bangkok, Thailand, exploratory
research was undertaken to gain insight into certain situations, to clarify ambiguities,
and to discover new ideas (Zikmund, 2003). This serves as abasis for subsequent
quantitative study.

In this study, in-depth interviews were conducted with 21 participants to identify the
profiles of self-selection mass color cosmetics purchasers across various age ranges,
which have been found to have an influence on impul se buying behavior in several
previous studies (Bellenger et al., 1978; Wood, 1998; Lee and Kacen, 2008), as well
asto identify the in-store marketing stimuli that influence impulse buying and the
antecedents of cognitive dissonance under the specific context of mass color
cosmetics in Bangkok. Furthermore, based on previous studies, the relationship
between impulse buying and its consequences was still unclear. In-depth interviews
were then conducted to investigate the influence of impulse buying on cognitive
dissonance, as well as the influence of impulse buying on the level of satisfaction.
Therefore, in-depth interviews were employed to complement the literature and to
confirm the variables described in previous sections, as well as to gain new insights
into related content.
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3.2.11n-Depth Interviews

In-depth interviews were conducted to explore the respondents' previous mass color
cosmetics shopping experience, the impact of in-store marketing stimuli on impulse
buying behavior, cognitive dissonance and satisfaction, and their future behavioral
intention towards mass color cosmetics products at self-selection stores in Bangkok.

The participants were 21 female consumers who purchased mass color cosmetics on
impulse from self-selection stores, such as drugstores, specialty stores, stand-alone
stores, supermarkets, or hypermarkets in Bangkok during the two weeks prior to in-
depth interview recruitment. The participants from different age levels were recruited
to determine the profiles of impulsive mass color cosmetics purchasers. The personal

information of the participantsis shown in Table 3.1.

Open-ended questions were employed (see Appendix I11), and the contents of the in-
depth interviews were divided into three main parts: (1) mass color cosmetics
shopping behavior, (2) the mass color cosmetics impulse buying process — from need
recognition, information search, alternative eval uation, purchase decision, and post
purchase evaluation, and (3) suggestions for a brand or retailer's action. The
interviews took place at the participants university, workplace or residence, and took
approximately 30 minutes each. Initially, 16 interviews (Participants no. 1-16) were
conducted from 11 to 18 May 2015, and five more in-depth interviews (Partici pants
no. 17-21) were conducted during 26-28 February 2016 so that the findings were

revealed from awider age range of mass color cosmetics consumers.

Thematic analysis was utilized to identify and analyze themes or patterns of the data
acquired from the in-depth interviews, and the data were categorized into various
topics in accordance with the research questions (Alhojailan, 2012). Repeated reading
of the transcribed data was performed to search for logical, consistent, and well-
organized patterns (Braun and Clarke, 2006). In addition, all dataitems under each
topic were given full and equal attention in the grouping and coding processes (Braun
and Clarke, 2006). Subsequently, the counting of the frequency under each topic was
done to make an objective evaluation of the qualitative data (Alhojailan, 2012). The

results of the in-depth interviews are discussed below.
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3.2.2 Findings from In-Depth Interviews

General Mass Color Cosmetics Products Purchasing Behavior

More than seventy percent (15 out of 21) of participants purchased cosmetics
products at least once a month. More than eighty percent (18 out of 21) of them
purchased cosmetics products at drugstores (Watsons and Boots), while some
purchased at cosmetics specialty stores (Beauty Buffet, Karmart, and EveandBoy),
stand-alone stores (Oriental Princess, NY X, Cute Press, Etude, Beauty Cottage), and
supermarkets (Big C), convenience store (Seven-Eleven), and hypermarkets (Telco
Lotus), respectively. In addition, the most frequently purchased items were lipstick,
eyeliner, foundation, blusher, eyebrow pencils, pressed powder, mascara, and eye
shadow, respectively.

Attitudestowards Color Cosmetics Products

Out of 21 participants, nine claimed that color cosmetics were "very important”, eight
claimed they were "important”, and four claimed they were "neither important nor
unimportant”. Even though the results revealed that color cosmetics were both
emotionally and functionally beneficial to them, emotional benefits were perceived to
be more important. That is, they perceived applying color cosmetics to be a part of
their daily activities as they enhance confidence, appearance and personality, and
create a good social impression. On the other hand, color cosmetics also enhanced
facial condition by adding colors or dimensions, and covering imperfections, such as
scars, blemishes, or specific dark areas. Interestingly, those who rated color cosmetics
as "very important” mostly perceived make-up to be adaily activity and that they
could not go out without wearing cosmetics (internal factor), while those who rated
them as "important” and "neither important nor unimportant" perceived them as

helpful in creating a good social impression (external factor).

"1 already get used to applying color cosmetics. If | did not apply them on my face,
I would feel incomplete. | like color cosmetics very much because it makes me
happy when | am applying them. Even when | am at home and have nothing to do,
| usualy try different product types and applying methods." (Participant no.8)
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"Nowadays, people perceive each other based on their appearances on various
occasions, such as working and other social activities. It is not okay to look pale
when | am serving my customers. Color cosmetics are then important to me
because they enhance my appearance and personality, as well as nourishing my
facial skin" (Participant no.3)

"My facial skinisvery sensitive, but | have to wear color cosmetics. Since my
work isaservice job and | have to serve customers, | am told to wear color
cosmetics to enhance my appearance.” (Participant no.15)

Pre-Purchase Product Information

The majority of participants admitted that they did not search for product information
before shopping for mass color cosmetics, but rather acquired the product information
in the stores by testing the products' texture and color pigmentation, reading the
product's label, asking for information from salespersons, reading in-store signage,
and asking opinions from their friends, respectively. On the other hand, those who
found product information prior to the store visits read non-commercial product

reviews and asked their friends.

In-Store Marketing Stimuli

Based on the extensive review of related literatures, the aforementioned ten in-store
marketing stimuli (see Section 2.1.4) were confirmed to have an impact on the
impulse buying of mass color cosmetics at self-selection stores in Bangkok with the

following details.

Brand Reputation: Most participants stated that reputed brands had an influence on
their purchase. Since they had been widely used and tested, the quality was assured
and the brand had credibility. One participant even claimed that she preferred paying
more for credible brands' higher quality, while another revealed that the brand could
enhance the perceived product's quality level. Moreover, some believed that if one
product from the certain brand was good quality, other products from the same brand
should be as well.

74



"The brands are well-reputed because they have been widely purchased and tried
by many consumers. The positive feedback aroused me to try the product.”
(Participant no.3)

Price Promotion: It was unanimous that alower product price was attractive and the
product became more worth buying because they could purchase the same amount of
product with less money, or they could purchase more products with the same amount

of money.

"The sales promotions, like 15% discount or buy | get 1 free, have an influence on
my purchase decision as they enable me to purchase more products.” (Participant
no.8)

Some participants revealed that price promotion aroused them to purchase or stock
the products even though they had not run out of the items, and some purchased the
items that they might not use. Therefore, price promotion had made the mass color
cosmetics purchase decision easier. However, one participant explained that if the
products were genuinely high quality, she would still buy them at the normal price.

Acceptance of a Credit Card: Credit card was another factor that made their color
cosmetics purchase decision easier, and many admitted that they spent more than they
had originally planned when paying by credit card. They did not have to use cash or
their 'current money' on the purchase, and could save cash for something else that
required a cash payment. Moreover, paying by credit card made them feel like they
spent less money or received more advantages because they could earn the credit
card's collecting points, and they could even pay back in installments or the minimum
payment due. Furthermore, it was a convenient payment method when they did not

have enough cash, or could not find an automated teller machine (ATM).
"I do not think too much when | make a payment by credit card. If | have to pay by

cash, | may not make a sudden purchase and rather postpone my purchase.”
(Participant no.6)
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Variety of Products: Stores where there was a wide range of products in terms of
product types, texture and color could be enticing because participants could make
comparisons between various brands and product types. That is, there were more
products they could test and choose from. Some even said that a wide range of

product selectionsimplied that they could buy more products.

"A wide range of color cosmetics from various brands really excites me. | would
love to take my time browsing through and test various items from one shelf to

another." (Participant no.17)

Prominent Display: An eye-catching product shelf could attract attention to a
product because it enhances a product's presentation, and subsequently makes it more

attractive.

"The prominent or outstanding displays could enhance the beauty of the product.”

(Participant no.7)

"The prominent display with colors, different from other shelves, makes me
interested in the products being displayed. It attracts me to that shelf to find out

what the products are." (Participant no.12)

Self-Service: The system of self-service makes participants' purchase decisions
easier, and most of them preferred self-service to salesperson-services, yet the
salesperson till played a significant role in their mass color cosmetics purchase
experience. That is, they wanted to spend their time freely and comfortably browsing,
testing or learning more about the product, and making the purchase decision without
being interrupted or pressured to purchase the product by salespersons. They also
claimed that sometimes they found the recommendations of sal espersons to be biased
towards the brands they represented in order to earn commission fees. However,

salespersons were still needed when they had a product inquiry.

"| prefer self-service to salesperson-services. When | need help, | will ask them,
but | still suspect whether they would only recommend the products under their

brands because they want the commission fees, and it sometimes makes me lose an
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opportunity to find something better. Therefore, | want to freely take my time
browsing through various products and make a purchase decision by myself rather
than being pressured by salespersons.” (Participant no.2)

Store Environment: The store environment was another factor perceived to have an
influence on the mass color cosmetics purchase decision. The participants suggested
that chill-out or slow music made their shopping experience more relaxed and

enjoyable.

"The music should be relaxing and not too loud to make the purchasing

environment comfortable." (Participant no.9)

Moreover, the store's lighting was another significant aspect to be considered because
it influenced how accurately customers saw the product and itsinformation. That is, it
facilitated customers to read the product information easily, and to test the product's

color accurately.

"The lighting has a significant impact on how | try and accurately see the product's
color. Some certain shades of light (yellow-orange) could distort the product's true

color." (Participant no.12)

Regarding the store layout, many participants claimed that products should be easy to
find, and could be placed or sorted by category in atidy manner. That is, every
product type should be presented, and there should be a space between items so that
all product items could be easily selected. In addition, the product placement level
should also be considered as customers could not reach the productsif they were
placed too high, and they would not notice the products if they were placed too low.
Another interesting aspect was the walkway, which should be wide enough for
customers to walk past each other comfortably, and would not make the store seem

too crowded.

"If the products are placed untidily and are difficult to find, | will lose interest in
the product. They should be displayed in accordance to a zone, and testers should

also be available so that | will have an opportunity to try the products. Besides, the
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walkways should not be too narrow because it makes me feel uncomfortable
walking pass other customers, and | do not want to browse the productsin that area
of the store." (Participant no.3)

Lastly, the salesperson was found to play a crucial role in the mass color cosmetics
environment and purchase decision. Most participants claimed that salespersons are
required to have sufficient knowledge and be able to clearly answer the customers
inquiries on the product's properties, instructions, ingredients, as well as sincerely
recommend the product that best suits the customer's skin condition and preference.
Furthermore, salespersons should not be too insistent or too persuasive towards
customers, but rather leave some space and allow customers to make their own
purchase decision. Some participants also added that the salesperson should be polite,

friendly, smiley and display a service mind.

"Salespersons are crucial for the color cosmetics purchase decision, especially
when | am purchasing unfamiliar products, such as a product with aforeign
language label. They should be willing to answer questions, be able to explain the
product properties, and be able to recommend the product that suits my skin

condition." (Participant no.7)

The aforementioned ten in-store marketing stimuli were suggested by several
previous studies and confirmed to have an impact on impulse buying in the context of
mass color cosmetics at self-selection stores in Bangkok. Even though the participants
mentioned some other in-store marketing stimuli (such as packaging, product quality,
tester availability, store's cleanliness, store air conditionng, uncrowded store
atmosphere, and in-store advertisements) as well as internal factors (such as previous
experience, money availability, time availability, product involvement, impulsive
trait, excitement, in-store interaction with friends, culture, and negative emotions),
these factors were mentioned by few participants and not widely suggested by
existing literatures. Furthermore, the scope of this study is only on in-store marketing

stimuli, so internal factors were thus excluded.
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Impulse Buying

Consistent with previous literature, the findings from the in-depth interviews revealed
that all participants at least occasionally purchased mass color cosmetics on impulse.
When shopping for mass color cosmetics, 13 of them neither had a shopping list nor a
plan, and made a purchase solely on impulse; two of them admitted that they
frequently purchased these products on impulse even when they had a limited
financial budget.

"l never make a plan in buying color cosmetics. | buy it when they are on sale, or
when | am reminded that | am running out of them. | do not think much when |

make a purchase decision." (Participant no.18)

Even though seven participants had a shopping list or a plan, they frequently
purchased beyond the list because they really like color cosmetics while only one
participant claimed to be a conscious buyer, yet had experienced impulse buying on

color cosmetics products.

When asked about their most recent mass color cosmetics purchasing experience,
fourteen of them had not had an intention to purchase the products they actually
purchased. That is, most of them intended to buy other products, but ended up
purchasing additional items to those they had planned, while some intended to
accompany their friends in shopping for mass color cosmetics, visited the store while
waiting for someone, or just browsed through the products but received a

recommendation from a salesperson, and ended up purchasing mass color cosmetics.

"Before going color cosmetics shopping, | usually make aloose plan, but always
end up buying things beyond what | plan. On my last purchase, | planned to buy
only eye brow pencil, but once | walked pass many color cosmetics shelves; they
attracted me to try many other items. In the end, besides an eyebrow pencil, | also
bought blusher, highlighter and contouring kit" (Participant no.19).

"At first | intended to help my friend choose a product, but after we shared some
opinions and saw many product selections, | decided to purchase a foundation for
myself too." (Participant no.4)
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M ost respondents explained that they were aroused to make an impulse purchase
when they found interesting products and wanted to have a product trial. While
browsing through products, many were aroused when they were reminded that they
were running out of the product, and some said when they were enticed by attractive
sales promotions, being approached by a salesperson, and having money,
respectively.

"1 do not have a specific plan or intention to purchase a specific product, except the
items | am running out of. Normally, | will buy the items that | find interesting
rather than buying according to a plan. When | have a shopping plan, | usually end
up buying additional items. On my most recent shopping trip, | intended to
purchase eyeliner, foundations and concealer, but | also got lipstick and eye

shadow as additional items." (Participant no.2)

Interestingly, participants who were younger than thirty years old were happier with
their impulsive purchase than those who were thirty years old and older. That is, most
participants who were younger than thirty years old liked the feeling when they were
purchasing on impulse because they wanted to own and use the products, it made
them feel happy and relaxed, and they were already used to this habit, respectively;
however, two from this group were both happy and unhappy with their impulsivity
because it was extravagant, and for the other one, it was neutral. On the other hand,
almost half of the older age group was unhappy with an impul se purchase because it
indicated wastefulness and buying something that would never be used, and those
who were happy with it reasoned that it made them happy and excited.

"When | see something that | like, | will buy it, especially when | have money.
However, | also buy things easily even when | do not have much money. | like the
moment when | buy things because | like the products. | am not a picky person,

and | do not consider many things when | go shopping.” (Participant no.1)

"1 do not think impulse buying is a good habit. It is awaste of money. These
products can be expired and it takes time to finish them, so it is not a good idea to
stock them up. However, | sometimes buy them when they arein sales.”
(Participant no.21)
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Level of Satisfaction

Overall, participants were satisfied with product performance and the results of what
they had purchased. One participant even reveaed that she was happy that she finally
bought and owned it (lipstick) because it would make her beautiful. She also added
that she should have bought more of it in various colors. No participants mentioned
their satisfaction based on the comparison of product expectation and perceived

quality.

"[After making the sudden purchase], | am normally satisfied with the product
because | just ssimply likeit and its quality.” (Participant no.1)

"When | got home and checked the products | purchased, | felt like | was akid
who got new toys. Mostly, | am hardly ever disappointed with the product results.”
(Participant no.8)

"I was satisfied with the products themselves, but | just felt that these items were
not necessary. | should not have been too hasty to purchase them.” (Participant
no.9)

"I was happy that | bought it because | was sure that it would make me beautiful. |
was happy that | finally possessed it." (Participant no.10)

"99.99% of the time, | was satisfied with the product results after | tried it on."
(Participant no.12)

Product Performance

Regarding the evaluation of product performance, most participants expected that a
product should match and suit their skin condition and complexion as well as their
personality, and it should last on their skin for along time without the need to touch it
up during the day. Moreover, many of them thought that products, especially
foundations and pressed powders, should enhance their facial appearance by leaving
their face smooth and natural looking, and should not leave their face oily or dry, or

irritate their facial skins. Some other participants also claimed that the product should
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have beautiful color pigmentation, conceal their imperfections, and act upon their

clams.

"For foundations, they should not leave my face oily or dark. They should be long-
lasting so that | do not have to do atouch-up during the day." (Participant no.4)

"A good lipstick should not leave my lips dry and patchy, and should stay all day."
(Participant no.12)

Cognitive Dissonance

The findings from the exploratory research revealed the significant finding that even
though they were uncomfortable about their purchase decision, it did not mean that
they were uneasy about the product performance. Hence, it implies that, in the
specific context of mass color cosmetics, cognitive dissonance occurs on two
particular occasions: cognitive dissonance about the purchase decision and about the
product purchased. While the first refers to the psychological discomfort resulting
from their purchase decision, the latter refers to the psychological discomfort felt after
the participants had experienced the product performance.

Cognitive Dissonance about Purchase — Many of the respondents felt unsure and
questioned their purchase decision in that they had bought too many mass color
cosmetics items, and some of them were similar to what they already had, and had
cost them a significant amount of unplanned expense. Some said that shopping was
very enjoyable and one even said that that it was like she was hypnotized to buy many
things. However, some said that they were dissonant or felt uncomfortable after about
five minutes but got over it soon after telling themselves that they had got it at a
promotional price or they could not do anything about it because they had already
bought it, and they would use it anyway.

"When | wasfirst in the store, | did not intend to buy anything, but ended up
buying something. | liked the moment when | bought something; it felt like | told
myself to buy them just because | liked them. However, right away after | had
made the purchase, | regretted it and asked myself why | had bought them because
| already had similar products.”" (Participant no.5)
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"I always ask myself why | purchase so many things right after my purchase, but |
feel better when | get home and try on those items because their qualities rarely

disappoint me." (Participant no.8)

Cognitive Dissonance about Product — Some of the respondents experienced
psychological discomfort about the product results, and some wanted to purchase the
forgone alternatives because the results were disappointing and the product was not as
good as when they had tested it in the store. Even though some participants were
concerned with the disappointing results and took awhile until they got over it, most
participants were not very worried about it and quickly got over it. The latter group
claimed that the product could be at the standard level but might not be suitable for
their skin condition, and they could make it work for them by mixing it with other

products, or they could give it to other people, and some just stop using it.

"After | used this foundation for the first few days, even though | got some
compliments from people around me, | was still unsure whether my face would
look too white, get allergic, too oily, and whether it would clog my pores. | even
thought of reselling it." (Participant no.4)

"I was excited when | bought the BB cushion. However, | was quite unsure about
the product result because it could not cover my scar asit claimed in the

advertisement." (Participant no.19)

Antecedents of Cognitive Dissonance

Post-Pur chase I nformation — After experiencing a certain degree of post-purchase
cognitive dissonance, participants preferred to seek non-commercial product
information by asking their friends, family members, or even people in an online
community about the product experience, rather than looking for commercial

information.

"When | applied the products | had just purchased, | would normally ask my
friends how the product suited me, just to make sure that | had made the right
decision." When being asked if she sought information from the brand, she replied,
"I did not seek commercial product information because it did not have an impact

on how | reviewed the product.” (Participant no.3)
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"After purchase, | looked for product information and reviews by other consumers
from websites.” (Participant no.20)

Purchase Involvement — Most participants perceived the mass color cosmetics
purchase decision to be important, and got involved with the purchase decision
because they were concerned about the product results and quality as the products
were directly applied to their face and some were afraid of being allergic. Moreover,
some reasoned that the decision was important because they had limited financial
budget and the products were quite expensive, while others said that color cosmetics
were important to them because they had to wear them everyday. However, three
participants were not concerned about their purchase because they perceived mass
color cosmetics to be inexpensive and they would rather purchase expensive items

than counter-brands, and they were already familiar with the products.

"The purchase decision on color cosmetics products is important to me because

they are the products | use everyday and never run out of it." (Participant no.5)

"I think alot when making the purchase decision. | normally take my time making
the decision because they are products | directly apply to my face. | have to think
whether the color suits my age, and the texture is not too thick. The most important
decision iswhether | should buy it or not because | already have similar items."
(Participant no. | 2)

Attractive Alternatives — When making the purchase decision, most of the
respondents made a sel ection from three to four brands and/or two product textures,
while only one did not consider other alternatives. Around half of them claimed that
each product alternative was quite different in terms of quality and price, while the
other half claimed that there was no significant difference in product properties
between product alternatives. Half of them also revealed that product selection was
easy and some selected the product based on the product's familiarity and reputation,
while the other half claimed that it was difficult to select from the product alternatives
because each brand had similar product properties and price. Some said that each

product had their own pros and cons.



"When | was making the purchase decision for the foundation in the store, |
compared three brands, and it was not difficult to choose because their qualities

were different but the prices were similar.”(Participant no.4)

"1 made a comparison of three brands, and they were very similar in terms of price
and quality. It was difficult to choose only one when their properties were similar.
I wanted them all, but | had to choose. | usually regretted not buying some
products, and often went back to the store to buy such item after | almost finished
the purchased one.”(Participant no.12)

"On the last purchase, | went shopping for a powder with my friend. We compared
three to four brands that were slightly different in terms of water or sweat-proof. It
was quite difficult to choose among them. At last, we purchased different brands.
After | used mine, | was not assured about my purchase because it was not as good
asit was claimed. | even regretted buying it when | saw my friend's product result
was better than mine. | should have bought the same item as her." (Participant
n0.19)

Post-Purchase Behavioral I ntentions

Repurchase I ntention — Most participants would continue to use the items they were
satisfied with and would repurchase them after they had finished the items even
though there were other similarly interesting products, and some would even stock
them up. However, some admitted that they would repurchase if the products were on

sale or they had enough financial budget.

"When | am satisfied with the product, | will repurchase, and will not switch to

another brands product.” (Participant no.7)

Cross-Buying Intention — Most participants stated that if they were satisfied with an
item from a certain brand, they had an intention to try and purchase other products
from this brand because they had confidence or trust in the brand and its products.
One explained that the product ingredients from the same brand should be similar or

compatible with its various product items, such as foundation, pressed powder and
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concealer; the quality of these products thus should not be significantly different, if

not the same.

"If this product is good, other products from this brand should be good as well. |
feel like | can trust the brand and want to try its other products." (Participant
no.12)

Word-of-Mouth Intention — If the products were good enough, they would
recommend them to other people because they wanted others to experience a good
product like they did, and some even shared the products with others so that they
could have a product trial. Those participants had an intention to recommend it to
others viaface-to-face communication, but one also shared her recommendations via
social media and online communities. However, some of them were also worried that
others would experience allergic reactions to the product they had recommended.
Therefore, some would let these people make their own decisions, recommend it to

those with similar skin conditions, and only recommend it when they were asked.

"When | found that the product is good, | normally tell my friends. | want othersto
experience a good product like me. However, | am concerned whether they would

have allergic reactions because they have sensitive skin." (Participant no.4)

3.3 Conceptual Framework

The hypothesized relationships between in-store marketing stimuli, impulse buying,
cognitive dissonance, level of satisfaction, and post-purchase behavioral intentions are
developed based on the literature reviewed in Chapter I, and are illustrated in Figure
3.3. In addition to the related literature from previous studies, the findings from the
exploratory research are also considered, and the hypothesized relationships are

depicted in the conceptual framework in Figure 3.4.

Based on the extensive review of literature, the conceptua framework in Figure 3.3
illustrates how in-store marketing stimuli, which consist of brand reputation (Tinne,
2010; Duarte et al., 2013), price promotion (Piron, 1991; Dholakia, 2000; Hultén and
Vanyushyn, 2011; Stern, 1962; Maymand and Ahmadinejad, 2011), the acceptance of
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acredit card (Schor, 1998; Robert and Jones, 2001), the variety of products (Stern,
1962; Dawson and Kim, 2010; Hodge, 2004, Sirhindi, 2010), a prominent display
(Huken and Vanyushyn, 2011; Rook, 1987; Jones et al., 2003; Huhen, 2012), self-
service (Sirhindi, 2010; Peck & Childers, 2006; Soars, 2009), music (Turley and
Milliman, 2000; Mattila and Wirtz, 2001; Eroglu and Machleit, 1993), lighting
(Eroglu and Machleit, 1993; Mohan et al., 2013), layout (Sherman et al., 1997) and
the salesperson (Mattila and Wirtz, 2008; Muruganantham and Bhakat, 2013; Hoch
and Loewenstein, 1991; Park and Lennon, 2006; Mohan et al., 2013), influence
impulse buying behavior in several different contexts. Exploratory research was then
conducted and found that these ten in-store marketing stimuli were confirmed to have
an impact on impulse buying in the context of mass color cosmetics at self-selection
stores in Bangkok.

Furthermore, this framework also depicts how impulse buying behavior directly leads
to the level of satisfaction (Chen, 2002). On the other hand, according to the model
proposed by George and Yaoyuneyong (2010), impulse purchasing could also arouse
cognitive dissonance. Furthermore, some academicians (Rook and Fisher, 1995; Kang
and Johnson, 2009; Kang, 2013) suggested cognitive dissonance further hinders
customer satisfaction. Therefore, this model also illustrates the mediating role of
cognitive dissonance on the relationship between impulse buying and the satisfaction
level. In addition, the level of satisfaction is aso hypothesized to have an influence on
a consumer's post-purchase behavioral intentions, namely repurchase intention, cross-
buying intention, and word-of-mouth intention. Furthermore, based on previous
studies, this model also presents the influential impact of post-purchase information,
purchase involvement, and attractive alternatives on cognitive dissonance (Festinger,
1958; Mao and Oppewal, 2010), and product performance on the level of satisfaction
(Muggeet a., 2010).

Moreover, based on the exploratory research, the results suggested that cognitive
dissonance should be considered as two aspects: cognitive dissonance about the
purchase decision and about the products being purchased. Regarding the relationship
between impul se buying and these two aspects of cognitive dissonance, the findings
implied that those who purchased on impulse could feel uneasy about their purchase
decision as well as the product results. Even though an association between cognitive
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dissonance about the purchase and the level of satisfaction was not found, any
discomfort about the product could hinder customer satisfaction. In addition, the
antecedents of cognitive dissonance (post-purchase information, purchase
involvement, and attractive alternatives) were also found in both aspects of cognitive

dissonance.

Lastly, product performance was also found to have an impact on both aspects of
cognitive dissonance. That is, when the product did not perform well, they felt unsure
as to whether they had made the right purchase decision, and whether the products
suited their skin condition or complexion. It isimportant to note the distinction
between product performance and cognitive dissonance about the product. While
product performance could be defined as the ability of the color cosmetics to deliver
the promised functional or emotional benefits (Apaolaza-Ibéfiez et al., 2011),
cognitive dissonance about the product, based on the exploratory research findings
and adaptation of the definition proposed by Festinger (1975), could be referred to as
the psychological discomfort about the product results. Therefore, it could be
concluded that product performance could be the antecedent of cognitive dissonance
about the product, as suggested by the disconfirmatior paradigm (Hoyer and
Maclnnis, 1997) which indicates the direct impact of product performance on
disconfirmation about the product performance. The conceptual framework based on

the review of related literature and exploratory research is depicted in Figure 3.4.
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Figure 3.3: Conceptual Framework based on the Review of Related Literature and Studies
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3.4 Resear ch Hypotheses

The research hypotheses are composed of six main groups, which are (1) the
influence of in-store marketing stimuli on impulse buying, (2) the influence of
impulse buying on the level of satisfaction and cognitive dissonance, (3) the influence
of cognitive dissonance on the level of satisfaction, (4) the influence of antecedents
on cognitive dissonance, (5) the influence of product performance on the level of
satisfaction, and (6) the influence of the level of satisfaction on post-purchase

behavioral intentions. The explanation behind each hypothesisis asfollows.

3.4.1 TheInfluence of In-Store Marketing Stimuli on Impulse Buying

As previously explained in the reviewed literature, there are numerous influential
factors on impulse buying. However, this study focuses only on in-store marketing
stimuli because approximately two-thirds of purchase decisions are made in the store
(Solomon, 2001) and around seventy percent of unplanned purchases are encouraged
by in-store stimuli (Abratt and Goodey, 1990; Rook and Fisher, 1995; Liao et al.,
2009). In this study, in-store marketing stimuli are composed of brand reputation,
price promotion, acceptance of a credit card, the variety of products, a prominent

display, self-service, music, lighting, layout and salesperson.

Brand Reputation: Brand reputation is the perception of product quality associated
with the brand name (Seines, 1993). It is one of the most crucial marketing
components utilized in differentiating a company's product from its competitors,
(OCass and Lim, 2002; Jevons, 2005), conveying a product's characteristics and
quality (Belch and Belch, 2007), as well as assuring risk minimization in a situation
where a consumer needs to select from similar product aternatives (Hill, 2009). In the
current competitive situation where consumers are exposed to various val ues attached
to the brands, the need to satisfy their preferred values can encourage them to
purchase on impulse (Duarte et al., 2013). That is, a brand with high reputation could
successfully remind customers of its product in the buying environment, and
subsequently trigger impulsive buying behavior (Tinne, 2010; Duarte et al., 2013).

Similarly, the findings from the exploratory research also suggested the influence of
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brand reputation on perceived product quality, credibility, aswell as the purchase

decision. Therefore, the hypothesisis proposed as follows.

H1a: Brand reputation significantly influences the impulse buying of mass

color cosmetics available at self-selection stores.

Price promotion: It arouses impulse purchase not only because it motivates a
customer to have a product trial, which reduces perceived risk of trying new or
unfamiliar products (Ndubisi, 2005), but also because it is associated with the value of
saving money by spending less money than the amount originally planned (Stern,
1962; Kim, 2014). Therefore, impulse buying is encouraged by alower-price strategy
(Huh& and Vanyushyn, 2011), which convinces them to overspend (Sirhindi, 2010).
That is, customers tend to purchase on impulse when products are cheap or on sale
(Stern, 1962; Maymand and Ahmadinejad, 2011). In addition, the findings from the
exploratory research revealed that price promotion could arouse participants to
purchase more mass color cosmetics items than they had planned; some stocked the
products even though they had not run out of the product, and might not even useit.
However, it is aso crucial to consider the inverted U-shaped of consumer reaction to
price discounts (Grewal et al., 1996). That is, a customer will perceive an increasein
monetary value when a price discount moves from alow to a moderate level, but they
will perceive product uncertainty when the price discount is high (Kim, 2014).

Therefore, the hypothesisis proposed as foll ows.

H1b: Price promotion significantly influences the impul se buying of mass

color cosmetics available at self-selection stores.

Acceptance of a credit card: Compared to cash, credit cards provide customers with
more convenience and it is aless painless method by making customers feel that they
are not actually spending money (Karbasivar and Yarahmadi, 2011) and eliminating
the instant need for money to make a payment, which leaves customers aroused to
spend more than they originally planned (Schor, 1998). Moreover, the findings from
the exploratory research suggested that a credit card offered participants various
advantages over payment by cash, such as collecting points, and paying back in

installments. In addition, it was convenient when they did not have enough cash or

92



could not find an automated teller machine (ATM). Therefore, both previous research
(Robert and Jones, 2001) and the exploratory research suggest a positive relationship
between the acceptance of a credit card and impulse buying. Therefore, the hypothesis

is proposed as follows.

Hle: Acceptance of acredit card significantly influences the impul se buying

of mass color cosmetics available at self-selection stores.

Variety of products: With alarge selection of products available in the store, it is
now not necessary for customers to plan their purchase in advance (Stern, 1962;
Bowlbey, 1997; Bayley and Nancarrow, 1998). Moreover, the findings from the
exploratory research revealed that the variety of products could induce impulse
buying in the context of mass color cosmetics products because participants could
make a product comparison between various products and have more chance to test
and choose a product. In addition, the results also showed that a wide range of
products excited and induced them to purchase more products. Therefore, a great
variety of products offer customers a favorable shopping environment for impulse
buying (Stern, 1962; Dawson and Kim, 2010). Therefore, the hypothesisis proposed

asfollows.

H1d: Variety of products significantly influences the impulse buying of mass

color cosmetics available at self-selection stores.

Prominent display: An eye-catching display attracts customers' attention to the
product (Desmet and Renaudin, 1998; Lee and Kacen, 2008), and subsequently
encourages them to purchase on impulse (Reungsinpinya, 2011). The results from the
exploratory research consistently suggested that prominent displays attracted
participants' attention to a product by enhancing product presentation, and
subsequently making it more attractive. Therefore, the hypothesisis proposed as

follows.

H1e: Prominent display significantly influences the impulse buying of mass

color cosmetics available at self-selection stores.
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Self-service: Compared to clerk-serviced counters, self-serviceismore likely
motivate customers to perform impul se purchase because they do not have to rely on
a salesperson for their shopping experience (Sirhindi, 2010). That is, they have more
freedom to browse through and try on products, and are not rushed, delayed or
restricted by a salesperson (Rook and Fisher, 1995; Lee et a., 2001). Similarly,
participants in the in-depth interviews explained that they preferred self-service to
sal esperson-services because they wanted to freely and comfortably spend their time
making the purchase without being interrupted or pressured, yet salespersons still
played a significant role in answering questions for unfamiliar items. Therefore, the

hypothesisis proposed as follows.

H1f: Self-service significantly influences the impulse buying of mass color

cosmetics available at self-selection stores.

Store environment: A positive shopping atmosphere can encourage customers to
stay longer, spend more money and subsequently purchase on impulse (Donovan and
Rossiter, 1982; Sherman et al., 1997; Foxall and Greenley, 2000). The store
environment includes three main components of ambient (music and lighting), design
(layout) and social (salesperson) factors (Donovan and Rossiter, 1982). Pleasant
music, well-designed lighting systems, and an appropriate layout create a positive
emotional state and motivate customers to spend extra and unplanned time and money
in the store, and consequently encourage them to purchase on impulse (Milliman,
1982; 1986; Smith, 1989; Yoo et al., 1998; Turley and Milliman, 2000; Mattila and
Wirtz, 2001). A salesperson assists customers in exploring the store and creates an
emotional attraction toward the products, and subsequently persuades them to make
an impulse purchase (Hoch and Loewenstein, 1991; Park and Lennon, 2006; Mohan
etal., 2013).

The findings from the exploratory research further suggested that chill-out music
made the shopping experience more enjoyable, and decent lighting also impacted how
accurately participants saw the product's color and information. In addition,
walkways should also be wide enough so that customers could walk pass each other
comfortably, and would not make the store feel too crowded. In addition, participants

claimed that salespersons, who played a crucia role in their purchase decision, should
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possessed an appropriate level of product knowledge and be able to clearly answer the
questionsin afriendly and polite way. Therefore, the hypotheses are proposed as

follows.

H1g: Music significantly influences the impulse buying of mass color
cosmetics available at self-selection stores.

H1h: Lighting significantly influences the impulse buying of mass color
cosmetics available at self-selection stores.

H1i: Layout significantly influences the impulse buying of mass color
cosmetics available at self-selection stores.

H1j: Salesperson significantly influences the impulse buying of mass color

cosmetics available at self-selection stores.

3.4.2 The Influence of Impulse Buying on the L evel of Satisfaction and Cognitive

Dissonance

The Influence of Impulse Buying on the L evel of Satisfaction

Asimpulse buying is an unplanned and less deliberative purchase, it thuslikely to
arouses cognitive dissonance, which further hinders customers from being satisfied
(Rook and Fisher, 1995; Kang and Johnson, 2009; Kang, 2013). On the other hand,
Chen (2002) argued that customer satisfaction can be evident after an impulse
purchase. Furthermore, several academicians (Gardner and Rook, 1998; Y ang, 2006)
claimed that impulse buying is the purchase behavior with two possible evaluations:
regret and satisfaction. Therefore, the relationship between impulse buying and
customer satisfaction is uncertain and needs further study (Kang, 2013).Regarding the
results from the exploratory research in the context of mass color cosmetics, the
results revealed that most participants were satisfied with the product's performance
after they had made an impulse purchase. One even admitted that she was happy that
she had bought it and possessed it because she believed that it would enhance her

appearance. Therefore, the hypothesisis proposed as follows.

H2: Impulse buying significantly influences the level of satisfaction for mass

color cosmetics available at self-selection stores.

95



The Influence of Impulse Buying on Cognitive Dissonance (Pur chase and
Product)

Since impulse buying is an unplanned or immediate purchase behavior (Rook and
Fisher, 1995), where the purchase decision mostly lacks proper consideration and
conflicts with personal best judgment (Hoch and Loewenstein, 1991), it likely
encourages cognitive dissonance in the post-purchase stage (George and
Yaoyuneyong, 2010; Imam, 2013). For instance, the study undertaken by George and
Yaoyuneyong (2010) revealed a significantly higher level of cognitive dissonance

resulting from impulse buying than from planned buying.

In addition, regarding the results from the exploratory research, some participants
revealed that the shopping experience was very enjoyable, or they encountered an
arousing shopping environment in which they bought too many products. At the point
of payment, they started to feel uneasy and question themselves about their purchase
decision about the products they had not intended to purchase or the products they
might never use; some even found that they already had similar items. Moreover,
since they did not thoroughly consider the product information before making the
purchase decision, some were unsure about the product results because they were
unfamiliar with the products; the product results were not the same as when they had
tested them in the store, or the products did not suit their skin condition. Therefore,

the hypotheses are proposed as follows.

H3a: Impulse buying significantly influences cognitive dissonance about the
purchase of mass color cosmetics available at self-selection stores.
H3b: Impulse buying significantly influences cognitive dissonance about the

mass color cosmetics products available at self-selection stores.

3.4.3 The I nfluence of Cognitive Dissonance (Product) on the L evel of
Satisfaction

It isimportant to differentiate cognitive dissonance from the satisfaction level.
Cognitive dissonance, the psychological discomfort felt by consumers when being
exposed to conflicting cognitions, is proven to be an antecedent or to have an

influence on the purchase decision process, and ultimately the level of satisfaction
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(Festinger, 1957; Solomon et al., 2006; Lake, 2009; Chen, 2011; Shao and Shao,
2011; Park et al., 2012; Sharifi and Esfidani, 2014). That is, while high cognitive
dissonance motivates dissatisfaction, reduced cognitive dissonance encourages
satisfaction (Cooper, 2007; Lake, 2009).

Regarding the relationship between cognitive dissonance about the purchase decision
and the satisfaction level, the exploratory research results revealed that even though
many participants were uncomfortable about their purchase decision, most of them
quickly recovered from this uneasy feeling and were satisfied with the product
performance. Therefore, there might not be an association between cognitive
dissonance about the purchase decision and the level of satisfaction. Specifically, in
this study, the level of satisfaction refers to the attitudes towards the product results,
not the purchasing activity. Hence, only the relationship between cognitive
dissonance about the product and the level of satisfaction should be tested while the
rel ationship between the cognitive dissonance about the purchase and the level of

satisfaction is excluded.

On the other hand, based on the expectancy disconfirmation model, Kang (2013)
suggested a relationship between dissonance about the product performance and post-
purchase satisfaction. That is, negative disconfirmation about the actual product
performance will lead to dissatisfaction while positive disconfirmation towards the
actual product performance will lead to satisfaction. Moreover, based on the impulse
buying mechanisms, cognitive dissonance about the product may be stimulated
because the purchase decision is unplanned and less deliberate, and could further
reduce customer satisfaction for the particular item. Hence, the hypothesisis proposed

as follows.

H4: Cognitive dissonance about the mass color cosmetics products available

at self-selection stores significantly influences the level of satisfaction.
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3.4.4 ThelInfluence of Post-purchase Infor mation, Purchase | nvolvement,

Attractive Alter natives and Product Performance on Cognitive Dissonance

The Influence of Post-Purchase I nformation on Cognitive Dissonance (Pur chase
and Product)

Mao and Oppewal (2010) indicated that customers' post-purchase evaluation is
influenced by the information received after the purchase. That is, customers would
rather read promotional information in the post-consumption stage in order to justify
their purchase decision, avoid inconsistent information, and selectively focus on the
positive or confirmatory aspect of the product in order to reduce their cognitive
dissonance (Festinger, 1957; Engel, 1963; Donnelly and Ivancevich, 1970).
Therefore, a post-purchase advertising message that reassures customers about their
purchase decision would play acrucial role in cognitive dissonance reduction (Engel,
1963; Oshikawa, 1969; Hunt, 1970).

The exploratory research findings revealed that when some participants were unsure
about or questioned their purchase decision or the results of the cosmetics they
purchased, they sometimes asked opinions from their friends, family members, or an
online community to confirm that they had made the right purchase decision and to

ensure that the products were suitable for them.

However, certain study found that some customers who were exposed to post-
purchase information felt more psychological discomfort, and it can be implied that
post-purchase information did not only appear to be ineffective, but worsened the

situation (Hunt, 1970). Therefore, the hypotheses are proposed as follows.

H5a: Post-purchase information significantly influences cognitive dissonance
about the purchase of mass color cosmetics available at self-selection stores.
HS5b: Post-purchase information significantly influences cognitive dissonance

about the mass color cosmetics products available at self-selection stores.
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The Influence of Purchase I nvolvement on Cognitive Dissonance (Purchase and
Product)

Several academicians (Festinger, 1957; Hunt, 1970; Ivy et a., 1978; Korgaonkar and
Moschis, 1982) suggested that when the decision is important, relevant to an
individual, and involves a significant amount of time, money and/or psychological
cost, cognitive dissonance will be aroused. Interestingly, even though self-selected
mass color cosmetics are not perceived as luxury items, they still play acrucial rolein
facilitating an individual to achieve the portrayal of their idealized self-image
(Beausoleil, 1994; Thompson and Haytko, 1997). In addition, Langner (1996)
suggested that when an individual is personally involved with their purchase decision
or when they are anxious about the product's results, cognitive dissonance will likely
occur. Hence, based on Langner’s (1996) assumption, purchase involvement should
have an influence on cognitive dissonance about both the purchase decision and the

product.

The findings from the exploratory research indicated that the participants felt uneasy
after they purchased expensive items. Moreover, some were also psychologically
uncomfortable when they found that the product results did not match their needs

because the products were too expensive or irritated their skin.

On the other hand, George and Edward (2009) explained that the degree of cognitive
dissonance experienced by highly involved customers was | ess than that experienced
by low involved customers. They also claimed that, based on attribution theory by
Heider (1958), higher purchase involvement led to higher self-attribution to the
perception of product failure; subsequently, they justified their actions with biased
personal decisions to overcome the cognitive dissonance. Therefore, the hypotheses

are proposed as follows.

Heéa: Purchase involvement significantly influences cognitive dissonance
about the purchase of mass color cosmetics available at self-selection stores.
Heb: Purchase involvement significantly influences cognitive dissonance

about the mass color cosmetics products available at self-selection stores.
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The Influence of Attractive Alter natives on Cognitive Dissonance (Pur chase and
Product)

Customers who voluntarily choose a product from alternatives would normally
experience post-purchase dissonance when they question whether they had made the
right choice (Festinger, 1957). Furthermore, Sheth (1970) suggested a significant
degree of cognitive dissonance in a high-conflict situation where each alternativeis
equally attractive. That is, when alternatives are similarly attractive, rejecting
alternatives could cause customers an internal conflict, and subsequent cognitive
dissonance (Liang, 2014). In addition, when customers realize the advantage of
forgone alternatives, even when the purchased product performs well, they will likely

experience cognitive dissonance (Inman et a., 1997).

Regarding the results from the exploratory research, some said that it took them a
while to select from similar attractive alternatives; they admitted that they wanted to
purchase the forgone alternatives too even though they were already satisfied with the
selected product. Furthermore, the findings also indicated that the participants were
dissonant when they chose a product from various alternatives, and they found that
the selected product left them unsatisfied and regretted that they had rejected other
product alternatives. Therefore, the hypotheses are proposed as follows.

H7a: The availability of attractive alternatives significantly influences
cognitive dissonance about the purchase of mass color cosmetics available at self-
selection stores.

H7b: Theavailability of attractive alternatives significantly influences
cognitive dissonance about the mass color cosmetics products available at self-

selection stores.

The Influence of Product Performance on Cognitive Dissonance (Purchase and
Product)

Regarding the results from the exploratory research, product performance had an
impact on the participants post-consumption discomfort, especially for products they
had never tried before. That is, when the product did not perform well, they would
feel uneasy or unsure as to whether they had made the right purchase decision, and

were unsure whether the products suited their skin condition or complexion. It isalso
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important to note the distinction between product performance and cognitive
dissonance about the product. While product performance could be defined as the
ability of the color cosmetics to deliver the promised functional or emotional benefits
(Apaolaza-Ibafiez et al., 2011), cognitive dissonance about the product, based on the
exploratory research findings and adaptation of the definition proposed by Festinger
(1975), could be referred to as the psychologica discomfort about the product results.
Therefore, it could be concluded that product performance could be the antecedent of
cognitive dissonance about the product, as suggested by the disconfirmation paradigm
(Hoyer and Maclnnis, 1997) which indicates the direct impact of product performance

on disconfirmation. Therefore, the hypotheses are proposed as follows.

H8a: Product performance significantly influences cognitive dissonance about
the purchase of mass color cosmetics available at self-selection stores.
H8b: Product performance significantly influences cognitive dissonance about

the mass color cosmetics products available at self-selection stores.
3.4.5 Thelnfluence of Product Performance on the L evel of Satisfaction

Several studies suggested that product performance is the sole or dominant direct
impact on the satisfaction level (Churchill and Surprenant, 1982; Tse and Wilton,
1988; Mugge, Schifferstein and Schoormans, 2010). In addition, this strong positive
relationship is well documented in various studies across cultures and product
categories (Yi, 1990; Fornell, 1992; Cronin and Taylor, 1992; Shukla, 2004). The
results from the exploratory research suggested that every participant evaluated their
satisfaction level about the products based on the product's performance and results.
That is, they were satisfied with the product when they found that the product suited
their skin condition and complexion, was long-lasting, left their face smooth and
natural, and did not irritate their facial skin. Therefore, the hypothesisis proposed as

follows.

H9: Product performance significantly influences the level of satisfaction for

mass color cosmetics available at self-selection stores.
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3.4.6 The Influence of the L evel of Satisfaction on Post-Pur chase Behavioral

Intentions

The Influence of the Level of Satisfaction on Repurchase I ntention

Normally, customers evaluate their purchase intention based on their previous
experience (Olaru et al., 2008). Customer satisfaction has been widely claimed to
have a significant impact on repurchase intention (Anderson and Sullivan, 1993;
Cronin et a., 2000). That is, if customers are satisfied with a product, they are likely
to have the intention to repurchase (Kotler, 1999). The exploratory research findings
revealed that most participants would continue using the color cosmetics items with
which they were satisfied, and would repurchase them after they finished them even
though there were other similarly interesting items, and some would even stock the

products up. Therefore, the hypothesisis proposed as follows.

H10a: Level of satisfaction significantly influences repurchase intention for

mass color cosmetics available at self-selection stores.

The Influence of the Level of Satisfaction on Cross-Buying I ntention

Customer setisfaction has been widely claimed to have a significant direct positive
effect on a customer's intention to buy additional products from the same brand
(Cardozo, 1965; Ngobo, 2004; Kumar et a., 2008). That is, a customer is supposed to
be satisfied with the current product before considering additional items (Soureli et
al., 2008).The findings from the exploratory research suggested that when the
participants were satisfied with an item from a certain brand, they would have the
intention to purchase other products from they same brand because they had
confidence and trust in the brand's product quality. Therefore, the hypothesisis

proposed as follows.

H10b: Level of satisfaction significantly influences cross-buying intention for

mass color cosmetics available at self-selection stores.

The Influence of the L evel of Satisfaction on Word-of-M outh Intention
Word-of-mouth, an informal communication as aresult of the evaluation of a product

without commercial intention (Kuo, Hu and Y ang, 2013), has been shown to have a
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linkage with customer satisfaction (Bitner, 1990; Swan and Oliver, 1989). That is, a
customer with ahigh level of satisfaction islikely to communicate positive word-of -
mouth about a product (Bitner, 1990; Swan and Oliver, 1989; Y1i, 1990; Sarangapani
and Mamatha, 2009). The participants from the in-depth interviews stated that if they
were satisfied with the product, they would recommend it to others because they
wanted them to experience a good product as well, and some even shared some of a
product with others so that they could have a product trial. Therefore, the hypothesis

is proposed as follows.

H10c: Level of satisfaction significantly influences word-of-mouth intention

for mass color cosmetics available at self-selection stores.

Table 3.2 summarizes the list of hypothesized relationshipsin this study, as follows.

Table 3.2: List of Hypotheses

Hy potheses

Hla: | Brand reputation significantly influences the impulse buying of mass color
cosmetics available at self-selection stores.

H1b: | Price promotion significantly influences the impul se buying of mass color
cosmetics available at self-selection stores.

Mc: | Acceptance of acredit card significantly influences the impulse buying of mass
color cosmetics available at self-selection stores.

Hld: | Variety of products significantly influences the impulse buying of mass color
cosmetics available at self-selection stores.

Hle | Prominent display significantly influences the impulse buying of mass color
cosmetics available at self-selection stores.

H1f: | Self-service significantly influences the impulse buying of mass color cosmetics
available at self-selection stores.

Hlg: | Music significantly influences the impulse buying of mass color cosmetics
available at self-selection stores.

Hih: | Lighting significantly influences the impulse buying of mass color cosmetics
available at self-selection stores.

H1li: | Layout significantly influences the impulse buying of mass color cosmetics
available at self-selection stores.

H1j: | Salesperson significantly influences the impulse buying of mass color cosmetics
available at self-selection stores.

H2: Impulse buying significantly influences the level of satisfaction for mass color
cosmetics available at self-selection stores.

H3a: | Impulse buying significantly influences cognitive dissonance about the purchase of
mass color cosmetics available at self-selection stores.

H3b: | Impulse buying significantly influences cognitive dissonance about the mass color
cosmetics products available at self-selection stores.
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Table 3.2 (Continued): List of Hypotheses

(gWpotieses

H4: Cognitive dissonance about the mass color cosmetics products available at self-
selection stores significantly influences the level of satisfaction.

H5a: | Post-purchase information significantly influences cognitive dissonance about the
purchase of mass color cosmetics available at self-selection stores.

H5b: | Post-purchase information significantly influences cognitive dissonance about the
mass color cosmetics products available at self-selection stores.

Hé6a: | Purchase involvement significantly influences cognitive dissonance about the
purchase of mass color cosmetics available at self-selection stores.

Heéb: | Purchase involvement significantly influences cognitive dissonance about the mass
color cosmetics products available at self-selection stores.

H7a: | The availability of attractive aternatives significantly influences cognitive
dissonance about the purchase of mass color cosmetics available at self-selection
stores.

H7b: | The availability of attractive alternatives significantly influences cognitive
dissonance about the mass color cosmetics products available at self-selection
stores.

H8a: | Product performance significantly influences cognitive dissonance about the
purchase of mass color cosmetics available at self-selection stores.

H8b: | Product performance significantly influences cognitive dissonance about the mass
color cosmetics products available at self-selection stores.

1-19: Product performance significantly influences the level of satisfaction for mass
color cosmetics available at self-selection stores.

H10a | Level of satisfaction significantly influences repurchase intention for mass color
cosmetics available at self-selection stores.

H10b: | Level of satisfaction significantly influences cross-buying intention for mass color
cosmetics available at self-selection stores.

Hi0c: | Level of satisfaction significantly influences word-of-mouth intention for mass

color cosmetics available at self-selection stores.
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CHAPTER IV
RESEARCH METHODOLOGY

This chapter describes the research methodology to explain the relationship between
in-store marketing stimuli, impul se buying behavior and post-purchase evaluation for
mass color cosmetics at self-selection storesin Bangkok. The research methodol ogy
is composed of the methods of research used, the respondents of the study, the
research instruments/questionnaire, the sampling procedures and sample size, the data

collection procedures, and the statistical treatment of data.

4.1 M ethods of Resear ch Used

This study aimed to investigate the impact of in-store marketing stimuli and post-
purchase evaluation of impulse buying in the context of mass color cosmeticsin
Bangkok. It involved a two-stage process, including both qualitative and quantitative
research designs. Regarding Stage |, exploratory research was employed by
conducting in-depth interviews with 21 participants who impulsively purchased mass
color cosmeticsin order to acquire additional insights and ideas (Malhotra, 2004) in
addition to the extensive literature review on in-store marketing stimuli and the

consequences of impulse buying (see Chapter 3, section 3.2.1).

In Stage |1, descriptive research was employed by conducting a person-administered
questionnaire survey, in which structured questions were read, face-to-face, to the
target respondents and recorded by data collectors (Burns and Bush, 2003). This
method allows the standardization of question items and format as well as the
possibility to ask questions that cannot be directly observed from alarge sample size
(Burns and Bush, 2003). The research instrument (questionnaire), the measurement
items and their adjustments resulted from the pretest results are described in the

following sections.
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4.2 Questionnaire Development

To accomplish the research objectives, a person-administered questionnaire
comprising structured questions was applied to collect the primary data for this study.
Regarding the questionnaire development process, there were several marketing
academicians and practitioners involved, including two marketing instructors, two
marketing researchers, one translator (public relations instructor), one cosmetics

marketing manager, and three mass color cosmetics consumers.

The English questionnaire was first developed from the extensive review of literature
and the exploratory research findings. The wording of each question items was
adjusted to suit the context of mass color cosmetics that are available at self-selection
stores. This English questionnaire was later translated into a Thai version by the
author under the verification of the first marketing instructor and the first marketing

researcher.

Back trandlation was also undertaken by a public relations instructor from an
international university who had never seen the English version before. After that, the
original English questionnaire and the back-translated questionnaire were compared
to examine the consistency in the meaning between these two versions, and there was

no significant difference between them as verified by both marketing instructors.

In addition, the second marketing instructor, the second marketing researcher, and the
cosmetics marketing manager were invited to determine the content validity of the
Thai questionnaire as to whether the measurement items represented all aspects of the
hypothesized constructs. Furthermore, the first color cosmetics consumer was also
invited to check their understanding of each question and provide feedback on the
overall questionnaire. Consequently, both Thai and English questionnaires were
revised based on the feedback and recommendations of the aforementioned experts

and consumers.

After that, only the Thai version of the questionnaire was distributed to the target
respondents in the pretest by a person-administered survey method, and all data
collectors were required to observe the target respondents' reaction and ask their
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opinions on the questionnaire. Subsequently, adjustments in both the Thai and English
questionnaires were performed again by the author based on the feedback of both
respondents and data collectors under the verification of the second marketing
instructor, both marketing researchers and the second and the third mass color
cosmetics consumers. Lastly, the final version of the Thai questionnaire was
distributed to the target respondents in the data collection procedure.

4.2.1 Questionnair e L ayout

The questionnaire was composed of five main parts, which were (1) general
information on the mass color cosmetics purchasing experience at self-selection stores
in Bangkok, (2) in-store marketing stimuli, (3) post-purchase evaluation, (4) post-
purchase behavioral intentions, and (5) personal information. The details of

measurement items are clarified in the following parts.

Part | The question items were designed to ask the respondents about their color
cosmetics purchasing experience as well as to screen out respondents who were not
targeted in this study. In this part, the respondents were asked to describe their
previous color cosmetics purchasing experience, whether they made the payment with
acredit card, as well asthe types of storesthey visited and the types of products they
purchased.

Part 11, 111 and IV The question items were composed of those responding to the
measurement constructs. Altogether, there were 88 items representing in-store
marketing stimuli (brand reputation, price-promotion, acceptance of credit card,
variety of products, prominent displays, self-service, music, lighting, layout and
sal esperson), impulse buying behavior, post-purchase information, purchase
involvement, attractive alternatives, product performance, cognitive dissonance about
the purchase decision, cognitive dissonance about the product, the level of
satisfaction, and post-purchase behavioral intentions (repurchase intention, cross-
buying intention, and word-of-mouth intention). The details of each measurement

item are discussed in the following section.
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Part V The respondents were asked for personal information about their gender, age,

education, income and marital status.

4.2.2 ltem Measurements

The survey instrument consisted of multi-item measurement of all constructs, which
were measured by afive-point Likert scale, where 1 denotes "strongly disagree”, 2
denotes "disagree”, 3 denotes "neither agree nor disagree”, 4 denotes "agree" and 5
denotes "strongly agree". The measurement items were mostly adapted from reliable
and valid measures of previous empirical researches while some items were designed
based on the findings from the exploratory research (in-depth interviews) to best
reflect consumer behavior in the mass color cosmetics context. The details of the
measurement items for each construct are shown in Table 4.1 as well asthe

information as follows;

Brand Reputation - Regarding the measurement items of brand reputation, the first
two items (Item 1 and 2) were adapted from Strizhakova, Coulter and Price (2008);
while the third and fourth items (Item 3 and 4) 4 were adapted from Thamizhvanan
and Xavier (2013)

Price Promotion — Thefirst two items of price promotion were adapted from Tung,
Kuo and Kuo (2011) (Item 5 and 6), the third item from Saleh (2012) (Item 7), and
the last item from Kim (2003) (Item 8).

Acceptance of a Credit Card — The second and third items of acceptance of credit
card were adapted from Khare, Khare and Singh (2012) (Item 10 and 11), and the
fourth item from Awanis and Cui (2014 (Item 12) while the first item (Item 9) was
designed based on the exploratory research findings to better reflect the consumer
attitudes in the context of mass color cosmetics at self-selection stores. That is, there
were four participants who mentioned that credit card payment had made their
purchase decision easier because they were not or were less worried about the amount
they had to pay, as participant no.9 stated, "I am less worried about the amount | have
to pay because | do not have to worry about cash in my pocket. It has made my

purchase much easier.”
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Variety of Products — All measurement items under variety of products (Item 13 to
16) were adapted from Nguyen et al. (2007).

Prominent Displays — The first three measurement items (Item 17 to 19) under
prominent displays were adapted from Karbasivar and Yarahmadi (2011); while the
last item (Item 20) was designed for this study based on the exploratory research
results to cover more aspects of prominent displays in the context of mass color
cosmetics. Specifically, seven participants revealed that appealing cosmetic shelves
had interested and encouraged them to try the products being displayed, as participant
no.3 said, "Appealing cosmetics shelves have increased my possibilitiesto try the
products.”

Self-Service — All four measurement items (Item 21 to 24) under self-service were
adapted from Ltifi (2013).

Store Environment — Store environment is composed of four constructs of music,
lighting, layout and salesperson. The first three items under music (Item 25 to 27),
lighting (Item 29 to 31), and salesperson (Item 37 to 39) were adapted from Mohan et
al. (2013), while the first three items under layout (Item 33 to 35) were adapted from
Nguyen et al. (2007), and the last item (Item 36) was adapted from Jin and Kim
(2003). Therest of the measurement items (Item 28, 32 and 40) were specially
designed for this study based on the exploratory research results to better reflect

consumer behavior in the context of self-selected color cosmetics.

Regarding the last item under music (Item 28), five respondents said that they
preferred soft, chilling and relaxing music, as participant no.14 stated, "Relaxing
music has relaxed my shopping experience, and | fedl like | can take my time
shopping for cosmetics." Furthermore, in terms of the last item under lighting (Item
32), four participants were concerned about how the lights illuminated the cosmetics
color, as participant no.16 stated, "Bright light has made me clearly and accurately
see the products' true color aswell asthe label." Lastly, regarding the last item under
salesperson (Item 40), 12 participants revealed that they preferred the salespersons to

leave them some space while they were shopping, as participant no.2 mentioned, "|
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think salespersons recommendations are biased toward the brands they represent
because they want commission fees. There were many times | felt pressured when
they were around, and | could not freely choose a product, which may even be better

than the product recommended by them."

Post-Purchase Information — The first measurement item (Item 41) under post-
purchase information was adapted from Newell, Wu, Titus and Petroshius (2011)'s
dissonance scale, while the other items (Item 42 to 44) were developed based on the
exploratory research results because the other measurement items representing post-
purchase information in the context of mass color cosmetics could not be found. Four
participants mentioned about seeking product information after the purchase decision,
and regarding the second and the third items (Item 42 and 43), participant no.12
revealed, "Whenever | felt unsure or questioned about the product results, | would
normally ask my friend whether the products |looked fine on me. Sometimes| also
read the online non-commercial product review or ask other product usersin the
online community." Regarding the last item (Item 44), participant no.16 claimed,

"When | saw the commercial information on products that did not work for me, |

would ignore it because | disagree with the product claims.”

Purchase Involvement — The first three measurement items were adapted from
McQuarrie and Munson (1986) (Item 45 to 47), and the fourth item from Cho (2002)
(Item 48), while the last item (Item 49) was specifically designed for this study based
on the exploratory research results to best reflect consumer attitudes towards purchase
involvement in the context of self-selected color cosmetics. That is, many participants
revealed that the cosmetics purchase decision was important because they could
enhance their personality and self-image, as participant no.6 stated "Wearing make-up
improves my appearance, and enhances my personality. Without make-up, | do not

have confidence to leave the house and meet people.”

Attractive Alternatives — The first three measurement items (Item 50 to 52) under
attractive alternatives were adapted from Kuo et a. (2013), while the last item (Item
53) was designed for this study from the exploratory research results to better reflect
self-selected color cosmetics consumer behavior. Specifically, there were five

participants who claimed that they should have purchased the forgone alternatives, as
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participant no.16 stated, "Each alternative had its own attributes and pros and cons, so
it was quite difficult to choose between them. Sometimes the product | bought

disappointed me, and | felt that | should have bought the other alternatives.”

Product Performance — Thefirst three items (Item 54 to 56) under product
performance was adapted from Broyles, Ross and Leingpibul (2009), and the last item
(Item 57) was designed for this study based on the results from the exploratory
research to better reflect consumer attitudes towards self-selected color cosmetic
performance. That is, five participants were concerned whether they would get
allergic reactions from applying cosmetics, as participant no.13 claimed, "The ideal
foundation for me are those that do not leave my face oily during the day and irritate

my skin."

Impulse Buying Behavior — The first three measurement items under impul se buying
behavior were adapted from Verhagen and Van Dolen (2011) (Item 58 to 60), the
fourth item from Mattila and Wirtz (2008) (Item 61), and the last item from Chang et
al. (2014b) (Item 62).

Cognitive Dissonance about Purchase — Since the construct of cognitive dissonance
about purchase was identified in the exploratory research, the measurement items
were adapted from different studies. The first item was adapted from Sweeney et al.
(2000) (Item 63), the second and the fourth items from Newell et a. (2011) (Item 64
and 66), and the fifth item from O'Neill and Palmer (2004) (Item 67), while the third
item (Item 65) was developed in this study based on the results from the exploratory

research to better reflect consumer behavior for self-selected color cosmetics.

Cognitive Dissonance about Product — All five measurement items (Item 68 to 72)
under cognitive dissonance about the product were adapted from Sweeney et al.
(2000).

L evel of Satisfaction — Thefirst two measurement items representing the level of

satisfaction were adapted from McCollough and Gremler (2004) (Item 73 and 74),
and the last two items were adapted from Kuo et al. (2013) (Item 75 and 76).
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Repurchase Intention - The first and the third measurement items under repurchase
intention were adapted from Kuo et al. (2013) (Item 77 and 79), the second item from
Broyles et al. (2009) (Item 78), and the last item from Wang and Ha (2011) (Item 80).

Cross-Buying Intention — The first and the last measurement items of cross-buying
intention in this study were adapted from Hong and Lee (2012) (Item 81 and 84), and
the second and the third items from Ngobc (2004) (Item 82 and 83).

Word-of-Mouth Intention — The first three measurement items (Item 85 to 87)
representing word-of-mouth intention were adapted from Mourni (2005), while the
fourth item (Item 88) was designed for this study based on the exploratory research
results to better reflect consumer attitudes towards word-of-mouth intention in the
context of self-selected color cosmetics. Specifically, nine participants claimed that
they would like to share information in detail about cosmetics items that satisfied
them with other people as participant no.10 mentioned, "When | am satisfied with
certain items, | normally recommend them to my friends. | would tell them how much
| likethem and | am not get allergic to them. Sometimes, | also give them some

portion so that they can try before making the purchase decision.”

The following table presents the summary of measurement items, conceptual

definitions, measurement items and sources.
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4.2.3 Pretest

The pre-test was conducted to examine the questionnaire's face validity, the scale's
reliability, the questionnaire's wording clarity, as well as the length of the interview
and possible problems during the interview. To ensure that the target respondents
answered the survey, the pretest was undertaken through a person-administered
survey, in which the interviewers read questions to the respondents and recorded their
answers with different interviewing techniques that best suited each respondent's
needs and style (Burns and Bush, 2003)

Convenience sampling was performed and the data collection was undertaken in July
2015. 75 sets of questionnaires were distributed to fifteen-year-old and older
consumers who impulsively purchase self-selected color cosmetics, and the data
collection took place at shopping areas, universities and community areas in Bangkapi
district. The average duration of each interview was approximately 20 minutes. Upon
the completion of data collection, 75 questionnaires were returned, and 74

guestionnaires were completed and usable.

After obtaining the pre-test questionnaire, the compl eteness and concordance of the
answers were examined. In addition, the descriptive statistics, exploratory factor
analysis and the scale reliability were also tested. An exploratory factor analysis was
performed with the purpose of the orderly simplification of a significant number of
intercorrelated measures to a few representative variables. Therefore, those variables
that share similar dimensions should yield high correlations (Ho, 2006).

In addition, scale reliability refersto the scale's ability to consistently measure the
phenomenon the study intends to measure (Ho, 2006). To determine the
measurement's reliability, internal consistency is tested by employing the Cronbach’s
alpha. A high value of apha suggests that all items under that particular variable are
reliable and internally consistent (Ho, 2006), and the cutoff point is 0.70 (Hair, Black,
Babin, Anderson and Tatham, 2006).
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4.2.3.1. Exploratory Factor Analysis

Exploratory factor analysis was conducted using the SPSS statistics VV22.0, principal
component analysis was performed as the extraction method, and varimax with Kaiser
Normalization was employed as the rotation method. Tables 4.2-4.5 present the
results of the factor analysis of all items used to measure all variablesin this study.
Regarding the influential marketing factors on impulse buying behavior in Table 4.2,
40 items under ten in-store marketing stimulus constructs were entered into the factor
analysis, and they were: brand, price promotion, acceptance of a credit card, variety of
products, prominent displays, self-service, music, lighting, layout, and salesperson.
The outputs reveal that the KMO and Barlett's test of sphericity value of .769 and
x (df=780) = 2957.017, p<.001 indicate an adequacy to perform factor analysis. The
factor analysis extracted ten factors with an Eigen value greater than one. However,
item40 was cross-loading and will be deleted (see Section 4.2.4 for the details of
guestion item adjustment).

In Table 4.3, factor analysis was performed on 17 items influencing cognitive
dissonance and four constructs were extracted: post-purchase information, purchase
involvement, attractive alternatives and product performance. The outputs reveal the
KMO and Barlett's test of sphericity value of .757 and y (df=136) =992.992,
p<.001, implying an adequacy to perform factor analysis. However, five factors were
extracted with Eigen values greater than one, where three items form an additional
factor (item44,47 and 55), and need further revision before the actual survey is

undertaken.

In Table 4.4, factor analysis was performed on 19 items, four constructs were
extracted: impulse buying behavior, cognitive dissonance about the purchase,
cognitive dissonance about the product, and the level of satisfaction. The outputs
reveal the KMO and Barlett's test of sphericity value of .823 and y (df = 171) =
1047.663, p<.001, indicating an appropriateness to perform factor analysis. Four
factors were extracted as proposed, yet item60, 61, 62, 66 and 68 were cross-loading,
and need to be revised before the actual survey proceeds.
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In Table 4.5, factor analysis was performed on 12 items representing repurchase

intention, cross-buying intention, and word-of-mouth intention, and the outputs
revealed the KMO and Barlett's test of sphericity value of .860 and y (df=66) =

793.528, p<.001, implying an appropriateness to perform factor analysis. Three

factors were extracted as proposed, but there was one cross-loading item (item82) that
needs to be revised.

Table 4.2: Factor Loadings, Cronbach’s Alpha and Mean of In-Store Marketing Stimuli of

mtwjsenu imn. senayior
\lean | MIHWME | BROAIE |01(1DI1 |1 NAT W |00NT W OO S | WMEEA [1,1101 ) | KW

Item1 3.89 773

Item2 3.85 .827

Item3 3.49 .867

Item4 341 .802

Item5 3.74 .889

Itemé6 3.74 .930

[tem? 3.70 .919

Item$8 4.04 .845

Item9 3.16 .939

Item10 3.08 .935

Item11 3.20 .897

Item12 2.43 .839

Item13 4.01 702

Item14 3.80 .859

Item15 3.95 .809

Item16 4.00 .834

Item17 3.62 763

Item18 3.61 753

Item19 3.66 745

Item20 3.74 763

Item21 4.23 .878

Item22 4.35 .909

Item23 4.36 .900

Item24 4.36 .898

Item25 3.74 .795

Item26 3.77 817

Item27 3.92 712

Item28 3.72 .812

item29 431 .719

Item30 4.30 .743

Item31 4.28 .729

Item32 4.27 .753

Item33 4.47 .825

Item34 443 873

Item35 4.47 773

Item36 4.46 .852

Item37 3.50 776

Item38 3.54 .829

Item39 3.46 .856

Item40 2.80 439 .094
ﬁrgﬁé’““ s 81 | 935 | 934 | 907 | 935 | 90 | 91 | 957 | 903 | .665

Remarks. BRAND (Brand Reputation), PROMO (Price Promotion), CREDIT (Acceptance of a Credit Card),

VARIETY (Variety of Products), DISPLAY (Prominent Display), SELF (Self-Service), MUSIC (Music), LIGHT
(Lighting), LAYOUT (Layout), SALES (Sal esperson)

KMO = .769 (Chi-Square=2957.017, d=780, sig.=.000), 83.972% of Variance

Extraction Method: Principle Component Analysis

Rotation Method: Varimax with Kaiser Normalization
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Table 4.3: Factor Loadings, Cronbach’s Alpha and Mean of Post-Pur chase | nfor mation, Pur chase
Involvement, Attractive Alter natives and Product Performance

1lean INFO INVOLVE ATTRACT PERFORM
Item41 297 .901
Item42 3.03 915
Item43 2.96 .904
Item44 2.88 .297 714
Item45 3.05 735
Item46 3.07 .807
Item47 3.66 452 454 -.590
Item48 2.84 .702
Item49 2.96 .870
Item50 3.39 .866
Item51 312 916
Item52 3.18 .932
Item53 311 772
Item54 3.82 793
Item55 3.34 467 .736
Item56 3.84 .758
Item57 391 .809
Cronbach’s Alpha .846 .837 .904 811
Remarks: INFO (Post-Purchase Information), INVOLVE (Purchase Involvement), ATTRACT (Attractive
Alternatives), PERFORM (Product Performance)
KMO = .757 (Chi-Square=992.992, df—136, sig.=.000), 80.104% of Variance
Extraction Method: Principle Component Analysis
Rotation Method: Varimax with Kaiser Normalization

Table 4.4: Factor Loadings, Cronbach’s Alpha and M ean of | mpulse Buying Behavior, Cognitive
Dissonance about Purchase, Cognitive Dissonance about Product and L evel of

Satisfaction

A lean IMPULSE (DPILR CDPRO SAT
Item58 3.30 .883
Item59 281 .887
Item60 3.00 420 401
Itemé61 3.39 .059 .607
Item62 3.32 218 .553
Itemé63 1.77 .805
Ttemé64 1.77 .796
Itemé65 1.93 793
Item66 181 .803 409
Item67 1.78 734
Item68 1.88 463 .644
Item69 1.82 .740
Item70 1.66 .874
Item71 1.59 .836
Item72 1.76 707
Item73 361 .860
Item74 3.59 .863
Item75 3.58 .869
Item76 3.62 .882
Cronbach’s Alpha .581 .906 .891 951
Remarks: IMPULSE (Impulse Buying), CDPUR (Cognitive Dissonance about Purchase), CDPRO (Cognitive
Dissonance about Products), SAT (Level of Satisfaction)
KMO = .823 (Chi-Square=1047.663, df=171, sig.=.000), 70.882% of Variance
Extraction Method: Principle Component Analysis
Rotation Method: Varimax with Kaiser Normalization
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Table 4.5: Factor [Loadings, Cronbach’s Al - ha andl M ean of Post-Purchasg Behavioral | ntentions

e i R} P U CROSS WO NI

Item77 3.50 .867

Item78 351 .808

Item79 3.24 .683

Item80 347 813

Item81 3.46 811

Item82 3.73 .553 491

Item83 3.38 .835

Item84 3.39 .836

Item85 3.84 .886

Item86 3.74 .894

Item87 3.74 915

Item88 3.77 .902

Cronbach’s Alpha .887 .892 .955

Remarks: REPUR (Repurchase I ntention), CROSS (Cross-Buying Intention), WOM (Word-of-Mouth Intenton)

KMO = .860 (Chi-Square=793.528, df=66, sig.=.000), 80.347% of Variance
Extraction Method: Principle Component Analysis
Rotation Method: Varimax with Kaiser Normalization

4.2.3.2 Cronbach’s Alpha

Table 4.2 — 4.5 presents the pre-test's scal e reliability of all constructs tested by the
SPSS statistics V22.0, and they ranged from .581 (impul se buying behavior) to .957
(lighting). Overall, the scale reliability results revealed that most scales were reliable
with a Cronbach’s a pha exceeding the cutting point of .70 (Hair et al., 2006), except
the scales for salesperson and impulse buying behavior.

Regarding salesperson, the Corrected Item — Total Correlation, which revealed the
correlation or consistency between Item40 and the total of the remaining items (Ho,
2006) was .143, which was lower than the .33 criterion suggested by Ho (2006). In
addition, if Item40 was deleted, the overall Cronbach’s alphawould increase to .838.
Therefore, it was deemed appropriate to delete this item.

Furthermore, the Corrected Item — Total Correlation of Item59 to 62 were .347, .376,
.133, and .358, respectively. Even though they were above the criterion, except
item61, it revealed low consistency between these items and the total scale. Therefore,
the entire scale of impulse buying behavior would be revised to enhance scale
reliability.
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Lastly, even though the overall Cronbach’s alpha of post-purchase information was
above the criterion, the Corrected Item — Total Correlation of Item44 was .282, which
was lower than .33. Hence, the item would also be revised before the actual survey
(see Section 4.2.3.2). For explicit details of the pre-test's scale reliability, see
Appendix VI, Table 1.

4.2.3.3 Feedback from Data Collectors and Respondents

Based on the data collected during the pretest, some feedback from interviewers and
respondents regarding the questionnaire was also taken into consideration. Regarding
the questionnaire, respondents stated that there were too many question items, many
items were similar and some were not easy to understand. Therefore, some of them
were unwilling to cooperate. Some also recommended increasing the font size. In
terms of the data collection procedure, data collectors stated that it was quite difficult
to find target respondents from certain age levels. That is, from their observations,
some of those who were younger than 18 years old tended to purchase color
cosmetics from other types of cosmetics retailers, such as cosmetic stallsin flea
markets and non-branded cosmetic stores, while some of those who were older than
35 years old tended to wear |ess make-up than younger people. Moreover, the
questionnaire survey took around 20 minutes for each respondent, which was longer

than the expected 15 minutes.

4.2.4 Adjustments from the Pre-Test Results

Regarding the pre-test results, some adjustments were made to smoothen the data
collection process and to enhance the EFA and Cronbach’s Alpharesults. Regarding
the data collection related issues, the age of respondents was narrowed down from 15
years old and older to 18 to 45 years old. Furthermore, the duration of the interview
stated on the questionnaire's introduction page was changed from 15 minutes to 20
minutes. Moreover, in order to encourage better cooperation, a small incentive (a

pouch for cosmetics items) was offered to the respondents after the interview.

Moreover, both English and Thai versions of questionnaires were adjusted. Regarding
the question items, three items (Item40, 44 and 61) were deleted and replaced with

123



new items because they were cross-loading items and their corrected item-total
correlation values were lower than the specified criterion of 0.33 (Ho, 2006).
Furthermore, other cross-loading items with satisfactory corrected item-total
correlation values (e.g. Item 47, 60, 62, 66, 68 and 82) were revised to enhance the
internal consistency and correlations (Table 4.6).

In addition, in order to make the question items easier to understand and more precise,
there were minor changes in some question items wording, under the supervision of a
marketing lecturer, two marketing researchers and two cosmetics consumers. The
details of the adjusted measurement items are provided in Table 4.6. For the final

questionnaire, see Appendix V.

Table 4.6: Summar

Constructs

M easurement Items

of Adjusted M easur ement |tems from Pretest Results

Brand Item1 A brand name was an important source of information [Minor revision on
Reputation about thisitem's credibility. wordings

Item3 |t was important for me to buy this type of color cosmetics

with well-known brand names.

Itemd4 \When | shop for thistype of color cosmetics, | would

prefer to buy awell-known brand name.
Price Item5 Shopping for thisitem was well worth going because of the [Minor revision on
Promotion price promotion offerings. wordings

Item6 My willingness to purchase this item arose when | noticed

the price promotion activities.

Item8 Sale signs enticed me to look through this type of color

cosmetics.
Acceptance of | Item9 A credit card payment makes the total amount to pay less [Minor revision on
Credit Card | worrisome. wordings

Item10 There should be more advantages with credit card

payments, than with cash (reward points, paying by installments,

minimum payment due).

Item11 It ismore convenient to pay by acredit card, rather than

by cash.

Item12 Because of acredit card payment, it should feel like not

spending one's own money.
Variety of Item14 This brand offered a variety of products. Minor revision on
Products wordings
Prominent Item17 | visited this color cosmetics' counter because the product Minor revision on
Displays display was attractive. wordings
Layout Item35 The shelf was not too high to pick up products by hand.  [Minor revision on

wordings

Salesper son Item40 Salespersons were polite. Source: Mochis

** Replacement for " Sal espersons were too persuasive to 1978)

recommend the products’, for which the Corrected Item-Total

Correlation islower than .33
Post-Purchase| Item44 After the purchase decision, | often observed what brand [Source: Bearden,
Information | othersused to make surethat | bought the right item. Netemeyer and

++Reptacement for ttriedtoavordinconsistent information-about T eel (1989)

my purchase decision", for which the Corrected Item-Total

Correlation is lower than .33
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Table 4.6 (Continued): Summary of Adjusted M easurement ltems from Pretest Results
Adjustment

Constructs

Measurement ltems

Details

Attractive Item50 After the purchase decision, | found there were many [Minor revision on
Alternatives | other brands items that were better than this brand's item. wordings

Item5S1 After the purchase decision, | found that | could obtain

more satisfactory from other brands items.

Item52 After the purchase decision, | found that | could enjoy

more benefits from other brands items.

ItemS3 Thistype of color cosmetics from other brands would fit

my needs more than this brand.
Product Item54 After the purchase decision, | found there were many [Minor revision on
Performance | other brands items that were better than this brand'sitem. wordings

Item5% After the purchase decision, | found that | could obtain

more satisfaction from other brands' items.

Item56 After the purchase decision, | found that | could enjoy

more benefits from other brands' items.

Item57 Thistype of color cosmetics from other brands would fit

my needs more than this brand.
Impulse Item58 My purchase for thisitem was unplanned. Minor revision on
buying Item59 | did not intend to purchase this item before visiting the wordings
Behavior store.

Item60 | could not resist purchasing thisitem.

Item62 On thisvisit, | felt a sudden urge to buy thisitem and |

bought it.

Itemé61 | did not think much when | purchased thisitem. Source: Verplanker

** Replacement for "I bought more than | had planned to buy", for and Herabadi

which the Corrected Item-Total Correlation islower than .33 2001)
Cognitive Item63 After the purchase decision, | wondered whether | should [Minor revision on
Dissonance have purchased thisitem. wordings
I?’z?gﬁlase Item64 After the purchase decision, | felt very anxious about my

purchase decision.

Item65 After the purchase decision, | wondered whether | bought

too many items.

Item66 After the purchase decision, | wondered if | made the right

choice.
Cognitive Item68 After the purchase decision, | wondered If | did the right [Minor revision on
Dissonance thing in buying this item. wordings
about Item69 After the purchase decision, | wondered if | really needed
Product thisitem.

Item70 After the purchase decision, | wondered whether there

was something wrong with the deal | got.

Item71 After the purchase decision, | wondered if | was fooled.

Item72 After the purchase decision, | wondered if they had spun

mealine.
Level of Item73 | was very satisfied with thisitem. Minor revision on
Satisfaction Item74 | felt thisitem was very rewarding. wordings

Ttem75 It was a smart decision to purchase thisitem.

Ttem76 My consumption experience with thisitem was pleasant.
4.3 Respondents of the Study

The respondents were female, 18 to 45 year-old, low to middle income consumers

who were in the socio-economic class (SEC) of B, C and D with a monthly household
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income between 7,501 and 85,000 Baht (Hakuhodo Institute of Life and Living

Asean, 2015), and impulsively purchased mass color cosmetics from self-selection

stores in Bangkok in the last 30 days. Consumers with the af orementioned

characteristics were targeted with the following rationales:

Age between 18 to 45 years old: The target respondents were 18 to 45 year-old
female consumers. 18 to 35 year-old female consumers are the majority of
cosmetics consumers in Thailand with trendy lifestyles, high spending power and
willingness to spend on cosmetics (Chaisitthiroj, 2007; Ponbamrungwong and
Chandsawang, 2009). Even though those who are younger than 35 years old were
found to exhibit more impulsiveness than older consumers (Bellenger et al .,
1978), those who are 36 to 45 years old were also included due to the findings of
the exploratory research (see Section 3.2.1) and pretest (see Section 4.2.3), which
revealed that they still made an impulsive purchase albeit to alower degree.

Low to middle income consumers: According to Hakuhodo Institute of Life and

Living ASEAN (2015), consumersin Bangkok can be categorized based on their

socio-economic class (SEC) asfollows:

Monthly Household Income Proportion
A High 85,000 Baht and above 1%
B Middle 50,001 — 85,000 Baht 8%
C 18,001 — 50,000 Baht 64%
D Low 7,501 — 18,000 Baht 21%

Low to middle income consumers (Class B, C and D) are the majority of the
population, and are mainly targeted by mass self-sel ection cosmetics stores with
inexpensive or mid-priced cosmetics products (Ruengsinpinya, 2011; US
Commercial Service, 2008). Moreover, the Thai cosmetics industry has
continuously expanded due to the growing number of middle income consumers
(Yano Research Ingtitute, 2014). Low to middle income female consumers were
thus targeted in this study.

Self-selection cosmetics stores; These stores encourage customers to choose
products on their own. Hence, this shopping environment can better facilitate and
promote impul se buying behavior than sal esperson-serviced counters (Sirhindi,

2010) although a salesperson’s assistance is still available upon request.

Remark: Originally, 15 year old and older consumers were targeted as the

respondents of this study because 15 years old is the average age to start applying
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cosmetics (Positioning, 2014). Neverthel ess, regarding the observations of the data
collectors during the pretest data collection and the observations of the author during
the exploratory research, a magjority of 15 to 17 year old respondents rarely bought
them from self-sel ection cosmetics stores, but rather from cosmetics stallsin flea
markets and non-branded cosmetics stores because of their limited budget.
Furthermore, since they were high school students, they were restricted from wearing
color cosmetics on aroutine basis. On the other hand, based on the observation of all
data collectors, those who were older than 45 years old were less concerned with
color cosmetics and appeared to be more conscious about their purchase, and their
impulse purchases were less likely to be stimulated by in-store marketing stimuli.

Therefore, the age of respondent was narrowed down to 18 to 45 years old.

4.4 Sample Size and Sampling Procedures

This section illustrates the sample size as well as the sampling proceduresin
accordance with the context and population of self-selected mass color cosmeticsin

Bangkok.

4.4.1 Sample Size

Several factors should be considered on the sample size determination, including the
significance of the decision, the characteristics of the research, the number of
variables, the characteristics of the analysis, the sample sizes utilized in related
studies, incidence rates, completion rates, and resource constraints (Malhotra, 2007).
In addition, Burns and Bush (2003) suggested that even though the sample size
influences the accuracy of the sample results; the larger the sample size is, the better

while too large a sample size could be financially wasteful.

According to previous studies on impul se buying adopting the SEM technique, the
sample sizes were in the range of 217 to 733 samples: Beatty and Ferrell (1998) 553
samples, Park et al. (2006) 217 samples, Hanzaee and Taherikia (2010) 496 samples,
Karbasivar and Yarahmadi (2011) 275 samples, Verhagen and Van Dolen (2011) 532
samples, Ltifi (2013) 302 samples, and Mohan et al. (2013) 733 samples.
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Moreover, several academicians suggest an appropriate sample size with certain
rationales. According to Hair et al. (2006), a study undertaking factor analysis should
not assign a sample size of less than 50, and preferably it should be 100 or larger.
Furthermore, Hair et al. (2006) also suggested that for a model with six or more
factors, a sample size of more than 500 is required. Alternatively, the minimum
sample sizeis at least five times, preferably ten times, the number of variables (Hair
et al., 2006). Malhotra (2007) claimed that the minimum sample size of marketing
research should be 500. Furthermore, regarding the basic principles, 10 samples per
measuring item is deemed to be an appropriate sample size (Nunnally, 1967). With 88
indicatorsin this study, the sample size should be at least 880 samples. After
considering the af orementioned rational es, the sample size assigned by this study of
900 should be acceptable.

During the data cleaning process, all 900 questionnaires were completely answered.
However, the data revealed that not all of these 900 respondents considered their
purchase to be impulsive. That is, even though the characteristics of respondents were
screened by the data collectors and the screening questions (question number 1 and 2)
to ensure that they made an impulse purchase of mass color cosmetics within the last
30 days, there were some respondents who considered themselves as non-impulsive
purchasers by selecting "1" (strongly disagree) or "2" (disagree) on impulse buying
behavior questions.

The data collectors clarified that these respondents actually made an impul se purchase
yet did not want their purchase to be perceived asirrational so they disagreed with
these questions. Such behavior by respondents could be supported by previous
literatures, which suggested impul se buying to be associated with overspending
(Mansfield et al., 2003) and various negative traits, such as afailure of behavioral
control, immaturity, or low-self-esteem (Levy, 1976; Solnick, Kannenberg, Eckermen
and Walker, 1980; Rook and Fisher, 1995; Brici et al., 2013), which resulted in being
the target of other people's disapprova (Rook, 1987). Hausman (2000) also revealed
that impulse buying is generally perceived as normatively inappropriate behavior.
Moreover, the exploratory research findings also indicated that there were some
respondents, especially those who were thirty years old and older, who were unhappy

with their impulse buying because it indicated irrational behavior and financial
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wastefulness. Therefore, those who strongly disagreed or disagreed with all impulse
buying behavior questions, despite being screened to make an impulse buying, were
deleted because they did not answer based on their true behavior, but rather on the
appropriateness of social norm. Finally, 120 cases were deleted, and there were 780

respondents left, which represents 87 percent as a usable data set.

4.4.2 Sampling Procedures

This study applied mixed sampling methods of probability sampling and non-
probability sampling methods (Phophueksanand, 2015) by utilizing stratified three-
stage sampling in which Bangkok was divided into strata. Simple random sampling

was utilized in stage one and two, and convenience sampling was used in the third

stage.

Figure 4.1: Sampling Procedures

Stage |
Simple Random
Sampling

Stage II:
Simple Random
Sampling

Stage lll:
Convenience
Sampling

Source: Author

Stratified sampling was utilized by dividing Bangkok into three mutually exclusive
strata based on the characteristics of the population, and no population elements were
unassignable (McDaniel and Gates, 2001). In this study, Bangkok was divided into
three levels: (1) inner Bangkok, consisting of 21 districts, (2) middle Bangkok,
consisting of 18 districts, and (3) outer Bangkok, consisting of 11 districts
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(Surathomtawee and Pachravanich, 2011) (see thelists of districtsin each level in

Appendix H).

First stage sampling: Simple random sampling, which is the purest form of
probability sampling method, where every element of the population has an equal
chance of being selected (McDaniel and Gates, 2001), was utilized by randomly
drawing two districts from the lists of districtsin each level of Bangkok. Specifically,
there are 21 districts in inner Bangkok (Surathomtawee and Pachravanich, 2011), and
each district was coded from 1 to 21. Number 16 (Khlong Tei) and 20 (Pathumwan)
were selected by the drawing technique. Similarly, there are 18 districts in middle
Bangkok (Surathomtawee and Pachravanich, 2011), from which numbers 13 (Bang
Khae) and 18 (Bang Kapi) were drawn. Lastly, there are 11 districts in outer Bangkok
(Surathomtawee and Pachravanich, 2011), and numbers 9 (Lak Si) and 11 (Min Buri)

were drawn from these districts.

Second stage sampling: Simple random sampling was applied again by drawing one
shopping center from each district selected in the earlier stage. Shopping centersin
each district was listed and coded (see Appendix I1). Regarding inner Bangkok, there
are 15 and 38 shopping centersin Khlong Tei and Pathumwan, respectively (Soidb,
n.d.), and they were aso coded from number 1 to 15 and 1 to 38, respectively (Soidb,
n.d.). Number 3 (Tesco Lotus Rama V) of Khlong Tei and number 5 (MBK Center)
of Pathumwan were drawn. For middle Bangkok, there are 8 and 18 shopping centers
in Banh Khae and Bang Kapi, respectively. Number 2 (The Mall Bang Khae) of Bang
Khae and 7 (Tesco Lotus Bang Kapi) of Bang Kapi were drawn. Lastly, in outer
Bangkok, there are 5 and 6 shopping centersin Lak Si and Min Buri, respectively
(Soidb, n.d.), and number 1 (Big C Chaeng Wattana) and 2 (Tesco Lotus Suwin

thawing) were drawn.

Third stage sampling: Convenience sampling, which is a non-probability sampling
method, was employed. Even though convenience sampling is considered to be
biased, it could be an efficient and effective method in acquiring useful information as
long as the composition of the selected sample is similar to the population (Wilson,
2003). In this study, target respondents were 18 to 45 year-old female consumers with
household monthly income between 7,501 to 85,000 Baht, and impulsively purchased
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mass color cosmetics from self-selection stores in Bangkok within a month prior to
the data collection period. These target respondents, who were considered to be the
purchasers of mass color cosmetics (Chaisitthiroj, 2007; Ponbamrungwong and
Chansawang, 2009; Bellenger et al., 1978; Reungsinpinya, 2011; US Commercial
Service, 2008; Sirhindi, 2010), were approached at the af orementioned six shopping
centers.

4.5 Data Collection Procedures

The primary data were collected through a person-administered questionnaire survey
(Appendix 1V), in which a data collector read questions, face-to-face, to the
respondents and recorded their answers (Burns and Bush, 2003). This method allows
adata collector to build rapport with respondents and to ensure that the target
respondents are correctly approached and truthfully responded to the questions (Burns
and Bush, 2003).

Before the data were collected, five experienced data collectors and one supervisor
were recruited and trained. The content of the questionnaire was explained together
with the characteristics of the target respondents, and the data collection procedures to
ensure that all data collectors administered the questionnaire in the same manner so
that uniform data collection could be achieved (Malhotra, 2004).

Regarding the data collection, the data collectors politely introduced themselves to the
target respondents and asked them the screening questions (questions number 1 and 2
in Appendix IV "Have you purchased mass color cosmetics from these self-selection
cosmetics stores within the last 30 days' and "How do you best describe your last
mass color cosmetics purchasing experience at self-selection cosmetics stores?'.
During the first screening question, the data collectors showed pictures of different
types of cosmetics self-selection stores to the respondents to ensure that they actually
made the purchase from these stores. These screening questions were asked to
confirm that the respondents made an impul se purchase of mass color cosmetics. If
they were screened to make an impulse purchase, they were asked for permission to

answer the rest of the questions. If they did not make an impulse purchase or refused
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to answer the following question, the data collectors politely thanked them and moved

on to new target respondents.

Upon the completion of an interview, a small incentive (pouch) was provided to the
respondents as a symbol of appreciation for their kind cooperation. For more details
and photographs of the data collection procedures, see Appendix VIII.

In this study, the survey was conducted between 11th March and 25th April, 2016 at
Six shopping centers where mass color cosmetics self-selection stores were available —
which were Tesco Lotus Rama |V, MBK Center, The Mall Bang Khae, Tesco Lotus
Bang Kapi, Big C Chaengwattana, and Tesco Lotus Suwinthawong — covering siX
districts (Khlong Toei, Pathumwan, Bang Khae, Bang Kapi, Laksi and Min Burl) and

three levels (inner, middle and outer) of Bangkok.

To ensure a high quality of data and that the target respondents were correctly
approached, data collectors and the data collected were closely evaluated by a
supervisor who was in charge of checking the completeness and concordance of the

data, as well as the proportions of the specified characteristics of the respondents.

Once all questionnaires were returned to the author, the data quality and the
proportion of the questionnaires were re-checked by the author. After that, the data
were entered into the statistics program, and were cleaned to ensure that the data were

well-prepared for the data analysisin later stages.

4.6 Statistical Treatment of Data

This section explains the statistical treatment of data collected in the main survey.
Firstly, descriptive data were analyzed to explain the profile of respondents as well as
their attitude towards their purchasing and consuming behaviors and behavioral
intentions for self-selected mass color cosmetics. After that, an exploratory factor
analysis (EFA) was performed to orderly simplify the large number of intercorrelated
measures into afew representative constructs (Ho, 2006). Cronbach’s alphawas then
analyzed to examine the internal consistency of the factors derived from the EFA.

Subsequently, confirmatory factor analysis (CFA) was carried out to examine the
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overall fit of the measurement model, including the adequacy of the factor loadings,

and the standardized residuals and explained variances for all variables (Ho, 2006).

Lastly, structural equation modeling (SEM) was employed to examine the
hypothesized relationships because it provided a method of estimating multiple
relationshi ps simultaneously, and enhanced statistical estimation by accounting for

measurement errors in the estimation process (Ho, 2006).

In order to evaluate the overall fit of the hypothesized model, goodness-of-fit criteria
were employed in this study, and they were composed of three main measures (Ho,
2006), which were: (1) absolute fit measures, which include the chi-square statistic,
Goodness-of-Fit Index (GFI), and Root Mean Square Error of Approximation
(RMSEA), to assess how the hypothesized model fits the observed covariance matrix,
(2) incremental fit measures, which include Tucker-Lewis Index (TLI), Normed Fit
Index (NFI), Relative Fit Index (RFI), Incremental Fit Index (IFI), and Comparative
Fit Index (CFI), compare the hypothesized model to the baseline model, also known
as the null or independence model, and imply the improvement of the hypothesized
model over the null model, and (3) parsimonious fit measures, which include
Parsimonious Normed Fit Index (PNFI) and Akaike Information Criterion (AIC), to
assess whether model fit has been achieved by overfitting the data with too many

coefficients.

Moreover, in order to determine whether the research model should be accepted or
rejected, and whether to continue to interpret the path coefficients in the model,
different statisticians recommended various criteriain determining the goodness-of -fit
for each research model. For instance, Jaccard and Wan (1996) suggested using at
least three fit tests and one from each measure to reflect the diverse criteria, they are:
(1) chi-square, GFI and NFI, (2) CFl, NNFI and SRMR, and (3) AGFI, TLI and
RMSEA. Garson (2009) however, recommended using chi-square, RMSEA, and one
of NFI, RFI IFI, TLI and CFl. Moreover, Kline (1998) suggested using four tests,
which are: (1) chi-square, GFI and NFI (2) CFl and NNFI, (3) AGFI, TLI and
RMSEA, and IF1 and SRMR or RMSEA.
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Table4.7: Fit Indicesfor the M easurement and Structural M odel

Measures
Chi-Square Statistic
(2%)

Characteristics
The evaluation of the overall model
fit and the difference between the
sample and fitted covariances
matrices (Hu and Bentler, 1999)

Acceptable Threshold Levels
- Fail to rgject the null hypothesis
(Ho, 2006)
- Aninsignificant result at a0.05
threshold level (Barrett, 2007)

Relative/ Normed

.2

Chi-Square (;—f

Given the sensitivity of the Chi-
Square statistic to sample size, it is
the alternative index to assess model
fit (Hooper, Coughlan and Mullen,
2008).

- The range from 2.0 (Tabachnick
and Fidell, 2007) to 5.0 (Wheaton,
Muthen, Alwin and Summers, 1977)

Goodness-of-Fit
Index (GFI)

It isthe calculation of the proportion
of variance that is accounted for by
the estimated population covariance
(Tabachnick and Fideli, 2007), and
the indication of how closely the
model replicates the observed
covariance matrix (Diamantopoulos
and Siguaw, 2000).

- Higher values imply a better fit, yet
no cutoff levels for acceptahility
have been established (Ho, 2006)

- 0.9 (Hooper, Coughlan and Mullen,
2008)

- When factor loadings and sample
sizes are low, a cut-off point of 0.95
is recommended (Miles and Shevlin,
1998).

- Given its sengitivity, thisindex has
become less popular and not
recommended (Sharma, Mukherjee,
Kumar and Dillon, 2005).

Root Mean Square
Error of
Approximation
(RMSEA)

It measures the discrepancy per
degree of freedom, and indicates
how well the model fits the
population covariance matrix. It also
represents the goodness-of-fit when
the hypothesized model is estimated
in the population (Ho, 2006).

- 0.05t0 0.08 is acceptable; 0.08 to
0.10isamediocrefit; > 0.10isa

poor fit (Ho, 2006)

- below 0.8 indicate a good fit; 0.08 to
0.1 indicate mediocre fit (MacCallum,
Browne and Sugawara, 1996)

- Close to 0.06 (Hu and Bentler, 1999)
- Not higher than 0.07 (Steiger, 2007)

Tucker-Lewis Index

These indices represent the

~>0.90 (Ho, 2006)

(TLD comparison of the hypothesized ->0.95 (Hu and Bentler, 1999)
Normed Fit Index model and the null model, and ->0.90 (Ho, 2006)

(NFD indicate the improvement of the ->0.95 (Hu and Bentler, 1999)
Relative Fit Index hypothesized model over the null - >0.90 (Ho, 2006)

(RFI) model (Ho, 2006).

Incremental Fit ->0.90 (Ho, 2006)

Index (IFD)

Comparative Fit ->0.90 (Ho, 2006)

Index (CFI) ->0.95 (Hu and Bentler, 1999)

Parsimonious
Normed Fit Index
(PNFI)

It considers the number of degrees of
freedom used to achieve the fit level,
and is also employed to compare
models with different degree of
freedom (Ho, 2006)

- The higher the value, the better.
When comparing models,
differences of 0.06 —0.09 are
considered to be sufficient for
substantial model differences (Ho,
2006).

Akaike Information
Criterion (AIC)

It is utilized to compare models with
different numbers of constructs (Ho,
2006).

- Closer to zero indicates better fit
and greater parsimony.

134




Moreover, a certain number of previous studies on impulse buying carried out SEM
on their hypothesized relations, such as Beatty and Ferrell (1998), Park, Kim and
Forney (2006), Hanzaee and Taherikia (2010), Karbasivar and Yarahmadi (2011),
Graa and Dani-elKebir (2011), Verhagan and Van Dolen (2011), and Mohan et al.
(2013). Therefore, SEM was considered to be an appropriate method to examine the
hypothesized relationships in this study. The following table is a summary of the
hypotheses and statistical analyses.
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CHAPTER YV
PRESENTATION OF DATA AND CRITICAL DISCUSSION OF RESULTS

This chapter presents the analysis of the data obtained from the questionnaire survey.
The analyses were divided into four main sections, which were descriptive analysis,
exploratory factor analysis and the scale reliability, confirmatory factor analysis and
construct validity, and hypotheses testing with the structural equation modeling. The

details of each section are explained later on.

5.1 Data Analysis

A four-stage data analysis was used in this study. Firstly, the demographic
characteristics of the respondents and their purchasing experiences of mass color
cosmetics at self-selection stores in Bangkok were explained. Secondly, in order to
ensure the simplification of alarge number of intercorrelated items to afew
representative constructs, exploratory factor analysis was employed. In addition, scale
reliability was also tested to ensure the scale's ability to consistently measure the
phenomenon this particular study intended to measure. Thirdly, confirmatory factor
analysis was utilized to confirm the respective items of the constructs derived from
the earlier stage; covergent and discriminant validities were also tested to ensure
construct validity. Lastly, structural equation modeling was conducted to test the
hypothesized relationships.

5.1.1 Demogr aphic Char acteristics of the Sample
This section illustrates the demographic characteristics of the respondents as well as
their mass color cosmetics purchasing experiences at self-selection stores in Bangkok

tested by the SPSS statistics V22.0 program. The details are presented as follows.
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Table5.1: Demographic Char acteristics of Respondents

Age

18-24 years old 173 22.2

25-29 years old 117 15.0

30-34 yearsold 144 18.5

35-39 years old 157 20.1

40-45 years old 189 24.2
Total 780 100

Highest Education

Lower than bachelor's degree 356 45.6
Bachelor's degree 394 50.5
Higher than bachelor's degree 30 3.9
Total 780 100
Occupation
Governmental organization/state enterprise employee 929 12.7
Private company employee 207 26.5
Business owner 189 24.2
Student 96 12.3
Freelancer 100 12.8
Housewife 65 8.3
Unemployed 24 3.2
Total 780 100
Average Monthly Household Income
7.501-15.000 Baht 27 34
15.001-18.000 Baht 51 6.5
18.001-20.000 Baht 71 9.1
20.001-30.000 Baht, 135 17.3
30.001-40.000 Baht 160 20.5
40.001-50.000 Baht 116 14.9
50.001-60,000 Baht 94 121
60,001-70.000 Baht, 55 7.1
70.001-80.000 Baht 43 55
80,001-85,000 Baht 28 36
Total 780 100
Socio-Economic Class (SEC)
Class B (monthly household income 50,001-85,000 Baht)__ 220 28.2
Class C (monthly household income 18,001-50,000 Baht)__| 482 61.8
Class D (monthly household income 7,501-18,000 Baht) 78 10.0
Total 780 100
Marital Status
Single 306 39.2
Married 449 57.6
Divorced/ Widowed 25 3.2
Total 780 100

Regarding Table 5.1, the respondents consisted of 780 female color cosmetics

consumers. Almost one quarter of them (24.2%) were between 40-45 years old, and
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the rest were between 18-24 years old (22.2%), 35-39 years old (20.1%), 30-34 years
old (18.5%), and 25-29 years old (15.0%). Furthermore, around half of them obtained
bachel or's degree (50.5%), while the rest obtained lower than bachelor's degree
(45.6%) and higher than bachelor's degree (3.9%). Regarding occupation, the
respondents were from various walk of life, including private company employees
(26.5%), business owners (24.2%), freelancers (12.8%), governmental organization/
state enterprises employees (12.7%), students (12.3%), and housewives (8.3%), while
afew were unemployed (3.2%).

Moreover, more than half of them were from the socio-economic class (SEC) C with
an average monthly household income between 18,001-50,000 Baht (61.8%), the rest
were from class B with an average monthly household income between 50,001-
85,000 Baht (28.2%) and class D with an average monthly household income between
7,501-18,000 Baht (9.9%). Lastly, more than half of them were married (57.6%), and
the rest were single (39.2%) and divorced/ widowed (3.2%).

Table5.2: General Information on Color Cosmetics Purchasing Experience at
Self-Selection Cosmetics Stores

Demographic Characteristics Frequency Percentage
Purchasing Mass Color Cosmetics from Self-Selection Storeswithin the Last 30
Days

Purchasing mass color cosmetics from self-selection 780 100
stores within the last 30 Days

TheLast Mass Color Cosmetics Purchasing Experience at Self-Selection Stores

| had a shopping plan, but | bought differently or more 209 26.8
items from what | had planned
| did not have a plan or an intention to purchase 571 73.2
anything, but | ended up buying something
Total 780 100
Credit Card Payment
Yes 86 110
No 694 89.0
Total 780 100
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Table 5.2 (Continued): General Information on Color Cosmetics Purchasing

Experience at Self-Selection Cosmetics Stores

Demographic Characteristics

Drugstores where cosmetics are available, such as 236 30.3
Watsons, Boots, Tsuruha, etc.
Specialty stores where various cosmetics brands are 146 18.7
available, such as Eveandboy, Beauty Buffet, Beauty
Market, Ogenki, etc.
Stand-alone stores, such as Oriental Princess, The 166 21.3
Face Shop, Skin Food, Beauty Cottage, etc.
Supermarkets or hypermarkets, such as Tops, Tesco 133 17.1
Lotus, Home Fresh Mart, Big C, VillaMarket, etc.
Convenience stores, such as 7-Eleven, Big C Extra, 99 12.6
Family Mart, etc.

Total 780 100
Color Cosmetics Products Purchased (Can Answer More than One
Foundation 164 210
Powder 206 26.4
Concealer 72 9.2
Blusher 114 14.6
Bronzer 1 0.0
Highlighter 6 0.8
Base 36 4.6
Primer 34 4.4
Eyebrow pencil 101 12.9
Mascara 127 16.3
Eyeshadow 19 10.1
Eveliner 120 | 154
Lipstick 202 | 259
Lip gloss 3 0.3
Colored lip balm 2 04
First-Recalled Color Cosmetics Product
Foundation 95 122
Powder 105 135
Concealer 53 6.8
Blusher 68 8.7
Bronzer. 1 0.1
Highlighter 4 0.6
Base 25 3.2
Primer 25 3.2
Eyebrow pencil 69 8.8
Mascara 83 10.6
Eyeshadow. 53 68
Eveliner 79 10.1
Lipstick 118 | 151
Lip gloss 2 0.3

780 100
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Regarding Table 5.2, all respondents purchased mass color cosmetics from self-
selection stores within the last 30 days prior to the data collection date. In addition,
based on their last purchase, al of them made an unplanned purchase. That is, most of
them (73.2%) neither had a plan nor an intention to purchase anything, but they ended
up purchasing some color cosmetics items; and even though the rest of them (26.8%)
had a shopping plan, they purchased different or more items than they had planned.
Furthermore, most of them made the payment by cash (89.0%) and a smaller
proportion paid by credit card (11.0%).

Moreover, the type of self-selection cosmetics store they visited for their last purchase
were drugstores (30.3%), stand-alone stores (21.3%), specialty stores (18.7%),
supermarkets or hypermarkets (17.1%), and convenience stores (12.6%),. In addition,
the top-five color cosmetics items they purchased were powder (26.4%), lipstick
(25.9%), foundation (21.0%), mascara (16.3%), and eye liner (15.4%). Importantly,
among the purchased items, the top-five first-recalled items were lipstick (15.1%),
powder (13.5%), foundation (12.2%), mascara (10.6%), and eye liner (10.1%).

Remark: The respondents were asked to refer to the first-recalled item of their last

impulse purchase when answering the scale question items.

5.1.2 Exploratory Factor Analysis(EFA) and Scale Reliability

In order to reduce the large number of measures to a few representative factors and to
ensure that these measurement items under particular factors measure the same
construct, exploratory factor analysis (EFA) and scale reliability were tested (Ho,
2006).

That is, exploratory factory analysis (EFA) was employed to simplify alarge quantity
of intercorrelated items to afew representative factors (Ho, 2006). Since the
measurement items in this study were adapted from various different studies, and
some items were based on the exploratory research findings, exploratory factor
analysis (EFA) was employed to ensure that items under a particular construct have
high correlations and share similar dimensions (Ho, 2006). In this study, EFA was
employed to pool the data set of 780 female color cosmetics respondents, and tested
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by using SPSS statistics V22.0 by using principal component analysis as the

extraction method and varimax with Kaiser Normalization as the rotation method.

Four EFA models were conducted and they were (1) In-store marketing stimuli of
impul se buying behavior including brand reputation, price promotion, acceptance of a
credit card, variety of products, prominent displays, self-service, music, lighting,
layout, and salesperson (Table 5.3), (2) antecedents of cognitive dissonance including
post-purchase information, purchase involvement, attractive alternative and product
performance (Table 5.4), (3) impulse buying behavior, cognitive dissonance about the
purchase, cognitive dissonance about the product, and the level of satisfaction (Table
5.5), and (4) post-purchase behavioral intentions including repurchase intention,

cross-buying intention, and word-of-mouth intention (Table 5.6).

After the EFA results revealed which items hung together and formed the factors,
scale reliability was also tested by Cronbach’s alpha using SPSS statistics V22.0 to
ensure that the internal consistency of each factor was achieved. That is, the results
indicated the extent to which items measured the same construct or hung together in a
consistent manner (Ho, 2006). The Cronbach’s alpha values are presented in Table
5.31t05.6.

Theresults of EFA and Cronbach’s alpha of all constructs are presented in the tables

asfollows.
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Table5.3: Factor Loadings, Cronbach’s Alpha, Mean and Standard Deviation of In-Store
n¢ Behavior
NIRRT B ISP A Y
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Item8

3.99
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3.97

4.04

400

1141

975
.973
.967
.969

Htem9

Item10
Item11
Hem12

2.96
3.06
3.00
2.46

287

1262

.934
.933
.940

Hem13
Item14
Item15
Item16

4.62
4.54
4.56
4.54

4 56

534

.848
.816
.858
.893

Item17
Item18
Item19
Item20

4.20
4.13
411
4.10

4 14

el

.853
.881
.841
.850

Item21
Item2:
Item23
Item24

4.23
423
421
4.23

473

-674

.852
.870
.868
.864

Item2S
Item26
Item27
Item28

4.25
4.19
4.44
4.15

426

556

.874
.871
.641
.823

Item29
Item30
Item31
Item32

4.44
442
4.37
4.34

4.39

597

.814
.815
.810
.790

Item3:
Item34
Item35
Item36

4.49
4.47
443
4.44

4 46

636

.828
.867
.861
.838

Item37
Item38
Item39
Item4(

4.03
4.01
4.03

4.05

4.03

.761

.821
.848
.849
.853

Cronbach’s Alpha

.850

.985

942

.895

.939

.955

.859

911

915

.949

Remarks:
- BRAND (Brand reputation), PROMO (Price Promotion), CREDIT (Acceptance of a Credit Card), VARIETY (Variety of Products),
DISPLAY (Prominent Display), SELF (Self-Service), MUSIC (Music), LIGHT (Lighting), LAYOUT (Layout), SALES
(Salesperson)

- The mean values and average mean values are based on 5-point Likert scale
- KMO = .879 (Chi-Square=31607.033, df=780, sig.=.000), 82.335% of Total Variance Explained
- Extraction Method: Principle Component Analysis; Rotation Method: Varimax with Kaiser Normalization

Regarding Table 5.3, the average mean values ranged from 2.87 (acceptance of a
credit card) to 4.56 (variety of products). The outputs revealed a KMO and Barlett's
test of sphericity value of .879 and x?> (df = 780) = 31607.033, p <.001, which

implied an adequacy to perform factor analysis. 40 items were entered and ten factors

were extracted, which were brand reputation, price promotion, acceptance of a credit
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Table5.4: Factor Loadings, Cronbach’s Alpha, Mean and Standard Deviation of Post-Purchase
I nformation, Pur chase | nvolvement, Attractive Alternatives and Product Per for mance

PERFORM

card, variety of products, prominent display, self-service, music, lighting, layout and
salesperson, with Eigen value greater than one by the Principle Component method,
and rotated by Varimax with the Kaiser Normalization method. These ten factors
accounted for 82.335% of the total variance explained. Furthermore, Cronbach’s
alphavalues of these factors ranged from .850 to .985, which exceeded the
recommended level of .70 (Hair et al., 2006). For explicit details of scale reliability,
see Appendix VI Table 2.

Average

INVOLVE ATTRACT
M ean

Mean

Item41 2.05 .841
Item42 215 .879
Item43 2.00 2:04 ¥ .894
Item44 1.97 .885
Item45 3.32 .904
Ttem46 3.24 911
Item47 3.16 3.10 1.055 .900
Item48 251 .485*
Item49 3.27 913
Item50 2.64 .870
Item51 253 .904
{tem52 251 S in .910
Item53 2.46 .893
Item54 4.28 .809
Item53 3.96 761
Item56 421 418 42 .894
Item57 4.27 .870
Cronbach’s Alpha 921 .897 (.966) 972 .903
Remarks:
- INFO (Post-Purchase Information), INVOLVE (Purchase Involvement), ATTRACT (Attractive Alternatives), PERFORM
(Product Performance)
- The mean values and average mean values are based on 5-point Likert scale
- KMO = .901 (Chi-Square=14188.008, df=136, sig.=.000), 82.745% of Total Variance Explained
- Extraction Method: Principle Component Analysis; Rotation Method: Varimax with Kaiser Normalization
- *The Corrected Item — Total Correlation of ‘Item48” was .280, and when the item was deleted, Cronbach’s alphaof 'Purchase
Involvement (INVOLVE)' became .966.

Regarding Table 5.4, the average mean values ranged from 2.04 (post-purchase
information) to 4.18 (product performance). The outputs revealed a KMO and
Barlett's test of sphericity value of .901 and ¥~ (df = 136) = 14188.008, p <.001,
which implied an adequacy to perform factor analysis. 17 items were entered and four
factors were extracted, which were post-purchase information, purchase involvement,
attractive alternatives and product performance, with Eigen value greater than one by
the Principle Component method, and rotated by Varimax with the Kaiser
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Normalization method. These four factors accounted for 82.745% of the total variance
explained. Furthermore, Cronbach’s alpha values of these factors ranged from .897 to
.972, which exceeded the recommended level of .70 (Hair et a., 2006).

Nevertheless, item48 ("1 spent a considerable amount of money for the products.”)
was deleted because its correlation with the total of the remaining items under
purchase involvement was .280, which was lower than the recommended value of .33
(Ho, 2006). In addition, this item was adapted from different study from other items.
That is, item45 to item47 were adapted from McQuarrie and Munson (1986) and
item49 was designed based on the exploratory research findings; while item48 was
adapted from Cho (2002). Moreover, since mass color cosmetics are significantly
cheaper than counter branded ones, the respondents were then less likely to agree with
item48’s statement (mean value was 2.51) compared to the statements of other items
(mean values ranged from 3.16 to 3.32). Therefore, it was deemed appropriate to
delete this item, and the new Cronbach’s alpha value increased to .966.

Table5.5: Factor Loadings, Cronbach’s Alpha, M ean and Standard Deviation of Impulse Buying
Behavior, Cognitive Dissonance about Purchase, Cognitive Dissonance about Product
and Level of Satisfaction

Average

IMPU LSE CDPRO
\lean
Item58 4.16 731
Item59 414 .768
Itemé60 3.68 3.93 .652 .678
Item61 321 .598
Item62 4.44 .641
Item63 184 .859
Itemé64 1.72 .854
Item65 177 1.76 .789 .852
Item66 1.74 .830
Item67 1.73 .838
Item68 1.73 .832
Item69 1.70 .829
Item70 1.63 1.68 .766 .858
Item71 1.64 .853
Ttem72 1.69 .866
Item73 441 .890
Item74 4.39 .885
Item75 4.39 4.40 605 911
Item76 441 .923
Cronbach’s Alpha 701 951 .959 .950

Remarks:

- IMPULSE (Impulse Buying), CDPUR (Cognitive Dissonance about Purchase), CDPRO (Cognitive Dissonance about Products),

SAT (Level of Satisfaction)

- Themean values and average mean values are based on 5-point Likert scale

- KMO = .913 (Chi-Square=13574.537, df=171, sig.=.000), 76.062% of Total Variance Explained

- Extraction Method: Principle Component Analysis; Rotation Method: Varimax with Kaiser Normalization
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Regarding Table 5.5, it isimportant to note that the average mean values of cognitive
dissonance about the product and purchase were low, at 1.68 and 1.76; while the
average mean values of impulse buying and the level of satisfaction were 3.93 and
4.40, respectively. The outputs revealed a KMO and Barlett's test of sphericity value
of 913 and x? (df =171) = 13574.537, p <.001, which implied an adequacy to
perform factor analysis. 19 items were entered and four factors were extracted, which
were impulse buying, cognitive dissonance about purchase, cognitive dissonance
about product, and the level of satisfaction, with an Eigen value greater than one by
the Principle Component method, and rotated by Varimax with the Kaiser
Normalization method. These four factors accounted for 76.062% of the total variance
explained. Furthermore, Cronbach’s alpha values of these factors ranged from .701 to
.959, which exceeded the recommended level of .70 (Hair et al., 2006).

Table 5.6: Factor Loadings, Cronbach’s Alpha, Mean and Standard Deviation of Post-Purchase
Behavioral Intentions

N “‘\"fgj‘fs s1). REM R CROSS NMI
Item77 4.29 810
Item78 417 833
Item79 377 t g RoP 656
Item80 418 791
Item81 221 7%
Item82 2,07 759
Item83 3.99 T 689 788
Item84 4.09 764
TtemS5 219 836
Item86 4.13 .864
413 {
Item87 4.05 N 866
Ttem$S 414 884
Cronbach’s Alpha 889 885 940

Remarks:
- REPUR (Repurchase Intention), CROSS (Cross-Buying I ntention), WOM (Word-of-Mouth Intention)
- Themean values and average mean values are based on 5-point Likert scale
- KMO =.924 (Chi-Square=8213.638, df=66, sig.=.000), 79.860% of Total Variance Explained
- Extraction Method: Principle Component Analysis, Rotation Method: Varimax with Kaiser Normalization

Regarding Table 5.6, the average mean values ranged from 4.09 (cross-buying
intention) to 4.13 (word-of-mouth intention). The outputs revealed a KMO and
Barlett's test of sphericity value of .924 and y (df = 66) = 8213.638, p <.001, which
implied an adequacy to perform factor analysis. 12 items were entered and three
factors were extracted, which were repurchase intention, cross-buying intention and
word-of-mouth intention, with an Eigen value greater than one by the Principle
Component method, and rotated by Varimax with the Kaiser Normalization method.
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These three factors accounted for 79.860% of the total variance explained.
Furthermore, Cronbach’s alpha values of these factors ranged from .885 to .940,
which exceeded the recommended level of .70 (Hair et al., 2006).

5.1.3 Confirmatory Factor Analysis (CFA)

In order to verify that the af orementioned measurement variables reflect the
representative constructs and before the fit of the structural equation model is
determined, a confirmatory factor analysis (CFA) is necessary. CFA was employed to
determine the overall fit of the measurement model, the adequacy of the factor
loadings, and the standardized residuals as well as explaining the variances of the
measurement variables (Ho, 2006). That is, CFA resultsimplied the reliability of the
observed variable employed to measure the latent variables (Ho, 2006).

Various types of goodness-of-fit measures are utilized to determine the overall fit of

the hypothesized model. In this study, two main types of measures were employed.

1. Absolute Fit Measures — they assess how the hypothesized model predicts the
observed covariance matrix. These measures include: (1) Chi-square statistics(y ) -
it evaluates the difference between the sample and fitted covariances matrices (Hu

and Bentler, 1999), and a good model fit is supposed to provide an insignificant result
at 0.05 level (Barrett, 2007), (2) Relative/Normed chi-square (;—f) —itisusedto

minimize the sensitivity of x? to the sample size, and the recommended val ues range
from ahigh of 5.0 (Wheaton et al., 1977) to alow of 2.0 (Tabachnick and Fidell,
2007), (3) Goodness-of-fit index (GF1) — it determines how much better the model fits
in comparison with no model at al (Ho, 2006), where a cut-off point of 0.9 is
recommended (Hooper et al., 2008), and (4) Root mean square error of approximation
(RMSEA) - it indicates how well the model, with unknown but optimally chosen
parameter estimates would fit the populations covariance matrix (Byrne, 1998). A
value below 0.06 is acceptable (Hu and Bentler, 1999). For more information on the
fit indices, see Chapter 4, section 4.6 (Table 4.8).

2. Incremental Fit Measures— they compare the hypothesized model to the baseline

(null or independence) model. These measures include the Tucker-Lewis Index (TLI),
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the Normed Fit Index (NFI), the Relative Fit Index (RFI), the Incremental Fit Index
(IF1), and the Comparative Fit Index (CFl), which reveal the improvement of the
hypothesized model over the baseline model, and the recommended values are higher
than 0.9 (Ho, 2006). For more information on the fit indices, see Chapter 4, section
4.6 (Table 4.8).

Regarding the aforementioned results of EFA and scale reliability, the measurement
model was performed on 21 constructs consisting of 87 measurement items with
Amos V24.0. Table 5.7 below illustrates the fit indices of the measurement model.
(See Figure 1 in Appendix VI for the figure of the measurement model)

Table5.7: Fit Indices of the Measurement M odel

,  Absold Fit Measures mm
X 7700.827 .896
df 3444 RFI .887
p-value .000 IFI .940
X2 2.236 TLI .934
daf
GF1 .814 CFI .939
RMSEA .040
The results of absolute fit measures of the measurement model were: rri 2.236, p

<.001, GFI = .814 and RMSEA = .040, while the incremental fir measures were: NF1
=896, RFI =.887, IFI =.940, TLI =.934 and CFl =.939. Most indices indicated
good fits, except GFI, NFI and RF], yet they were approaching the recommended
values of 0.9. The standardized factor loading of all constructs are shown in Table
5.8.
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Table 5.8: Sfandar dized|Factor Loadin ' sljrom the M easuf ement M odé
Standardized Standardized
(constructs Items Factor Loadings Constructs Items Factor Loadings
Brand BRAND! A75 Purchase INVOLVE! .954
Reputation [BRAND2 .523 Involvement | INVOLVE2 971
BRAND3 .980 INVOLVE3 .876
BRAND4 .969 INVOLVES .944
Price PROM O! .982 Attractive ATTRACT1 .922
Promotion [PROMO2 975 Alternatives | ATTRACT? .960
PROMO3 961 ATTRACT3 .963
PROMO4 .968 ATTRACT4 .950
Acceptance |[CREDIT1 .923 Product PERFORM! .837
of aCredit | CREDIT2 .943 Performance | PERFORM2 811
Card ICREDIT3 941 PERFORM3 .903
CREDIT4 779 PERFORM4 .849
Variety of |VARIETY! .802 Impulse IMPULSE1 .823
Products VARIETY2 .753 Buying IMPULSE2 .885
VARIETY3 .844 IMPULSE3 .358
VA RIETY4 910 IMPULSE4 273
Prominent [DISPLAY! .840 IMPULSES .406
Display DISPLAY2 .907 Cognitive CDPUR1 874
DISPLAY3 .898 Dissonance CDPUR2 .873
DISPLAY4 918 about CDPUR3 .880
Self-Service SELFK1 .887 Purchase CDPUR4 .926
SELF2 914 CDPURS 914
SELF3 .933 Cognitive CDPRO1 .904
SELF4 .932 Dissonance CDPRO2 .907
Music MUSIC1 .896 about CDPRO3 .905
MUSIC2 .905 Products CDPRO4 .910
MUSIC3 490 CDPRO5 .918
MUSIC4 .841 Level of SAT! .883
Lighting LIGHT! .853 Satisfaction | SAT2 .885
LIGHT2 .863 SAT3 .929
LIGHT3 .866 SAT4 .942
LIGHT4 .831 Repurchase | REPURI 873
Layout LAYOUT! .808 Intention REPUR2 .907
LAYOUT2 .870 REPUR3 721
LAYOUT3 .894 REPUR4 .893
LAYOUT4 .855 Cross- CROSS! .780
Salesperson [SALES! .859 Buying CROSS2 .641
SALES2 .927 I ntention CROSS3 .928
SALES3 .919 CROSS4 .920
SALES4 .925 Wor d-of- WOMI1 .881
Post- INFO! 821 Mouth WOM2 .888
Purchase INFO2 .837 I ntention WOM3 .896
Information | INFO3 .898 WOM4 .910
INFO4 901

Remark: All items are significant at the .001 level.

The standardized factor loadings of all constructs areillustrated in Table 5.8 above
and range from .273 to .982, and all of them are significant at the .001 level. Even
though the standardized |oading estimates of five items lower than .5 as recommended
by Hair et al. (2006) (IMPULSE3, IMPULSE4,  MPULSES, BRANDI and
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MUSIC3), they were all significant at the 0.001 level and could be considered as
meeting the minimum requirement for factor loadings suggested by Hair et a. (2006).
In addition, to better ensure the quality of the measurement model, construct validity

was also determined, and the details are discussed as follows.

5.1.3.1 Construct Validity

In order to ensure that the earlier derived measured variables actually represent the
latent construct they were proposed to measure, construct validity was aso considered
(Hair et al., 2006). Construct validity indicates the accuracy of the measurement
model because it implies how item measures obtained from the sample represent the

actual true score that existsin the population (Hair et a., 2006).

There are two main types of construct validity and four focal components: (1)
convergent validity, which consists of factor loadings, variance extracted and
construct reliability, and (2) discriminant validity (Hair et al., 2006).

1. Convergent Validity — it requires measurement items that are an indicator of a
certain construct to converge or share a high proportion of variance (Hair et al., 2006).

There are certain measures to estimate the convergent validity as follows:

1.1 Factor Loading — high loading on a factor, or at least all factor loadings are
significant, implies high convergent validity, and the recommended value is
that the standardized estimates should be .5 or higher (Hair et al., 2006).

1.2 Variance Extracted (VE) — it isthe average squared factor loading or the total
of all squared standardized factor loadings divided by the number of items,
and can be calculated asfollows (Hair et a., 2006):

2

VE = # ; where A is the standardized factor loading and i is the number

of items

The recommended VE valueis .5 or above; while a VE of lessthan .5 implies
more errors remain in the items than the variance explained by the latent
factor (Hair et al., 2006).
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1.3 Construct Reliability (CR) — it indicates the internal consistency, and can be
calculated by the squared sum of factor loadings (Ai) for each construct and
the sum of the error variance for a construct (6;) as follows (Hair et al., 2006):

(X )2 _
+ 8i]

The acceptable value is a CR between .6 and .7 (Hair et al., 2006).

CR =

2. Discriminant Validity — it isan indicator that a construct is actually distinct from
others, or alatent construct explains its item measures better than other constructs
(Hair et al., 2006). Discriminant validity can be assessed by comparing the VE for any
two constructs with the square of the correlation estimate between these two
constructs, and the VE should be higher than the squared correlation estimate.

The results for construct validity, which are composed of the construct correlation

matrix, construct reliability and variance extracted, are presented in Table 5.9 as

follows.
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Table 5.9 presents the correlations between the variables and the direction where “+>
indicates a positive relationship and “-” indicates a negative relationship; and the
valuesrange from +1 to -1 (Hair et a., 2006). Their squared correlations are also
presented above the diagonal line.

Regarding the convergent validity, theresultsin Table 5.8 revealed that the
standardized |oading estimates of most of the measurement items exceeded the
recommended values of 0.5, and all factor loadings were also statistically significant.
Furthermore, the construct reliability (CR) of all constructs was above the
recommended value of 0.7 (Hair et al., 2006). They ranged from .805 to .985. In
addition, the variance extracted (VE) of all constructs exceeded the recommended
value of 0.5 (Hair et al., 2006), except impulse buying (.366), while the rest ranged
from .600 to .944. Therefore, the measurement model in this study provided sufficient
evidence of convergent validity. Moreover, the VE estimates were greater than the
corresponding interconstruct squared correlation estimates. Hence, this measurement

model also provided evidence of discriminant validity.

In conclusion, the aforementioned results for CFA and construct validity imply that

structural equation modeling (SEM) could be further employed in alater section.

5.1.4 Structural Equation M odeling (SEM)

Structural equation modeling (SEM) was adopted to determine the hypothesized
relationships in this study because it incorporates the strengths of multiple regression
analysis, factor analysis and multivariate ANOVA (MANOVA) into asingle model,
but still provides a flexible and comprehensive method of dealing with multiple, both
direct and indirect, relationships between independent and dependent variables, either
observed or latent ones, simultaneously (Ho, 2006). Therefore, the goodness-of-fit of
the data to the hypothesized model is also provided (Ho, 2006). In addition, SEM also
enhances the statistical estimation by incorporating measurement error into the
estimation process (Ho, 2006). In this study, Amos V24.0 was used to analyze the
hypothesized model, and the conceptual framework presented in Chapter 3 (Figure

3.3) was transformed into the structural equation model as follows.
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5.1.4.1 Structural Model Fitting

Figure 5.1 presents the results of the absolute fit measures of the path model which

were: Z—I =2.482, p <.001, GFI =.791 and RMSEA = .044. Even though p-value and

GFI indicated that the model did not fit the data well, o and RMSEA indicated a

good fit. In addition, the incremental fit measures presented a marginal acceptable fit
for the hypothesized model where NFI = .881, RFI = .875, IF1 = .926, TLI = .921, and
CFl = .925. In addition, the squared multiple correlations (r?) suggested that ten in-
store marketing stimuli accounted for only 8.4% of the variance associated with
impulse buying; while 28.4% of the variance of cognitive dissonance about purchase
and 31.5% of the variance of cognitive dissonance about product were explained by
post-purchase information, purchase involvement, attractive alternatives, and product
performance. Furthermore, 55.3% of the variance associated with the level of
satisfaction was explained by impulse buying, cognitive dissonance about product and
product performance. Lastly, 57.7%, 43.3% and 34.9% of the variance associated
with repurchase intention, cross-buying intention and word-of-mouth intention,
respectively, were explained by the level of satisfaction. The following section
discusses the structural relationships and their associated hypotheses in the study.

5.2 Hypothesis Testing

This section explains the results of the hypothesis test. There are ten hypotheses,
which are presented in six main groups. The first group investigated the influence of
in-store marketing stimuli on impulse buying, while the second group illustrated the
influence of impulse buying on cognitive dissonance and the level of satisfaction; the
third group explained the influence of cognitive dissonance on the level of
satisfaction. Moreover, the fourth group explained the influence of post-purchase
information, purchase involvement, attractive alternatives and product performance
on cognitive dissonance, while the fifth group focused on the influence of product
performance on the level of satisfaction. Lastly, the influence of the level of
satisfaction on post-purchase behavioral intentions is also presented. All hypotheses
were determined by the critical ratio (C.R.) values at the significance level of 0.05 or

less. The results of all hypotheses are explained as follows.
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5.2.1 TheInfluence of In-Store Marketing Stimuli on | mpulse Buying
According to research objective number 1, the first group of hypothesis testing was
explained by describing the influences of in-store marketing stimuli on impulse

buying. The results are shown in Table 5.10 as follows.

Table 5.10: Structural Relationships between In-Store M arketing Stimuli and
Impulse Buying

Standardized critical

pothesis

Hypotheses and Paths in the M odel {e\ea;x;.\»s((‘in] I?a:io p-Value
cight (B} (C.R

Hla | Brand Reputation .4 Impulse buying 041 1.029 .303
Hi1b | Price Promotion 4 Impulse buying =111 -2.842 | .004**
Hlc | Acceptance of acredit card 4 Impulse buying .083 2.062 .039*
H1d | Variety of products - Impulse buying .082 1.953 .051
Hle | Prominent display 4 Impulse buying .005 .091 .928
H1f | Self-service- Impulse buying -.008 -.150 .881
Hlg | Music 4 Impulse buying 113 2.507 .012*
H1h | Lighting -  Impulse buying .052 .934 351
H1i | Layout - Impulse buying -.022 -.446 .656
H1j | Salespersons- |mpulse buying 107 2.035 .042*

esting
Not Supported
Supported
Supported
Not Supported
Not Supported
Not Supported
Supported
Not Supported
Not Supported
Supported

Notes: C.R.aresignificant at p <.010 (**), and p < .05 (*)

Theresults revealed that price promotion (H1b: C.R. =-2.842; p < .01), acceptance of
acreditcard (Mc: C.R. =2.062; p <.05), music (Hlg: C.R. =2.507; p <.05) and
salesperson (H1j: C.R. = 2.035; p < .05) significantly influenced the impulse buying
of mass color cosmetics at self-selection stores as hypothesized. Furthermore, music
had the highest impact on impulse buying (f = .113) compared to price promotion (
=-.111), salesperson 03 =.107) and acceptance of acredit card (B = .083),
respectively.

The rest of in-store marketing stimuli; which were brand reputation (Hla: C.R. =
1.029; p > .05), prominent display (Hle: C.R. = .091,; p > .05), self-service (H1f: C.R.
=-.150; p>.05), lighting (H1h: C.R. =.934; p>.05) and layout (H1i: C.R. = -.446; p
> .05) did not significantly influence impulse buying behavior; while variety of
products (H1d: C.R. = 1.953; p > .05) marginally influence impulse buying behavior.
Therefore, hypotheses Hlb, M c, Hlg and H1j were supported; while hypotheses
Hla, H1d, Hl e H1f, HI hand H1i were not supported.
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5.2.2 Thelnfluence of Impulse Buying on Cognitive Dissonance and the L evel of
Satisfaction

Regarding research objective number 2, the second group of hypothesis testing was
explained by illustrating the influence of impulse buying on the level of satisfaction
and two aspects of cognitive dissonance.The results are shown in Table 5.11 as

follows.

Table 5.11: Structural Relationships between Impulse Buying, Cognitive

Dissonance and the L evel of Satisfaction

. Standardized C ritical
Hypotheses and Paths in the Model Regression Ratio p-Value
Weight (B) (C.R;
IEE?

Notes: C.R.issignificant at p<.001 (**¥*)

According to the results of hypothesis H2, it was revealed that impulse buying
significantly influenced the level of satisfaction as proposed (C.R. = 3.488, p <.001).
Therefore, hypothesis H2 was statistically supported.

Nevertheless, regarding hypotheses H3, it was indicated that impulse buying did not
significantly influence cognitive dissonance about the purchase of mass color
cosmetics product available at self-selection stores (H3a: C.R. =-.266, p > .05) as
well as the products themselves (H3b: C.R. =-.356, p > .05). Hence, it can be
concluded that hypotheses H3a and H3b were not statistically supported.

5.2.3 Thelnfluence of Cognitive Dissonance (Product) on the L evel of
Satisfaction

Regarding research objective number 3, the third group of hypothesis testing was
explained by illustrating the influence of cognitive dissonance about the product on

thelevel of satisfaction. The result is shown in Table 5.12 as follows.
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Table 5.12: Structural Relationships between Cognitive Dissonance and the
Level of Satisfaction

Hypotheses and Paths in the Model e =em
W -eight] [ BEIC_R )
[=E | Cognitive dissonance (Product) - Level of -106 | -3.534 *E* Supported
satisfaction

Notes: C.R.issignificant at p <.001 (***)

The results of hypothesis H4 revealed that cognitive dissonance about mass color
cosmetics products significantly influenced the level of satisfaction (C.R. =-3.534, p
<.001). Therefore, hypothesis H4 was statistically supported.

5.2.4 TheInfluence of Post-purchase | nfor mation, Pur chase I nvolvement,
Attractive Alter natives and Product Perfor mance on Cognitive Dissonance

Regarding research objective number 4, hypotheses 115 to H8 were tested to examine
the influences of antecedents, including post-purchase information, purchase
involvement, attractive alternatives and product performance, on cognitive

dissonance. The results are shown in Table 5.12 as follows.

Table 5.13: Structural Relationships between Post-purchase I nformation,
Purchase I nvolvement, Attractive Alter natives and Product

Performance and Cognitive Dissonance

j Standardized C ritical I pothesis
Hypotheses and Paths in the Model Regression Ratio p-\ alue '
Weight (ii) (C.R.)
sk ok

H5a | Post-purchase information > Cognitive dissonance  .266 7.039 Supported
(Purchase)
H5b | Post-purchaseinformation -  Cognitive dissonancg  .191 5.195 koK Supported
(Product)
Hé6a | Purchase involvement =» Cognitive dissonance -090 | -2.459 | .014* | Supported
(Purchase)
Hé6b | Purchase involvement = Cognitive dissonance -.138 | -3.849 okok Supported
(Product)
H7a | Attractive alternatives -> Cognitive dissonance .256 5.962 krk Supported
(Purchase)
1-17b | Attractive alternatives -3 Cognitive dissonance 278 6.614 *oAk Supported
(Product)
H8a| Product performance = Cognitive dissonance -089 | -2.069 | .039* | Supported
(Purchase)
H8b | Product performance 4 Cognitive dissonance -.143 | -3.409 *kok Supported
(Product)

Notes: C.R.aresignificant at p<.001 (***)and p <.05 (*)
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Regarding the results of hypotheses H5, post-purchase information had a significant
impact on cognitive dissonance about the purchase of mass color cosmetics (H5a:
C.R. =7.039, p <.001) and cognitive dissonance about the mass color cosmetics
products themselves (H5b: C.R. = 5.195, p <.001). Therefore, it was concluded that
hypotheses H5a and H5b were supported.

Similarly, the results of hypotheses H6 reveal ed purchase involvement had a
significant impact on cognitive dissonance about the purchase of mass color
cosmetics (Hé6a: C.R. = -2.459, p < .05) and cognitive dissonance about the mass
color cosmetics products themselves (H6b: C.R. =-3.849, p < .001). Therefore, it
implies that hypotheses H6a and H6b were supported.

In addition, the results of hypotheses H7 indicated that attractive alternatives
significantly influenced cognitive dissonance about the purchase of mass color
cosmetics (H7a: C.R. =5.962, p <.001) and cognitive dissonance about the mass
color cosmetics products themselves (H7b: C.R. = 6.614, p <.001). Therefore, it was
concluded that hypotheses H7a and H7b were statistically supported.

Lastly, the results of hypotheses 1-18 pointed out that product performance
significantly influenced cognitive dissonance about the purchase of mass color
cosmetics (H8a: C.R. =-2.069, p <.05) and cognitive dissonance about the mass
color cosmetics products themselves (H8b: C.R. =-3.409, p <.001). Hence, it was
confirmed that hypotheses H8a and H8b were statistically supported.

5.2.5 The Influence of Product Performance and the L evel of Satisfaction
Hypothesis H9 was tested to examine the relationship between the level of

satisfaction and product performance. The result is shown in Table 5.13 asfollows.

Table5.14: Structural Relationships between Product Perfor mance and the
L evel of Satisfaction

Standardized Critical

Hypotheses and Path in the Model Regression Ratio

Weight (13) {C.R

Notes: C.R.issignificant at p <.001 (¥**)
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Regarding Table 5.13, it revealed that product performance significantly influenced
the level of satisfaction as hypothesized (H9: C.R. = 18.643, p <.001). Hence, it was
confirmed that hypotheses H9 was statistically supported.

5.2.6 The Influence of the L evel of Satisfaction on Post-Purchase Behavioral
Intentions

According to research objective number 5, the last group of hypothesis testing was
undertaken by examining the influences of the level of satisfaction on the post-
purchase behavioral intentions, which consisted of repurchase intention, cross-buying
intention, and word-of-mouth intention. The results are shown in Table 5.14 as

follows.

Table5.15: Structural Relationships between the L evel of Satisfaction and Post-

Purchase Behavioral | ntentions

potheses and Paths 1n the M ode Rald T “_

T (T
H10a Level of satisfaction 4 Repurchase intention 760 23.091 Hokok Supported
H10b Level of satisfaction 4 Cross-buying intention .662 17.788 ¥+ Supported

H10c Leve of satisfaction 4 Word-of-mouth intention .590 17.000 *kk Supported

Notes: C.R.issignificant at p <.001 (***)

Theresultsin Table 5.14 revealed that the level of satisfaction significantly
influenced repurchase intention (H10a: C.R. =23.091, p <.001), cross-buying
intention (H10b: C.R. = 17.788, p < .001) and word-of-mouth intention (H10c: C.R. =
17.000, p < .001), as hypothesized. Furthermore, the level of satisfaction had the
highest impact on repurchase intention ( = .760) compared to cross-buying intention
(f =.662) and word-of-mouth intention (B = .590), respectively. Hence, it was
concluded that hypotheses H10a, H10b and H10c were statistically supported.

5.3 Summary

This chapter analyzed the data retrieved from 780 femal e respondents who purchased
mass color cosmetics from self-selection stores in Bangkok. Regarding descriptive
data, their demographic information and purchasing experiences were presented.

Exploratory factor analysis and scale reliability were performed, and one item
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(item48) was deleted due to the low factor loading to its relevant construct. After that,
confirmatory factor analysis and construct validity were conducted. Lastly, structural
eguation modeling and hypothesis testing were conducted. Table 5.16 summarizes the
overall hypothesis testing results of this study as shown below.

Table5.16: A Summary of Hypothesis Testing Results

“tandardized Critical

Hypotheses and Paths in the M odel Regression Ratio

Hy pothesis

Weight (§) | (C.R.) Testing
Hta |Brand Reputation 4 Impulse buying 041 1.029 303 |Not Supported
H1b | Price Promotion 4 Impulse buying -111 | -2.842 | .004** | Supported
Hlc | Acceptance of acredit card - Impulse buying .083 2.062 .039* Supported
H1d | Variety of products- Impulse buying .082 1.953 .051  Not Supported
Hle | Prominent display 4 Impulse buying .005 .091 .928  Not Supported
H1f | Self-service 4 Impulse buying -.008 -.150 .881  Not Supported
Hlg | Music 4 Impulse buying 113 2.507 .012* Supported
Hih | Lighting - Impulse buying .052 934 351 Not Supported
H1i | Layout = Impulse buying -.022 -.446 .656  [Not Supported
H1j | Salespersons4 Impulse buying 107 2.035 .042* Supported
H2 Impulse buying 4 Level of satisfaction 100 3.488 ** Supported
H3a | Impulse buying 4 Cognitive dissonance -.009 -.266 791 |Not Supported
(Purchase)
H3b | Impulse buying 4 Cognitive dissonance (Product)| -.012 -.356 721  Not Supported
H4 | Cognitive dissonance (Product) - Level of -.106 | -3.534 *okok Supported
satisfaction
H5a | Post-purchase information - Cognitive dissonance .266 7.039 *Ex Supported
(Purchase)
H5b | Post-purchase information => Cognitive dissonance  .191 5.195 Hokk Supported
(Product)
Hé6a | Purchaseinvolvement 4 Cognitive dissonance -090 | -2.459 | .014* Supported
(Purchase)
Hé6b | Purchase involvement 4 Cognitive dissonance -.138 -3.849 *rE Supported
(Product)
H7a | Attractive alternatives = Cognitive dissonance .256 5.962 *rE Supported
(Purchase)
H7b | Attractive alternatives 4 Cognitive dissonance 278 6.614 ook Supported
(Product)
H8a | Product performance 4 Cognitive dissonance -.089 -2.069 | .039* Supported
(Purchase)
H8b | Product performance - Cognitive dissonance -.143 -3.409 ok Supported
(Product)
H9 Product performance - Level of satisfaction .675 18.643 *okk Supported
H10a | Leve of satisfaction = Repurchase intention .760 23.091 ok Supported
H10b | Level of satisfaction - Cross-buying intention .662 17.788 ok Supported
H10c | Level of satisfaction > Word-of-mouth intention .590 17.000 k¥ Supported

Notes: o =2.482, p <.001, GFI =.791, RMSEA = .044

NFI = .881, RFI =.875, IFI =.926, TLI = .921, CFl =.925
C.R.aresignificant at p<.001 (***), p<.010 (**), and p <.05 (*)
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The results revealed that acceptance of price promotion, a credit card, music and
salespersons had significant impacts on the impulse buying of mass color cosmetics at
self-selection stores. Moreover, two aspects of cognitive dissonance was positively
influenced by post-purchase information and attractive aternative, and negatively
influenced by purchase involvement and product performance. Even though impulse
buying did not have an impact on either aspect of cognitive dissonance, impulse
buying and cognitive dissonance about the product had a significant influence on the
level of satisfaction. That is, the level of satisfaction was positively influenced by
impulse buying and product performance, and was reduced by cognitive dissonance
about the product. In addition, the level of satisfaction further positively influenced
post-purchase behavioral intentions (repurchase intention, cross-buying intention, and

word-of-mouth intention).
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CHAPTER VI
SUMMARY FINDINGS, DISCUSSION AND RECOMMENDATIONS

This chapter summarizes the findings presented in Chapter 5 based on the research
objectives and research questions. In addition, the main findings are discussed based
on both previous literature and exploratory research, which was conducted by in-
depth interviews. Moreover, conclusions and recommendations are presented while

theoretical and managerial implications are also explained.

6.1 Summary of Findings

The research findings of this study derived from the data set of 780 samples, who
were female, 18 to 45 years old, low to middle income consumers in the socio-
economic classes (SEC) of B, C and D with a monthly household income between
7,501 and 85,000 Baht (Hakuhodo Institute of Life and Living Asean, 2015), and
impulsively purchased mass color cosmetics from self-selection storesin Bangkok in
the last 30 days.

These samples could be implied to represent the target population of this study.
Regarding the age, they were 18 to 45 years old, where 22.2% of them were 18 to 24
years old, 15.0% were 25 to 29 years old, 38.6% were 30 to 39 years old, and 24.2%
were 40 to 45 years old, where the proportion of these age groupsis similar to the
proportion of the female population in Bangkok by age group (Department of
Provincial Administration, 2014) (For more details, see Appendix I1). Moreover, 18 to
35 year-old female consumers are the majority of cosmetics consumersin Thailand
because of their trendy lifestyles, high spending power, willingness to spend on
cosmetics (Chaisitthiroj, 2007; Ponbamrungwong and Chandsawang, 2009), and
higher tendency to perform an impulse purchase than older consumers (Bellenger et
al., 1978). Nevertheless, those who are 36 to 45 years old still made impulsive
purchase albeit to a less degree based on the findings of the exploratory research (see
Section 3.2.1) and pretest (see Section 4.2.3).
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Moreover, 10.0% of them were low income consumers and 90.0% were middle
income consumers, which was consistent with Ruengsinpinya (2011) and US
Commercia Service (2008), who indicated that low to middle income consumers are
are the main target group of mass self-selection cosmetics stores with inexpensive or
mid-priced cosmetics products. Furthermore, 47.4% of them purchase mass color
cosmetics from chain drugstores, supermarkets or hypermarkets which are the
dominant distributors of color cosmetics over time because they provide consumers
with more comfortable product pick-up channels and a more comprehensive product

portfolio (Euromonitor, 20143).

In addition, all hypotheses in this study were based on five research questions
regarding the in-store marketing stimuli and post-purchase evaluations of impulse
buying of mass color cosmetics that are available in self-selection stores in Bangkok.

The research questions and answers are as follows:

Resear ch Question 1: What arethein-store marketing stimuli deter mining the
impulse buying behavior of mass color cosmetics customers at self-selection

storesin Bangkok?

Several previous studies indicated that impulse buying was an interplay of internal
and external factors (Wansink, 1994; Youn and Faber, 2000; Cinjarecié, 2010; Kim,
2003). Nevertheless, this study included only in-store marketing stimuli, which are
parts of external factors, because they are under the authority of marketers who can
control customers' perception towards there factors (Beatty and Ferry, 1998). In
addition, around two-thirds of purchase decisions are made in the retail environment
(Solomon, 2001), and approximately seventy percent of unplanned purchases are
influenced by in-store stimuli (Duarte et al., 2013). Based on extensive review of
related literature in different context of study, the significant in-store marketing
stimuli included brand reputation, price promotion, acceptance of a credit card,
variety of products, prominent display, self-service, music, lighting, layout and
salespersons. These ten in-store marketing stimuli were also confirmed to have an
impact on impulse buying of mass color cosmetics in Bangkok in the exploratory

research findings.
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The hypothesis testing results revealed that music ((3 =.113, C.R. = 2.507, p<.05),
salesperson (13=.107, C.R. = 2.035, p<.05) and acceptance of acredit card ( [3 = .083,
C.R. =2.062, p<.05) significantly and respectively lead to impulse buying; while
price promotion (13=.111, C.R. =-2.842, p<.01) significantly reduced impulse buying
opportunities of mass color cosmetics at self-selection stores in Bangkok.
Nevertheless, other in-store marketing stimuli, including brand reputation, variety of
products, prominent display, self-service, lighting and layout, were found to have
insignificant impacts on the impul se buying of mass color cosmetics at self-selection
stores in Bangkok. Therefore, it can be assumed that enhancing music, service-
mindedness and the knowledge of salespersons, and the acceptance of credit card are
likely to induce impul se buying behavior, while a deep price promotion could reduce

such behavior at cosmetics self-selection stores.

Resear ch Question 2: How does impulse buying influence cognitive dissonance
and the level of satisfaction of mass color cosmetics customers at self-selection

storesin Bangkok?

Several previous studies indicated that under the context of impulse buying where the
purchase was spontaneous and |ess deliberative than a normal planned purchase, there
was a greater likelihood of cognitive dissonance, which further hindered customer
satisfaction (Rook and Fisher, 1995; Kang and Johnson, 2009; Kang, 2013).
Nevertheless, certain studies argued that most customers felt good and did not display
asignificant dissatisfaction (Gardner and Rook, 1988), and some even experienced a

sense of being rewarded after they made an impul se purchase (Hausman, 2000).

The hypothesis testing results revealed that impulse buying did not have a significant
influence on cognitive dissonance about the purchase decision and the products
themselves. On the other hand, the results indicated that impulse buying had a
positive influence on the level of satisfaction of mass color cosmetics customers 03 =
.100, C.R. = 3.488, p<.001). Their satisfaction level was also positively influenced by
good product performance (B = .675, C.R. = 18.643, p<.001). Hence, the results imply
that the more impulsive customers were when buying mass color cosmetics, the more
they were likely to be satisfied with the product. Nevertheless, impul se buying did not

have a direct impact on either aspect of cognitive dissonance, which aso implies that
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cognitive dissonance did not mediate the relationship between impul se buying and the

level of satisfaction for mass color cosmetics at self-selection stores in Bangkok.

Resear ch Question 3: How does cognitive dissonance influence the level of
satisfaction of mass color cosmetics customers at self-selection storesin
Bangkok?

Cognitive dissonance was proven to have a negative influence on the level of
satisfaction; that is, high cognitive dissonance motivated dissatisfaction and reduced
cognitive dissonance encouraged satisfaction (Cooper, 2007; Lake, 2009). Even
though the exploratory research results reveal ed there were two aspects of cognitive
dissonance, this study focused only on the influence of cognitive dissonance about the
product on the level of satisfaction because the level of satisfaction in this study
referred to the attitude towards the product results, not the purchasing activity.
Moreover, even though many participants were uncomfortable about their purchase
decision, most of them quickly soothed themselves about the irrational purchase
decision and were satisfied with the product performance. Moreover, the expectancy
disconfirmation model (Hoyer and Maclnnis, 1997; Kang, 2013) suggested the
influence of disconfirmation about the product performance on post-purchase

satisfaction.

The hypothesis testing result revealed that cognitive dissonance about mass color
cosmetics products also had a significant negative direct influence on the satisfaction
level 03 =-.106, C.R. =-3.534, p<.001) for mass color cosmetics at self-selection
stores in Bangkok. Therefore, it was concluded that the more the customers
questioned or were unsure about the product they purchased, the less they were
satisfied with the product.

Resear ch Question 4: How do post-pur chase infor mation, pur chase involvement,
attractive alter natives and product performance influence cognitive dissonance

for mass color cosmetics customers at self-selection storesin Bangkok?

Previous studies implied that the influential factors on cognitive dissonance were

related to three key attributes, which are product alternatives, product information and
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the significance of the decision (Ivy et al., 1978). In addition to the literature review,
the exploratory research findings also implied that when the product did not perform
well, the participants would likely feel uneasy as to whether they had made the right
decision and were unsure whether the product suited their skin condition. Hence,
product performance was also found to have an influence on cognitive dissonance. In
addition, the exploratory research findings also revealed that even though many
participants were satisfied with the product results, they could be uncomfortable about
their purchase decision. Therefore, it indicated that cognitive dissonance could be

divided into two aspects: the purchase decision and the product purchased.

The hypothesis testing results revealed that, in the context of mass color cosmetics at
self-selection stores in Bangkok, both aspects of cognitive dissonance could be
significantly aroused by post-purchase information (about the purchase decision: p =
.266, C.R. =7.039, p<.001; about the product: B =.191, C.R. = 5.195, p<.001) and
attractive aternatives (about the purchase decision: § =.256, C.R. =5.962, p<.001,;
about the product:  =.278, C.R. = 6.614, p<.001). On the other hand, both aspects of
cognitive dissonance could be significantly reduced by purchase involvement (about
the purchase decision: R =-.090, C.R. =-2.459, p<.05; about the product: (3 = -.138,
C.R. =-3.849, p<.001) and product performance (about the purchase decision: 8 = -
089, C.R. =-2.069, p<.05; about the product: B =-.143, C.R. =-3.409, p<.001).
Therefore, it can be concluded that the product information received after the
purchase and the attractiveness of forgone product alternatives significantly aroused
cognitive dissonance about the purchase decision and the products themselves. On the
other hand, purchase involvement and a favorable product performance significantly
reduced cognitive dissonance about the purchase decision and the products

themselves.

Resear ch Question 5: How doesthe level of satisfaction influence post-purchase
behavioral intentions (repur chase intention, cross-buying intention and wor d-of-
mouth intention) of mass color cosmetics customer s at self-selection storesin
Bangkok?

Satisfaction has widely and consistently been suggested to have a strong positive
impact on repurchase intention (Patterson et al., 1997; Mao and Oppewal, 2010,
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Cronin et al., 2000), cross-buying intention (Ngobo, 2004; Kumar et al., 2008; Hong
and Lee, 2012) and word-of-mouth intention (Bitner, 1990; Swan and Oliver, 1989;

Yi, 1990) across product categories and countries.

The hypothesis testing results revealed that level of satisfaction was proven to have a
significant positive influence on repurchase intention (f =.760, C.R. = 23.091,
p<.001), cross-buying intention (f = .662, C.R. = 17.788, p<.001) and word-of-mouth
intention (0 = .590, C.R. = 17.000, p<.001) for mass color cosmetics at self-selection
stores in Bangkok, respectively. Therefore, it was confirmed that the more customers
were satisfied with the products, the more likely they were to repurchase, cross-buy
and spread positive word-of-mouth about the product.

6.2 Discussion

The main purposes of this study were to identify the in-store marketing stimuli as well
as the post-purchase evaluations of impulse buying behavior for mass color cosmetics
at self-selection stores in Bangkok. The overall results of the study are discussed as

follows:

6.2.1 In-Store Marketing Stimuli and I mpulse Buying

This section discusses the results of the influence of ten in-store marketing stimuli on

impulse buying as follows:

» Brand Reputation and I mpulse Buying
The data analysis findings (H1a) revealed that brand reputation did not have an
impact on the impulse buying of mass color cosmetics. Such aresult contradicts
certain studies (Tinne, 2010; Duarte et al., 2013), which implied that a brand with a
good reputation would remind a customer of its product, and subsequently induce

them to make an impulse purchase in the buying environment.

The insignificant influence of brand reputation on impulse buying is supported by
Zhang and Wang (2010) who claimed that some studies viewed brand to have very
little impact on impulse buying. Thu and Gizaw (2014) also revealed that brand did

168



not have a significant impact on the impul se purchase of food products; while
Bessouh, Iznasni and Benhabit (2015) claimed that only three percent of the sample
admitted that brand influenced their impulse purchase decision. Reungsinpinya (2011)
claimed that only seven percent of the response considered brand in their purchase
decision of Korean cosmetics products in Thailand. Moreover, Desai (2014) indicated
in the study on consumer buying behavior of cosmetics productsin Indiathat only ten
percent of samples were influenced by brand because most of them (85 percent) were
more quality conscious. Similarly, Coulter, Feick and Price (2002) also suggested that
there were little or no difference in brand preference for low-end cosmetics, when

compared to high-end cosmetics.

* Price Promotion and Impulse Buying

The data analysis results (H1 b) indicated that price promotion negatively influenced
the impulse buying of mass color cosmetics at self-selection stores in Bangkok. Such
aresult contradicted many previous literatures, which widely indicated the positive
impact of price promotion on impulse buying behavior. Specifically, price was one of
the most influential factors on impulse buying (Stern, 1962; Parboteeah, 2005), and
price related promotions aroused product trial (Brandweek, 1994) and impulse buying
behavior (Piron, 1991; Dholakia, 2000) due to the reduction of perceived risk
(Ndubisi, 2005) and the value of saving money (Stern, 1962; Kim, 2014). That is,
price promotion lowered mental barriers against impulse buying (Hultén and
Vanyushyn, 2011), and subsequently convinced a customer to spend more than they
had originally planned (Sirhindi, 2011).

However, some studies indicated that some price promotion tools, such as coupons,
did not have a significant influence on product trial despite popular usage by retailers
(Gbadamosi, 2009; Ndubisi and Moi, 2006; Gilbert and Jackaria, 2002; Shi et al.,
2005). Yang et al. (2011) interestingly indicated that highly impulsive customers were
not significantly influenced by price promotions, but rather purchase on impulse when
they had sufficient money. In addition, Cho, Ching and Luong (2014) pointed out that
price promotion did not significantly lead to impulse buying in supermarkets in
Vietnam. Saleh (2012) similarly claimed that customers were less sensitive to sales
promotion, which did not have a significant influence on unplanned purchasing. Thu

and Gizaw (2014) aso revealed that customers might be price sensitive, but their
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purchase decisions were not always influenced by price-related factors. For instance,
in the food products industry, customers were increasingly concerned about food
safety over the price (Thu and Gizaw, 2014). Similarly, the study of Desai (2014)
finding that customers were more quality conscious towards cosmetics products that
85 percent of samples were influenced by the quality of cosmetics, but only three
percent were influenced by price. Singh (2015) agreed that price was perceived to be
the least important factor on impulse buying, when compared with product quality
and variety. Kapoor and Si's (2014) study on cosmetics choice also revealed that their

sample remained indifferent towards price promotion.

Furthermore, certain studies (Gbadamosi, 2009; Ong, 1999) revealed that customers
were skeptical about some price promotion tools as they were suspicious about the
incentives, such as bonus packs or buy-one-get-one-free as they perceived such extra
quantity was not based on true quantity, but rather on lesser amounts. Zeelanberg and
van Putten (2005) also explained that customers might interpret these promotions as
an indicator that these products might have been overpriced and may even consider
switching brand. The study of Drozdenko and Jensen (2005) even showed the
negative impact of price promotion where customers rather preferred small price
discounts to deep discounts due to their concerns about the product quality. The study
of Manzur, Olavarrieta, Hidalgo-Campos and Fariaz (2013) revealed that when
customers were exposed to two or more price promotion strategies, they reduced their
purchase intention because they were uncertain about the true price, which further
encouraged them to reduce their purchase intention in a specific store. Such a
significant negative influence of price promotion on impulse buying could be
explained by an inverted U-shaped consumer reaction to price discounts (Grewal,
Marmorstein and Sharma, 1996). That is, a customer would perceive an increase of
monetary value when a price discount moved from alow to amoderate level, but they

would perceive product uncertainty when the price discount was high (Kim, 2014).

» Acceptance of a Credit Card and Impulse Buying
The dataanalysis (Hlc) revealed that acceptance of a credit card significantly and
positively influenced impulse buying. That is, the cosmetics self-selection stores that
accept payment by credit card could encourage a customer to purchase on impulse.

Several previous studies also indicated the positive impact of credit card on impulse
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buying behavior (O’Guinn and Faber, 1989; d’Atous, 1990; Magee, 1994; Roberts
and Martines, 1997; Roberts and Jones, 2001; Park and Burns, 2005; Phau and Woo,
2008). Saleh (2012) suggested that credit cards allowed customers to become free of
payment limits, or at least heightened the ceiling of expenditure to the limits that the
credit cards allowed; consequently, they enabled customers to spend more than they
originally planned, or even more than their financial capability. In addition, since a
credit card eliminates the instant need for money to buy a product, it subsequently
encourages impulsivity (Karbasivar and Yarahmandi, 2011) and encourages a
customer to overspend (Schor, 1998). In short, a credit card motivates a customer to
be less sensitive to product price (Tokunga, 1993). Furthermore, itsincentive for extra
shopping could encourage a customer to do more frequent shopping, which might

result in increased impul se buying opportunities (Muruganantham and Bhakat, 2013).

» Variety of Productsand | mpulse Buying
The data analysis results (H1d) indicated that the variety of products did not have a
significant influence on impulse buying behavior. Thisinsignificant impact
contradicted certain studies (Stern, 1962; Dawson and Kim, 2010), which implied that
agreat variety of products provided afavorable purchasing environment for a
customer to make an impulse purchase because they did not have to plan their

purchase in advance as a wide range of products were already available.

The insignificant impact of variety of products on impulse buying could be justified
by several previous studies. The study on the influential factor on impulse buying in
various product categories, including cosmetics, clothes, shoes and toys, by Bessouh,
Iznasni and Benhabit (2015) claimed that only about five percent of the sample
admitted that a wide range of products influenced their impulse purchase decision.
Moreover, Koski (2004) suggested that a great variety of products might encourage
comparison shopping, which in turn discourages impul se buying. In addition,
previous studies suggested the influence of cultural factors on the variety of products.
They claimed that a great variety of productsis significantly more preferablein
individualistic cultures than in collectivist cultures, in which choice opportunities
were less stimulated (Iyengar and Lepper, 2003; Kim and Drolet, 2003; Ahmed,
Uddin and Ahshanullah, 2009). Therefore, awide range of color cosmetics might not

play asignificant rolein the collectivist culture of Thailand.
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e Prominent Display and Impulse Buying

Previous studies found that an eye-catching display enabled a customer to notice a
product (Desmet and Renaudin, 1998), recall the need for a product (Duarte et al .,
2013), and subsequently increased their tendency to purchase an item being displayed
on impulse (Rook, 1987; Jones et al.,2003; Huhen, 2012). Nevertheless, the data
analysisresults (H1 e) indicated that a prominent display did not influence impulse
buying. Therefore, it impliesthat an attractive or outstanding display of mass color
cosmetics does not convince a customer to make an impulse purchase at cosmetics
self-selection stores.

The insignificant influence of a prominent display on impulse buying could be
justified as there are countless prominent displays of several products that a customer
is repeatedly exposed to in the current competitive marketing condition, so they
become immune to such prominent displays (Sirhindi, 2010). Such an insignificant
influence of prominent display on impulse buying behavior was also evidenced in

other context, such as apparel stores (Mehta and Chugan, 2013).

o Sdf-Serviceand Impulse Buying
Even though previous literature claimed that self-service was more likely to
encourage impulse buying than sal esperson-services because a customer did not have
to rely on a salesperson for their shopping experience (Sirhindi, 2010), the data
analysis results (H1f) revealed that self-service did not influence the impulse buying

of mass color cosmetics at self-selection storesin Bangkok.

Regarding the insignificant influence of self-service on impulse buying, even though
the influence of self-service has been noted by previous studies due to the freedom it
creates in making the purchase decision (Sirhindi, 2010), this freedom may also allow
acustomer to take their time and carefully make a purchase decision. Subsequently, a
customer may reconsider or postpone their purchase once they realize that their
purchase decision is emotionally aroused by some certain stimuli, rather than a
rational purchase decision. Moreover, a self-service system may possess certain
drawbacks as there is no salesperson to actively suggest incremental cross/up-sell

items to increase the value of the current purchase transaction (Lee et al., 2001;
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Hodge, 2004). Therefore, the impul se buying opportunity could be reduced. Joseph
(2010) further claimed that self-service failed to influence impulse buying behavior in
hypermarket in Bangkok because with the increased shopping experiencein
hypermarkets, customers had already got used to selecting products by themselves
without the intervention of store staff. Hence, self-service might not noticeably

influence impul se buying behavior.

e Music and Impulse Buying
The data analysis results (H1 g) indicated that music significantly and positively
influenced impulse buying. Therefore, it could be confirmed that where more
favorable music is played in cosmetics self-selection stores, the greater the likelihood

is of the impulse buying of mass color cosmetics.

Music is an essential ambient factor of the store atmosphere (Bitner, 1992) and has
been proven to enhance customers' positive affective states (Garlin and Owen, 2006;
Brunner, 1990) and shape their behavior in the retailing environment (Milliman,
1982; 1986; Yalch and Spangenberg, 1990). Previous studies indicated that customers
with positive emotional states were more likely to reduce the purchase decision time
and complexity (Isen, 1984) and tend to overspend in the shopping environment
(Donovan and Rossiter, 1982). That is, pleasant music increased customers pleasure
and satisfaction levels towards the shopping experience (Morrison et al., 2011);
subsequently, it encouraged them to spend extra time and money than they had
originally planned (Milliman, 1982; 1986). Hence, it was likely that some of their
extra spending money would result in unplanned (Turley and Milliman, 2000) and
even impulse purchase (Mattila and Wirtz, 2001; Mohan et al., 2013). Therefore,
music has been proven to be a crucial trigger that encourages customers to make a
purchase on impulse (Eroglu and Machleit, 1993; Mattile and Wirtz, 2001; Mohan et
al., 2013).

» Lighting and Impulse Buying
Previous literature found that appropriate lighting generates a favorable ambience and
enhances a customer's shopping experience, and thus motivates them to purchase a
product on impulse (Eroglu and Machleit, 1993; Mohan et al., 2013). Nevertheless,
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the data analysis results (H1 h) revealed that cosmetics self-selection store lighting
systems did not have a significant impact on the impulse buying of mass color
cosmetics. Even though lighting creates a favorabl e store environment that further
facilitates their purchase decision, its effect might be too subtle to have a strong
influence on the impulse buying of mass color cosmetics products at self-selection
storesin Bangkok. In addition, the study by Deepika and Neeraj a (2012) revealed that
the lighting in retail stores did not influence consumer shopping behavior. Similarly,
the study of Bessouh, Iznasni and Benhabib (2015) claimed that |ess than three
percent of the sample suggested that lighting products influenced their impulse

purchase decision of cosmetics, clothes, shoes and toys.

e Layout and Impulse Buying
Previous studies claimed that a proper layout enabled a customer to easily find a
product (Bitner, 1992; Spies et al., 1997), and subsequently facilitated their purchase
decision (Mohan et al., 2013). Nevertheless, the data analysis results (H1i) revealed
that the self-selection store layout did not have an impact on the impul se buying of
mass color cosmetics. The layout of these cosmetics self-selection stores did not have
a strong influence on impulse buying probably because it might be too common and
not as unique as that of the cosmetics counters in department stores. The insignificant
influence of layout on impul se buying was also evidenced in supermarkets (Nishanov
and Ahunjonov, 2016). In addition, Cho, Ching and Luong (2014) pointed out that in-
store layout did not significantly lead to impulse buying in supermarketsin Vietnam.
Kim (2003) also indicated that layout, which refers to the arrangement of the product
according to the floor plan or zone, did not have a significant impact on impulse
buying in apparel stores because customers were not aware of the layout as aform of
information aid. Moreover, the study of Bessouh, Iznasni and Benhabit (2015)
claimed that only two percent of the sample suggested that ease of finding products

influenced their impul se purchase decision.

» Salesperson and Impulse Buying
The data analysis results (H1j) revealed that the salesperson significantly and

positively influenced impulse buying. Hence, it can be confirmed that the more
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service-minded and knowledgeable a salesperson is, the more likely a customer isto

make an impulse buying of mass color cosmetics at self-selection storesin Bangkok.

Previous studies also indicated that the social interaction between a customer and a
salesperson is one of the most influential factors of the store environment, and has a
direct influence on impulse buying (Manila and Wirtz, 2008; Muruganantha and
Bhakat, 2013). That is, customers are reassured of their purchase decision and the
product quality (Hu and Jasper, 2006) when a salesperson is likable and trustworthy
(Chang et al., 2014b). Moreover, a salesperson who is friendly and pay attention to
customers can successfully convince a customer to purchase on impulse (Tinne,
2011). Hoch and Loewenstein (1991) also explained that a sal esperson assists
customers to explore the store and the products, creates an emotional attraction to a
product, and subsequently convinces them to accept sudden and impulsive buying
ideas during their shopping experience. Certain studies revealed that less impulse
purchases were made online due to the absence of a salesperson to persuade a
customer's purchase decision because their presence, behavior as well as selling
techniques can convince a customer's buying behavior (Ahuja, 2015). In addition,
other studies also found that a salesperson can influence customers to purchase more
products (Park and Lennon, 2006), and subsequently make an impulse purchase (Han
et al., 1991).

6.2.2 Impulse Buying, Cognitive Dissonance (Pur chase and Product) and L evel
of Satisfaction

This section discusses the results of the influence of impulse buying on two aspects of

cognitive dissonance and the level of satisfaction for mass color cosmetics as follows:

e Impulse Buying and Level of Satisfaction
The dataanalysis result (H2) in this study indicated that impul se buying significantly
and positively influenced the level of satisfaction. This suggests that the more the
purchase of mass color cosmetics isimpulsive, the more a customer is satisfied with

the products.
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In the context of impulse buying where the purchase lacks proper planning and
consideration (Rook and Fisher, 1995), even though customers may feel regret about
their monetary expenditure, some did not exhibit significant dissatisfaction (Gardner
and Rook, 1988). Several studies across categories and countries reveal ed that
customers remained satisfied with their impulsive purchase decision (Dittmar and
Drury, 2000; Chen, 2002; Kang, 2013) and some even experienced a sense of being
rewarded (Hausman, 2000). In addition, Rook's (1987) study indicated that only
small number of subjects felt bad about their impulse buying, while alarge number of
them revealed that they felt good about it.

« Impulse Buying and Cognitive Dissonance (Purchase and Product)
The data analysis in this study indicated that the impulse buying of mass color
cosmetics did not lead to cognitive dissonance about both the purchasing decision
(H3a) or the cosmetics product themselves (H3b) at self-selection stores. Such results
could be explained by the study of George and Yaoyuneyong (2010), which revealed
that impulsive buyers could be more risk tolerant and would subsequently take
cognitive dissonance more lightly. That is, they already anticipated certain surprises,
so they then fended off the post-purchase cognitive dissonance (George and
Yaoyuneyong, 2010). Moreover, these impulsive buyers were more self-attributed in
the event of cognitive dissonance (Miller and Ross, 1975). Therefore, when they
perceived that their lesser deliberation on the purchase decision accounted for afailed

purchase, the degree of cognitive dissonance would be low (Stone and Cooper, 2003).

In addition, since there are four main types of impulse buying: pure, reminder,
suggestion and planned impulse buying (Stern, 1962), it might be assumed that most
respondents did not indulge in pure impulse buying, which is an emotional escape
purchase to provide immediate gratification. However, they rather made a reminder or
planned impul se purchase where they aready had previous knowledge/experience of
the product, or a suggestion impulse buying where the purchase was rational or
functional. Hence, it is possible that cognitive dissonance was less likely to be
experienced. This certain assumption was also supported by Mowen and Minor
(1998), who claimed that impulse buying was not always irrational; while Kang
(2013) agreed that impulse buying with thorough evaluations did not lead to cognitive

dissonance on the product performance.
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6.2.3 Impulse Buying, Cognitive Dissonance (Product) and L evel of Satisfaction

e Cognitive Dissonance (Product) and L evel of Satisfaction
The data analysis result (H4) indicated that cognitive dissonance about products
(CDPRO) significantly and negatively influenced the satisfaction level about mass
color cosmetics products available at self-selection stores. The finding is consistent
with many previous studies. In the context of impulse buying, there is a greater
opportunity for the occurrence of cognitive dissonance that may further hinder
customer satisfaction (Rook and Fisher, 1995; Kang and Johnson, 2009; Kang, 2013).
Mao and Oppewal (2010) explained that when cognitive dissonance is experienced,
the changes in affect could further influence customer satisfaction; that is, if cognitive
dissonance decreases (increases), customer satisfaction increases (decreases).
Similarly, Sweeney et al. (2000) claimed that customers with a high cognitive
dissonance level would be unable to perceive satisfaction because they had difficulty
in evaluating the product quality and felt less satisfaction. Kang (2013), based on the
expectancy disconfirmation model, also suggested an inverse relationship between

cognitive dissonance about the product and post-purchase satisfaction.

6.2.4 Post-pur chase | nfor mation, Purchase I nvolvement, Attractive Alternatives

and Product Perfor mance and Cognitive Dissonance

This section discusses the results of the influential factors of two aspects of cognitive

dissonance for mass color cosmetics as follows:

» Post-Purchase I nformation and Cognitive Dissonance (Purchase and
Product)

The data analysis results reveal ed that post-purchase information significantly and

positively influenced cognitive dissonance about the purchase decision (H5a) and

mass color cosmetics (H5b) at self-selection stores.
Under the circumstances where customers suffer from psychological discomfort, they

will try to take amental recovery action to achieve internal consistency between their

opinions (Mitchell and Boustani, 1994; George and Edward, 2009). These dissonant
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customers may either actively avoid any choice-inconsistent information that will
increase the dissonance (Festinger, 1957), or search for choice-supportive information
to downplay the cognitive dissonance (George and Edward, 2009). That is, post-
purchase information that reassures customers about their purchase decision would

reduce cognitive dissonance.

However, Oshikawa (1969) claimed that reinforcing messages may not play an
equally strong role in reassuring a customer. That is, a post-purchase advertisement
may significantly reinforce a customer who purchases an expensive specialty product
and experiences strong dissonance when compared to those who purchase low-
involvement or frequently purchased products where the dissonance is not significant.
In addition, Engel (1963) suggested that an advertising message to a customer who is

not dissonant may not play a significant role and may even appear to be unwarranted.

Interestingly, Donnelly and Tvancevich (1970) claimed that despite the assumption
proposed by many previous studies (Bell, 1967; Ehrlich, Guttman, Schonback and
Mills, 1957) that dissonant customers would seek post-purchase choice-supportive
information, these studies did not actually examine whether these customers were
dissonant, but rather assumed that they were all dissonant and tried to reduce such
dissonance. Donnelly and Ivancevich (1970) further argued that such an assumption
was highly unlikely because there was a possibility that some customers did not suffer

from psychological discomfort about their purchase.

Specifically, the research results of this study revealed that the respondents did not
experience cognitive dissonance about their purchase decision (mean = 1.76, denoting
disagree) or about the product (mean = 1.68, denoting disagree), and that both aspects
of cognitive dissonance were positively influenced by post-purchase information may
not be surprising. The positive influence of post-purchase information on cognitive
dissonance was also supported by certain previous studies. Hunt's (1970) study
indicated that a customer who received post-purchase information experienced more
cognitive dissonance, had less favorabl e attitudes towards the store, and less
repurchase intention. That is, the post-purchase information did not only appear to be
ineffective, but worsened the situation. Hunt (1970) also supported such a scenario by

stating that these customers might suspect an ulterior motive in post-purchase
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information. Moreover, the study of Aggarwal, Kim and Cha (2013) suggested that
Easterners were less motivated to reduce their cognitive dissonance when they were

exposed to choice-inconsistent information.

e Purchase Involvement and Cognitive Dissonance (Purchase and Product)
Even though several academicians (Festinger, 1957; Hunt, 1970; Ivy et al., 1978;
Korgaonkar and Moschis, 1982) indicated that when customers made an important,
relevant or personally involved purchase decision, they would likely be dissonant.
That is, purchase involvement would positively influence cognitive dissonance.
However, the results revealed that purchase involvement significantly and negatively
influenced cognitive dissonance about the purchase decision (Hé6a) and mass color

cosmetics products (H6b).

Certain previous studies supported the idea that customers with high involvement in
their purchase decision were more likely to be more stable with their pre-purchase
cognitions (Mittal, 1989), which they believed to be based on extensive information
search and analysis (Smith and Bristor, 2006) and rather hold on to their pre-purchase
cognition, even if it is perceived to be risky by other people (George and
Yaoyuneyong, 2010). Similarly, Saleem, Ali and Ahmad (2012) also suggested that
high purchase involvement led to high control over the post-purchase conflicting
cognitions. Dholakia (2001) further claimed that higher perception of risk encouraged
customers to become highly involved with their purchase, which in turn led to lower
perceptions of risk in the post-purchase stage. This continued lower perception of risk
in the post-purchase scenario indicates alower degree of cognitive dissonance
(Dholakia, 2001).

In addition, George and Edward (2009) explained that the degree of cognitive
dissonance experienced by highly involved customers was less than that experienced
by low involved customers. They also claimed that, based on attribution theory by
Heider (1958), higher purchase involvement led to higher self-attribution to the
perception of product failure and subsequently justified their decision with biased

information to overcome the cognitive dissonance.
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* Attractive Alternatives and Cognitive Dissonance (Purchase and Product)
The data analysis result revealed that attractive alternatives significantly and
positively influenced cognitive dissonance about the purchase decision (H7a) and the
product (H7b). Thisimplies that the more attractive the forgone alternatives are, the
more a customer experiences cognitive dissonance about their purchase decision and

the performance of mass color cosmetics.

Many previous studies indicated certain attributes of alternatives could have an
impact on the degree of cognitive dissonance, such as the desirability of rejected
aternatives, the number of alternatives (Holloway, 1967), the similarity of
alternatives, the degree of the alternatives functional overlap (lvy et al., 1978), and
the attractiveness of the forgone alternatives (Festinger, 1958). For instance, a
customer who voluntarily chooses a product from alternatives would normally
experience post-purchase dissonance when they encountered doubt as to whether they
had made the right choice (Festinger, 1957). When customers make a sel ection among
product alternatives, they generally consider the outcomes of each alternative, both
negative feelings, such as regret and disappointment, or positive feelings, such as
rejoicing and elation (Sevdalis, Kokkinaki and Harvey, 2008). When such comparison
favors the chosen alternative over the forgone ones, they will experience rejoicing
(Landman, 1993; Zeelanberg et al., 1998). On the other hand, when they are reminded
of the positive aspects of the rejected alternatives and the negative aspects of the
purchased ones, and they will experience mental unsettledness; subsequently, they
suspect their own wisdom in the purchase decision (Kassarjian and Cohen, 1965).
Similarly, Inman et al. (1997) further claimed that when a customer was aware of an
advantage of forgone alternatives, even when the chosen one performed well, they

would inevitably feel dissonance.

» Product Performance and Cognitive Dissonance (Purchase and Product)
The data analysis result revealed that product performance significantly and
negatively influenced cognitive dissonance about the purchase decision (H8a) and the
product (H8b). That is, the better the mass color cosmetics products perform, the
lower is the degree of cognitive dissonance about the purchase decision and the

product.

180



The negative influence of product performance on cognitive dissonance is consistent
with previous studies. Reisinger (2009) claimed that when product performance does
not match a customer's expectation, they will likely experience cognitive dissonance;
while Akers (n.d.) claimed that frustration about product performance may arouse
cognitive dissonance. Therefore, it could be concluded that product performance
could be an antecedent of cognitive dissonance, as suggested by the disconfirmation
paradigm (Hoyer and Maclnnis, 1997), which indicates the direct negative impact of

perceived product performacc on disconfirmation.

6.2.5 Product Performance and Level of Satisfaction

The data analysis results revealed that the product performance of mass color
cosmetics significantly and positively influenced the level of satisfaction (H9). Much
previous literature supported such results. The positive influence of product
performance on customer satisfaction is consistent with rational expectation theory
(Y1i, 1990). The strong and direct positive influence of product performance on the
level of satisfaction has been well documented in various product categories (Yi,
1990; Mugge et al., 2010; Shukla, 2004), such as banks, pest control, dry cleaning,
fastfood (Cronin and Taylor, 1992), gas companies, property insurance (Fornell,
1992), durable and high-involvement products (Churchill and Suprenant, 1982; Tse
and Wilton, 1988; Patterson, 1993; Shaffer and Sherrell, 1997). Moreover, under the
specific context of cosmetics, |banez, Hartmann, Diehl and Terlutter (2011)
confirmed that both utilitarian and hedonic product performance significantly

influenced customer satisfaction.

6.2.6 L evel of Satisfaction and Post-Pur chase Behavioral | ntentions

This section discusses the results of the influence of the level of satisfaction on post-

purchase behavioral intentions for mass color cosmetics as follows:

» Leve of Satisfaction and Repurchase | ntention
The data analysis results indicated that the level of satisfaction significantly and
positively influenced repurchase intention (H10a). Previous studies have widely
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recognized the direct positive influence of customer satisfaction on repurchase
intention (Patterson et al., 1997; Durvasula, Lysonski, Mehta and Tong, 2004; Mao
and Oppewal, 2010; Anderson and Sullivan, 1993; Cronin et al., 2000). That is, a
customer evaluates their purchase intention based on their previous experience (Olaru
et al., 2008). If a customer is satisfied with a product or service, they are likely to
exhibit their loyalty and display certain positive post-purchase behaviors, such as
repurchase (Kotler, 1999; Lin, 2009).

Moreover, Abdeldayem and Khanfar (2007) also indicated that customer satisfaction
reduced a customer’s learning and emotional costs, which further eliminated the
perceived product uncertainty (Abdeldayem and Khantar, 2007) and facilitated the
repurchase decision process (L eong and Dunnett, 2007). Several previous studies also
indicated the strong influence of customer satisfaction and repeat purchase on a
company's performance by providing a competitive advantage (Edvarsson et al .,
2000; Lam et al., 2004; Reichheld et a., 2000; Zineldin, 2006), such as profitability,
reduction of marketing and operating costs, immunity to competitors promotion
strategies (Reichhel and Teal, 1996), higher repeat sales and retained market share
(Abdeldayem and Khanfar, 2007).

» Levd of Satisfaction and Cross-Buying I ntention

Cross-buying is acrucial driver of customer lifetime value (Venkatesan and Kumar,
2004), which could predict higher revenue, higher share of wallet, and higher
customer value (Kumar et al., 2008). The results indicated that the level of
satisfaction significantly and positively influenced cross-buying intention (H10b).
Previous literatures also supported this result. Customer satisfaction is a powerful
antecedent of customer loyalty; hence, a company's ability to create customer
satisfaction would yield them with an advantage in influencing a customer's future
choice of purchase (Boyd, 1996). In addition to the indicator of relationship
continuation or length (repurchase), customer satisfaction was also found to have a
strong impact on the relationship development or breadth (cross buying). That is,
customer satisfaction was found to be a direct positive motivation for a customer to
purchase additional products from the same brand (Ngobo, 2004; Kumar et al., 2008;
Hong and Lee, 2012) because a customer had to be satisfied with the current product
in order to consider an additional item (Soureli et al., 2008).
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» Leve of Satisfaction and Word-of-Mouth I ntention

The data analysis results showed that the level of satisfaction significantly and
positively influenced word-of-mouth intention (H10c). Previous literature also
indicated the dominant influence of customer satisfaction on word-of-mouth (Y1,
1990; Bitner, 1990; Bloch, 1986; Engel et al., 1969; Reichheld and Sasser, 1990).
That is, a customer with ahigh level of satisfaction is more willing to communicate
positive word-of-mouth about a product or acompany (Bitner, 1990; Swan and
Oliver, 1989; Yi, 1990; Sarangapani and Mamatha, 2009; Nadeem, 2007; Kuo, Hu
and Y ang, 2013). On the other hand, negative word-of-mouth is likely to occur in the
dissatisfying product experience, especially when the product failure is severe or the
attributions for the failure are external (Richins, 1983; Szymanski and Henard, 2001).
Therefore, it can be concluded that word-of-mouth intention becomes more positive
as customer satisfaction increases, and become more negative as customer satisfaction
decreases (Holmes and Lett, 1977; Schelesinger and Heskett, 1991). It isalso
important to note that word-of-mouth is perceived to be more reliable and trustworthy
than messages from marketers (Bansals and Voyer, 2000; Carl, 2006 in Kuo, Hu and
Y ang, 2013).

6.3 Implications

The present study contributes several significant benefits to both marketing
academicians and practitioners in the mass color cosmetics industry as well as other
related industries. The pragmatic benefits of understanding the impulse buying

behavior are presented below.

6.3.1 Theoretical Implications

The main purpose of this study isto comprehend the impact of in-store marketing
stimuli and post-purchase evaluations for the impulse buying of mass color cosmetics
products at self-selection stores in Bangkok. The results of this study provide

theoretical implications as follows.

This study theoretically contributes to existing literature on impulse buying by

providing a comprehensive model of impulse buying behavior with the integration of
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its antecedents and consequences. Based on the impulse buying process model (Kim,
2003), impulse buying behavior does not finish once the purchase decision is made,
but rather continues until the post-purchase evaluation stage. Unfortunately, most
previous impulse buying related studies primarily focused on its antecedents, and only
afew addressed its consequences. However, this study provides a more complete
theoretical understanding of impul se buying mechanisms by revealing how in-store
marketing stimuli encourage such impulsivity, and how impulse buying create
customer satisfaction, which further predicts positive post-purchase behavioral

intentions.

In addition, this study theoretically confirms the classification of impulse buying
proposed by Stern (1962), and suggests that customers do not always perform a pure
impulse buying, which is an emotionally-motivated escape purchase, but they can
make a reminder or planned impulse buying where they already have product
experience and knowledge, or a suggestion impulse buying where the purchase is
rather rational and functional-motivated. This contribution further extends the
knowledge on the characteristics of impulse buying behavior, which are not always
irrational (Mowen and Minor, 1998), and do not always lead to post-purchase
cognitive dissonance (Kang, 2013). That is, the data analysis reveals that customers
can be satisfied with mass color cosmetics they purchase on impulse. Therefore, this
study suggests that the impulse buying — cognitive dissonance model proposed by
George and Yaoyuneyong (2010) may not be generalized into the specific context of

mass color cosmetics.

This study also extends the existing theories related to cognitive dissonance by
dividing it into two key aspects: cognitive dissonance about the purchase decision and
cognitive dissonance about the products. That is, the exploratory research findings
imply that even though many participants are satisfied with the product results, they
are uncomfortable about their purchase decision due to unplanned and irrational
financial expenditure. Therefore, it suggests that cognitive dissonance can occur on

these two particular occasions.

Moreover, this study confirms the influence of three main antecedents of cognitive

dissonance as suggested by many previous studies (lvy et al., 1978; Festinger, 1958;
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Mao and Oppewal, 2010), including post-purchase information, purchase
involvement, and attractive alternatives. Furthermore, this study additionally suggests
the negative influence of product performance on cognitive dissonance. That is, when
the product did not perform well, mass color cosmetics customers would likely feel
uneasy as to whether they had made the right decision and were unsure whether the
product suited their skin condition.

Furthermore, this study provides atheoretical contribution from the application of the
disconfirmation paradigm proposed by Hoyer and Maclnnis (1997) in the mass color
cosmetics context. That is, several hypothesized rel ationships are supported by this
model, including the aforementioned negative direct influence of product
performance on cognitive dissonance, the positive direct/indirect impact of product
performance on the level of satisfaction, aswell as the negative direct impact of
cognitive dissonance on the level of satisfaction. Moreover, this study also confirms
the application of rational expectation theory (Yi, 1990) on the well-documented
positive influence of product performance on customer satisfaction. Therefore, this
study also extends the universality of this relationship in the specific context of mass

color cosmetics.

In addition, this study confirms the utlization of attribution theory (Heider, 1958) in
explaining the negative influence of purchase involvement on cognitive dissonance in
the mass color cosmetics context. That is, customers with high purchase involvement
are likely to be stable in their pre-purchase cognitions (Mittal, 1989), have high
control over the post-purchase conflicting cognitions (Saleem et al., 2012), and lower
the perception of post-purchase risk, and subsequently experience alower degree of
cognitive dissonance (Dholoakia, 2001). That is, they assign internal attribution to the
perception of product failure. A customer with high purchase involvement then
justifies sucha perception with biased cognitions to lower the cognitive dissonance
(George and Edward, 2009).

This study also suggests that the behavior of seeking choice-supportive information to
reduce the degree of cognitive dissonance (George and Edward, 2009; Engel, 1963;
Mao and Oppewal, 2010) may not be generalized to the context of mass color

cosmetics because this study revealed that post-purchase information positively
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influences both aspects of cognitive dissonance. Such results are supported by many
studies that customers are still interested in unfavorable information after the purchase
decision (Mill et a., 1959; Rosen, 1961; Adam, 1961; Straits, 1964). The study by
Hunt (1970) even revealed that customers experience more cognitive dissonance

when they receive post-purchase information.

Furthermore, this study also confirms the universality of the well-known strong
influence of customer satisfaction on positive post-purchase behavioral intentions:
repurchase intention (Mao and Oppewal, 2010; Patterson et al., 1997; Anderson and
Sullivan, 1993; Cronin et al., 2000), cross-buying intention (Ngobo, 2004; Kumar et
al., 2008; Hong and Lee, 2012; Soureli et al., 2008) and word-of-mouth intention
(Mao and Oppewal, 2010; Bitner, 1990; Swan and Oliver, 1989; Yi, 1990; Nadeem,
2007; Kuo €t al., 2013), for mass color cosmetics as suggested by many studies across

product categories and countries.

Lastly, there have been several studies on impulse buying but most of them did not
precisely measure the actual impulse buying behavior due to its inherent difficulty
(Watkins, 1984; Wellset al., 2011). Many measured "urge to buy impulsively" or
"impulse buying tendency" to represent impul se buying (Besatty and Ferrell, 1998;
Wellset al., 2011; Kim, 2003) rather than utilizing the actual impulse buying
behavior itself. However, this study utilized a scale of impulse buying behavior by
measuring customers unplanned or spontaneous purchasing experience after being
exposed to in-store marketing stimuli in order to better reflect the mechanism of

actual impulse buying behavior.

6.3.2 Practical Implications

This study provides several practical implications for mass color cosmetics marketers.
Since impulse buying is a crucial source of revenue and profitability across wide
range of product categories and price levels (Bellenger et al., 1978; Cobb and Hoyer,
1986; Rook, 1987; Rook and Fisher, 19995; Hausman, 2000) and is stimulus driven
(Rook and Fisher, 1995), it is essential for mass color cosmetics marketers to pay
attention to in-store marketing stimuli, for which they have full authority to arrange

these factors in the right way to encourage positive customers response (Beatty and
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Ferry, 1998). Regarding the results of the in-store marketing stimuli of impulse
buying, this study reveals the relative importance of these factors and implies that
music, salesperson and acceptance of a credit card, respectively encourage impulse
buying of mass color cosmetics. Therefore, such results indicate the references for the
prioritization of resource allocation and marketing strategies to encourage impulse

buying opportunities in retailing environments.

Firstly, mass color cosmetics marketers are suggested to create catchy advertising
jingles, which may be sung by a brand ambassador, to remind a customer of a brand
or a product whenever they hear it. Moreover, chill-out and pleasant music should be
played to make the shopping experience relaxing and enjoyable so that it can enhance
customers positive emotional states (Garlin and Owen, 2006; Brunner, 1990), which
can reduce the purchase decision complexity (Isen, 1984), and subsequently urge

them to spend extra time and money in the store (Milliman, 1982; 1986).

Secondly, a mass color cosmetics company should invest in sales training programs to
educate salespersons about the product's characteristics and special qualifications, to
shape their personality and attitudes, and to introduce them to the tools and techniques
to sell in away that customers can trust and create customers emotional and rational
attractions to a product, and subsequently persuade customers to make impulse

purchases without being pressured or rushed.

Thirdly, since a credit card eliminates the instant need for cash to buy a product, it can
encourage a customer to overspend (Schor, 1998). Therefore, it isinteresting for a
company to apply promotion strategies in co-promotions with certain credit card
companies, such as zero percent interest, point redemption, etc., to encourage them to

make an impul se purchase.

Fourthly, it is crucial for a company to be cautious about the utilization of price
promotion. It is suggested that a company should keep their price promotion offerings
to amoderate level so that a customer would perceive the monetary value of the
promotion, and will be encouraged to make an impulse purchase. Moreover, the type,

timing and sequence of price promotional strategies should be carefully planned so
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that the increased sal es revenue brought by price promotion is not overridden by a

subsequent sales drop and customers' perceived uncertainty.

Interestingly, it isimportant that marketers do not overlook other in-store marketing
stimuli. Even though the results indicate their insignificant impact in encouraging
impulse buying behavior for mass color cosmetics, impulse buying is stimulus-driven
and highly aroused by positive emotional states. Therefore, marketers are encouraged
to constantly work on creating a pleasant and stimulating shopping environment by
offering highly credible and quality mass color cosmetics, a substantial variety of
products, prominent product display, just-right self-service, appropriate lighting,

proper store layout and product arrangement.

Since the data analysis results suggest the negative impact of cognitive dissonance on
the level of satisfaction, it isthus crucial for mass color cosmetics marketers to
actively intervene in the dissonance reduction process. The results reveals that
reduced cognitive dissonance is significantly influenced by less post-purchase
information, high purchase involvement, unfavorable perceptions of forgone
alternatives, and good product performance. Hence, to achieve the reduction in
cognitive dissonance, mass color cosmetics marketers are recommended to pursue the

following marketing activities.

The positive influence of post-purchase information on cognitive dissonance implies
that mass color cosmetics marketers should be cautious before launching any
communication programs designed to reduce the level of cognitive dissonance. That
is, the program may not only be ineffective in soothing the dissonant customers, but
can aso worsen their psychological discomfort about their purchase decision and the
product performance. Furthermore, in the current competitive marketing environment,
customers have to utilize the available limited resources to make the most appropriate
decision from numerous alternative brands. Hence, it is crucial for marketers to
conduct an extensive pretest of any communication programs to ensure that these
activities can actually convince customers that they have already made the highest
possible satisfactory product-choice decision so that they will continue their positive
attitudes towards their product choices even though they may hear of some

advantages of the forgone alternatives.
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The results also reveal that customers with high purchase involvement would
experience alesser degree of cognitive dissonance. Hence, it is advisable for mass
color cosmetics marketers to embark on customer care programs by actively
providing customers, especially highly-involved customers, with both functional and
emotional product support. Since they are highly involved with their purchase
decision, they are highly informed about the products and the purchase decision is
important to them. Therefore, it isimportant that customer service personnels are
highly educated about the product and are well-trained to effectively provide
customers with functional and emotional product support. Lastly, the data analysis
results imply that good product performance reduces the level of cognitive
dissonance, even after they make an impulse purchase of mass color cosmetics at self-
selection stores in Bangkok. Therefore, it is necessary for a company to continuously
enhance the functional product quality through the product's research and
development, as well as the emotional product performance by identifying and

providing emotional product support to the customers.

Lastly, achieving customer satisfaction isindeed one of the ultimate goals of any
company across various industries. In addition to reducing cognitive dissonance as
previously mentioned, good product performance is also found to have both direct and
indirect influence on customer satisfaction. Therefore, a company is highly
recommended to continuously improve product quality as mentioned earlier.
Moreover, the results suggest that a high level of satisfaction predicts positive post-
purchase behaviors, including repurchase, positive word-of-mouth and cross-buying.
Such behaviors tend to provide a mass color cosmetics company with substantial
competitive advantages, such as preventing customer brand switching, being immune
to competitors promotional strategies, reducing operating and marketing costs, and

enhancing profitability.

6.4 Limitations

Among ten proposed in-store marketing stimuli, the data analysis results revealed that
only three of them, which were music, salesperson and acceptance of a credit card,

significantly motivated the impulse buying of mass color cosmetics at self-selection
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stores in Bangkok. Moreover, the squared multiple correlation (r°) of the impulse
buying was only .084, which indicated that 8.4% of the impulse buying's variance can
be explained by these in-store marketing stimuli. Hence it implies the weak quality of
these stimuli in predicting impulse buying behavior. Therefore, other types of stimuli,
including personal, situational, economic and cultural factors should be considered in

order to enhance the prediction of impulse buying behavior.

Dueto itsinherent difficulty, most previous studies found it difficult to measure the
actual impulse buying behavior precisely (Watkins, 1984; Wells et al., 2011). Most of
them utilized the scales of "urge to buy impulsively" or "impulse buying tendency" to
represent impulse buying behavior (Bestty and Ferrell, 1998; Wells et al., 2011; Kim,
2003). Therefore, it was rather difficult for this study to find referencesto develop a
scale for "impulse buying behavior”. This study then adapted the question items from
various previous studies (Verhagen and Van Dolen, 2011; Verplanken and Herabadi,
2001) and from the exploratory research findings. Moreover, the variance extracted of
impulse buying was only .366, which was lower than the recommended value of 0.5
(Hair et a., 2006). Hence, the scale of impulse buying is not highly robust, and might

not result in very strong relationships between impul se buying and its stimuli.

Lastly, since it was very difficult for the data collectors to find respondents who
owned a credit card, only eleven percent of the respondents were credit card users and
all respondents were asked to answer the questions related to credit card usage in the
self-selection cosmetics stores. Therefore, the results may not reflect the opinion of
the actual credit card users. However, these questions asked for opinions about the
advantages of using a credit card that even the non-credit cards owners were able to
understand and answer. Moreover, the reliability and validity test results on this

construct also show satisfactory results.

6.5 Future Research

Previous literature suggested that impulse buying was stimulus driven (Rook &
Fisher, 1995) and was the interplay of two main factors: external and internal factors
(Wansink, 1994; Youn and Faber, 2000; Cinjarevié, 2010). Nevertheless, this study

included only in-store marketing stimuli, which are external factors, due to anticipated
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managerial contributions. However, it is also interesting to study the influence of both
internal and external stimuli, aswell asto compare the degree of influence between
these two types of factors so that the quality of impulse buying's predictors could be

enhanced.

This study investigated cognitive dissonance on two main occasions, the purchase
decision and the products themselves. Therefore, it would also be interesting to
categorize customer satisfaction into two aspects. towards the purchasing experience
and product performance. For instance, an impulsive buyer may find the purchasing
activity to be satisfactory due to the exciting environment, but the product
performance to be unsatisfactory due to insufficient product information. That is, the
mechanism of impulse buying's post-purchase evaluation could be more explicitly
elaborated if the relationships between impulse buying, the two aspects of cognitive

dissonance, and the two aspects of customer satisfaction were investigated.

Because of the aforementioned unexpected consumer behavior related to mass color
cosmetics in this study, such as the insignificant relationship between impul se buying
and cognitive dissonance, it is then interesting to test the robustness of this study's
model in other product contexts, such as counter-branded color cosmetics, home
electronic appliances, vehicles or real estate. Moreover, different impulse buying
behavior in different cultures should also be investigated. It is also interesting to
conduct comparative studies of this topic in Thailand and other countries, such as

other Asian or Western countries.

191



REFERENCES

Abdeldayem, M. M. & Khanfar, M. R. (2007). Consumer expectation and consumer
satisfaction measurements. A case study from India. The Business Review, 8(2), 303-
309.

Abelson, R. (1983). Whatever became of consistency theory? Personality and Social
Psychology Bulletin, 9(1), 37-54.

Abratt, R. & Goodey, S. D. (1990). Unplanned buying and in-store stimuli in supermarkets.
Managerial and Decision Economics, 11(2), 111-121.

Adam, E. E. J. (1992). Quality improvement as an operations strategy. Industrial Management
& Data Systems, 92(4), 3-12.

Adams, J. S. (1961). Reduction of cognitive dissonance by seeking consonant information.
Journal of Abnormal and Social Psychology, 63, 74-78.

Aghazadeh, S. M. (2005). Layout strategies for retail operations: A case study. Management
Research News, 28(10), 31-46.

Aggarwal, P., Kim, C. S. & Cha, T. (2013). Preference-inconsistent information and cognitive
discomfort: A crosscultural investigation. Journal of Consumer Marketing, 30(5), 392-
399.

Ahmad, T. (2011). The impulse buying behavior of consumers for the FMCG productsin
Jodhpur. Australian Journal of Basic and Applied Sciences, 5(11), 1704-1710.

Ahmed, S. F., Uddin, M. & Ahshanullah, M. (2009). Consumers' reaction to product variety:
Does culture matter? International Business Research, 2(3), 115-120.

Ahuja, D. (2015). Making the pulse impulsive: A study of factors resulting impulse buying.
International Journal of Engineering, Business and Enterprise Applications, 13(1), 50-
2,

Ailawadi, K. L. & Kéller, K. L. (2004). Understanding retail branding: Conceptual insights and
research priorities. Journal of Retailing, 80(4), 331-342.

Ajzen, |. (1991). The theory of planned behavior. Organizational Behavior and Human
Decision Process, 50, 179-211.
Akers, H. (n.d.). What is cognitive dissonance in Marketing? Retrieved October 26, 2016,
from: http://smallbusiness.chron.com/cognitive-dissonance-marketing-55693.htm
Alford, B. L. and Biswas, A.(2002). The effects of discount level, price consciousness and sale
proneness on consumers' price perception and behavioral intention. Journal of Business
Research, 55, 775-783.

Alhojailan, M. . (2012). Thematic analysis: A critical review of its process and evaluation.
WEI International European Academic Conference Proceedings, 8-21.

Amber, T. (1992). Need-to-know-marketing, London: Century Business,

American Marketing Association (1960). Marketing definitions: A glossary of marketing terms.
Chicago, IL:AMA.

Anderson, N. H. (1965). Primacy effects in personality impression formation using a generalized
order effect paradigm. Journal of Personality and Social Psychology, 2(1), 1-9.

Anderson, N. H. (1971). Integration theory and attitude change. Psychological Review, 78(3),
171-206.

192


http://smallbusiness.chron.com/cognitive-dissonance-marketing-55693.htm

Anderson, E. A. (1998). Customer satisfaction and word-of-mouth. Journal of Service
Research, 1,1-14.

Anderson, E. W., Fornell, C. & Lehmeann, D. R. (1994). Customer satisfaction, market share
and profitability: Findings from Sweden. Journal of Marketing, 58(3), 53-66.

Anderson, E. & Sullivan, M. (1993). The antecedents and consequences of customer
satisfaction for firms. Marketing Science, 12, 125-143.

Andreasen, A. R. (1976). A taxonomy of consumer satisfaction/dissatisfaction measures. In H.
K. Hunt (Ed.), Proceedings of a conference conducted by the Marketing Science
Institute with support of the National Science Foundation, (pp. 11-35). Cambridge, MA:
Marketing Science Ingtitute.

Apaolaza-Ibafiez, V., Hartmann, P., Diehl, S. & Terlutter, R. (2011). Women satisfaction with
cosmetic brands: The role of dissatisfaction and hedonic brand benefits. African Journal
of Business Management, 5(3), 792-802.

Applebaum, W. (1951). Studying consumer behavior in retail stores. Journal of Marketing,
16(October), 172-178.

Arnold, D (1992). The handbook of brand management, Reading, MA: Addison-Wesley.

Aronson, E. (1968). Dissonance theory: Progress and problems. In R. P. Abelson et al. (Eds.),
Theories of Cognitive Consistency.s A Sourcebook (pp. 5-27). Chicago: Rand McNally.

Aronson, E., Cohen, G. & Nall, P. R. (1999). Self-affirmation theory: An update and appraisal. In
E. H. Jones and J. Mills (Eds.), Cognitive dissonance: Progress on a pivotal theory in
social psychology (pp. 127-148). Washington, DC: American Psychological Association.

Awanis, S. & Cui, C. C. (2014). Consumer susceptibility to credit card misuse and
indebtedness. Asia Pacific Journal of Marketing and Logistics, 26(3), 408-429.

Barber, M. & Venkatraman, M. (1986). The determinants of satisfaction for a high involvement
product: Threerival hypotheses and their implicationsin the health care context.
Advances in Consumer Research, 13, 316-360.

Baker, J., Grewal, D. & Parasuraman, A. (1994). The influence of store environment on quality
inferences and store images. Journal of the Academy of Marketing Science, 22(4), 328-
339.

Baker, J., Parasuraman, A., Grewal, D. & Voss, G. B. (2002). The influence of multiple store
environment cues on perceived merchandise value and patronage intentions. Journal of
Marketing, 66(2), 120-141.

Barrett, P. (2007). Structural equation modeling: Adjudging model fit. Personality and
Individual differences, 42(5), 815-824.

Batra, R. (1997). Marketing issues and challenges in transitional economies. Journal of
International Marketing, 5(4), 95-114.

Bauer, R. A. (1960). Consumer behavior asrisk taking. In R. S. Hancock (Ed.), Dynamic
marketing for a changing world (pp. 389-398). Proceedings of the 43rd conference of
the American Marketing Association.

Baumeister, R. F. (2002). Yielding to temptation: Self-control failure, impulsive purchasing,
and consumer behavior. Journal of Consumer Research, 28(4), 6/0-676.

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

193



Bearden, W. 0., Netemeyer, R. G. & Tedl, J. E. (1989). Measurement of consumer
susceptibility to interpersonal influence. Journal of Consumer Research, 15(March),
473-481.

Bearden, W. 0. & Tedl, J. E. (1983). Selected determinants of customer satisfaction and
complaint reports. Journal of Marketing Research, 20(1), 21-28.

Beatty, S. E. & Ferrell, M. E. (1998). Impulse buying: Modeling its precursors. Journal of
Retailing, 74(2), 169-191.

Beausoleil, N. (1994). Makeup in everyday life. In N. Sault (ed.), Many mirrors: Body image
and social relations (pp. 33-57). Rutgers, NJ: Rutgers University Press.

Beauty Community Public Company Limited (2013). Annual report 2013.

Beauty Cosmetic. (2014). Cosmetics market trend of Thailand. Retrieved February 14, 2015,
from: http://btcosmetic.com/en/2014/12/08/cosmetics-market-trend-of-
thailand/?ckattempt=1

Belch, G. E. & Belch, M. A. (2007). Advertising and promotion: An integrated marketing
communications perspective. New York, NY: McGraw-Hill. 7th edition

Belk, R. W. (1988). Third world consumer culture. Research in Marketing, 4, 103-127.

Bell, D. (1982). Regret in decision making under certainty. Operations Research, 30(5), 961-981.

Bell, G. (1967). The automobile buyer after the purchase. Journal of Marketing, 3/(July), 12-16.

Bellenger, D. N., Robertson, D. H. & Hirschman, E. (1978). Impulse buying varies by product.
Journal of Advertising Research, 18(6), 15-18.

Bennett, P. D. & Harrell, G. D. (1975). Therole of confidence in understanding and predicting
buyers' attitudes and purchase intentions. Journal of Consumer Research,
2(September), 110-117.

Berman, B. & Evans, J. R. (1995). Retail management: A strategic approach. Upper Saddle
River, NJ: Prentice-Hall.

Bessouh, N., Iznasni, A. & Benhabib, A. (2015). Factors influencing impul se buying of
Algerian shoppers. International Journal of Science and Research, 4(3), 860-866.

Bitner, M. (1990). Evaluating service encounters: The effects of physical surroundings and
employee response. Journal of Marketing, 54, 69-82.

Bitner, M. J. (1992). Servicescapes: The impact of physical surroundings on customers and
employees. Journal of Marketing, 56(2), 57-71.

Bitner, M. J. (2001). Self-service technologies: What do customers expect? Marketing
Management, 10(1), 10-11.

Blackwell, R. D., Miniard, P. W. & Engel, J. F. (2001). Consumer behavior. Fort Worth, TX:
Harcourt College Publishers. 9% edition.

Blattberg, R. C. & Neslin, S. C. (1990). Sales promotion: Concepts, methods, and strategies.
Englewood Cliffs, NJ: Prentice-Hall.

Bloch, P. H. (1986). The product enthusiast: Implications for marketing strategy. Journal of
Consumer Marketing, (Summer), 51-62.

Bloemer, J. & Odekerken-Schroder, G. (2002). Store satisfaction and store loyalty explained by
consumer- and store-related factors. Journal of Consumer Satisfaction, Dissatisfaction
and Complaining Behavior, 15, 68-80.

Bodet, G. (2008). Customer satisfaction and loyalty in service: Two concepts, four constructs,
several relationships. Journal of Retailing and Consumer Services, 23(1), 79-91.

194


http://btcosmetic.com/en/2014/12/08/cosmetics-market-trend-of-thailand/?ckattempt=1
http://btcosmetic.com/en/2014/12/08/cosmetics-market-trend-of-thailand/?ckattempt=1

Bolton, R. N. (1998). A dynamic model of the duration of the customer's relationship with a
continuous service providers: The role of satisfaction. Marketing Science, 17(1), 45-65.

Bolton, R. & Lemon, K. (1999). A dynamic model of customer's usage of services. Usage as an
antecedent and consequence of satisfaction. Journal of Marketing Research, 36, 171-186.

Bowen, L. & Chaffee, S. H. (1974). Product involvement and pertinent advertising appeals.
Journalism Quarterly, 613-621.

Bowlbey, R. (1997). Supermarket futures. In P. Falk and C. Campbell (Eds.), The shopping
experience. London: Sage.

Brandweek (1994). Promotional influence spurs buyersto try something new. Brandweetk,
35(12), 32-34.

Brassington, F. & Pettit, S. (2006). Principles of Marketing. Harlow: Pearson Education. 4th
edition.

Braun, K. A. (1999). Postexperience advertising effects on consumer memory. Journal of
Consumer Research, 25(4).

Braun, V. & Clarke, V. (2006). Using thematic analysisin psychology. Qualitative Research in
Psychology, 3(2), 77-101.

Brehm, J. W. (1956). Post-decision changesin the desirability of alternatives. The Journal of
Abnormal and Social Psychology, 384-389.

Brici, N., Hodkinson, C. and Sullivan-Mort, G. (2013). Conceptual differences between
adolescent and adult impulse buyers. Young consumers, 14(3), 258-279.

Broyles, S. A., Ross, R. H. & Leingpibul, T. (2009). Examination of satisfaction in cross-
product group settings. Journal of Product & Brand Management, 18(1), 50-59.

Bruner I, G. C. (1990). Music, mood, and marketing. Jornal of Marketing, 54(4), 94-104.

Bui, M., Krishen, A. S. & Bates, K. (2011). Modeling regret effects on consumer post-purchase
decisions. European Journal of Marketing, 45(7/8), 1068-1090.

Burns, A. C. & Bush, R. F. (2003). Marketing research: Online research applications. Upper
Saddle River, NJ: Prentice Hall. 4th edition.

Burnkrant, R. E. (1978). Information processing intensity and advertising effectiveness.
Working Paper, University of California-Berkeley.

Butcher, K., Sparks, B. & O'Callaghan, F. (2002). Effect of social influence on repurchase
intentions. Journal of Services Marketing, 16(6), 503-514.

Cadotte, E. R., Woodruff, R. B. & Jenkins, R. L. (1987). Expectations and norms in models of
consumer satisfaction. Journal of Marketing Research, 24(3), 305-314.

Cardozo, R. N. (1965). An experimental study of customer effort, expectation and satisfaction.
Journal of Marketing Research, 2(3), 244-249.

Carroll, B. A. & Ahuvia, A. C. (2006). Some antecedents and outcomes of brand love.
Marketing Letters, 17(2), 79-89.

Chaisitthiroj, N. (2007). Thai consumer decision-making styles on imported cosmetic brand
products (Dissertation). University of Nottingham, Nottingham, UK.

Chang, S. C., Chou, P. Y. & Lo, W. C. (2014a). Evaluation of satisfaction and repurchase
intention in online food group-buying, using Taiwan as an example. British Food
Journal, 116(1), 44-61.

195



Chang, H. J,, Yan, R. N. & Eckman, M. (2014b). Moderating effects of situational
characteristics on impulse buying. International Journal of Retail & Distribution
Management, 42(4), 298-314.

Chen, M. H. (2001). The determinants and traits of impulse buying behavior. Journal of
Takming University, 17, 59-74.

Chen, M. (2002). The influence of communication strategies, impulsive traits and product
characteristics on impulsive consumption behavior. Taiwang University.

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

Chen, T. Y. (2011). Optimistic and pessimistic decision making with dissonance reduction
using interval-valued fuzzy sets. Information Sciences, 181(3), 479-502.

Chen-Yu, J. H. & Seock, Y. H. (2002). Adolescents' clothing purchase motivations, information
sources, and store selection criteria: A comparison of male/female and impulse/nonimpulse
shoppers. Family and Consumer Sciences Research Journal, 31(1), 50-77.

Chiu, C. M., Chang, C. C., Cheng, H. L. & Fang, Y. H. (2009). Determinants of customer
repurchase intention in online shopping. Online Information Review, 33(4), 761-784.

Cho, Y. (2002). The effects of post-purchase evaluation factors on online vs, in-store customer
complaining behavior. Dissertation, The State University of New Jersey.

Cho, J., Ching, G. S. & Luong, T. H. (2014). Impulse buying behavior of Viethamese
consumers in supermarket setting. International Journal of Research Studiesin
Management, 3(2), 33-50.

Churchill, A. G. & Peter, J. P. (1995). Marketing: Creating value for customers. Burr Ridge,
IL: Trwin.

Churchill, G. A. & Suprenant, C. (1982). An investigation into the determinants of customer
satisfaction. Journal of Marketing Research, 19(4), 491-504.

injarevi¢, M. (2010). Cognitive and affective aspects of impulse buying. Sarajevo Business
and Economics Review, 30, 168-184.

Clark, P. W. and Das, N. (2009). Exploring the use of E-CRM elements and effective website
design as tools for reducing consumer post-purchase cognitive dissonance. Journal of
Technology Research, 1, 1-8.

Clover, V. T. (1950). Relative importance of impulse-buying in retail stores. Journal of
Marketing, 15(1), 66-70.

Cobb, C. J. & Hoyer, W. D. (1986). Planned versus impulse purchase behavior. Journal of
Retailing, 62(4), 384-4009.

Coley, A. & Burgess, B. (2003). Gender differencesin cognitive and affective impulse buying.
Journal of Fashion Marketing and Management, 7(3), 282-295.

Collier, G., Minton, H. L. & Reynolds, G. (1991). Cognitive social psychology. In Currents of
Thought in American Social Psychology (pp. 198-211). New Y ork: Oxford University
Press.

Cooper, J. (2007). Cognitive dissonance: Fifty years of a classic theory. London: Sage.

Coulter, R. A., Feick, L. F. & Price, L. L. (2002). Changing faces: Cosmetics opinion
leadership among women in the new Hungary. European Jouenal of Marketing,
36(11/12), 1287-1308.

Court, D., French, T. & Knudsen, R. (2006). Profiting from proliferation, McKinsey Quarterly.

196



Crainer, S. (1995). The real power of brands: Making brands work for competitive advantage.
London: Pitman.

Cronin, J.,, Brady, M. & Hult, G. T. (2000). Assessing the effects of quality, value, and
customer satisfaction on consumer behavioural intentionsin service environments.
Journal of Retailing, 76, 193-218.

Cronin, J. J. Jr. & Taylor, S. A. (1992). Measuring service quality: A reexamination and
extension. Journal of Marketing, 56(3), 55-68.

Cuyvers, L., Chamroenprucks, K., Maninopparatana, S., Chumasaratul, T. & Thananan, N.
(2013). Market profile: Potentials for make-up cosmetics exports of Thailand to Japan.
ASEAN Business Case Studies. 32, 1-26.

d’Astous, A. & Landreville, V. (2003). An experimental investigation of factors affecting
consumers' perceptions of sales promotion. European Journal of Marketing, 37(11/12),
1746-1761.

Dawes, P., Dowling, G. & Patterson, P. (1991). Information sources used to select different
types of management consultancy services. Asia Pacific Journal of Management, 8(2),
185-199.

Dawson, S. & Kim, M. (2009). External and internal trigger cues of impulse buying online.
Direct Marketing: An International Journal, 3(1), 20-34.

Dawson, S. & Kim, M. (2010). Cues on apparel web sites that trigger impul se purchases.
Journal of Fashion Marketing and Management, 14(2), 230-246.

Deepika, J. & Neeraja, T. (2014). Lighting impact on consumer's shopping behavior in retail
cloth stores. International Journal of Science and Research, 3(11), 933-938.

Dempsey Jr., W. L. (1959). Multiple packaging: A merchandising tool. Journal of Marketing,
24(3), 287-292.

Department of Provincial Administration (2014). Population Categorized by Age. Retrieved March,
7, 2015, from: http://stat.bora.dopa.go.th/new_stat/webPage/statByProvince.php?year=57

De Ruyter, K., Wetzels, M. & Bloemer, J. (1998). On the relationship between perceived
service quality, service loyalty and switching costs. International Journal of Service
Industry Management, 9(5), 436-453.

Desai, K. S. (2014). A study on consumer buying behavior of cosmetic products in Kolhapur.
Reviews of Literature, 1(10), 1-11.

DeSarbo, W. S. & Edwards, E. A. (1996). Typologies of compulsive buying behavior: A contained
clusterwise regression approach. Journal of Consumer Psychology, 5(3), 231-262.

Deshpande, R. & Krishnan, S. (1980). Consumer impulse purchase and credit card usage: An
empirica examination using the log linear model. Advances in Consumer Research, 7,
792-795.

Desmet, P. & Renaudin, V. (1998). Estimation of product category sales responsiveness to
allocated shelf space. International Journal of Research in Marketing, 15, 443-457.

De Wulf, K., Odekerken-Schroder, G. & Iacobucci, D. (2001). Investments in customer
relationships: A cross-country and cross-industry exploration. Journal of Marketing,
65(3), 33-59.

Dholakia, U. M. (2000). Temptation and resistance: An integrated model of consumption
impulse formation and enactment. Psychology and Marketing, 17(11), 955-982.

197


http://stat.bora.dopa.go.th/new_stat/webPage/statByProvince.php?year=57

Dholakia, U. M. (2001). A motivational process model of product involvement and consumer
risk perception. Europeam Journal of Marketing, 35(11/12), 1340-1362.

Diamantopolos, A. & Siguaw, J. A. (2000). Introducing LISREL. L ondon: Sage Publications.

Dick, A. S. & Basu, K. (1994). Customer royalty: Toward an integrated conceptual framework.
Journal of the Academy of Marketing Science, 22(2), 99-113.

Dibley, A. & Baker, S. (2001). Uncovering the links between brand choice and personal values
among young British and Spanish girls. Journal of Consumer Behavior, 1(1), 77-93.

Dittmar, H. & Drury, J. (2000). Self-image— isit in the bag? A qualitative comparison between
"ordinary" and "excessive" consumers. Journal of Economic Psychology, 21(2), 109-
142.

Dittmar, H., Beattie, J. & Friese, S. (1995). Gender identity and material symbols: Objects and
decision considerations in impul se purchases. Journal of Economic Psychology, 16(3),
491-511.

Dittmar, H., Bedttie, J. & Friese, S. (1996). Objects, decision considerations and self-imagein
men's and women's impul se purchases. Acta Psychologica, 93(1-3), 187-206.

Donnelly Jr., J. H. & Ivancevich, J. M. (1970). Post-purchase reinforcement and back-out
behavior. Journal of Marketing Research, 7, 399-400.

Donovan, R. J. & Rossiter, J. R. (1982). Store atmosphere: An environmental psychology
approach. Journal of Retailing, 58(Spring), 34-57.

Donovan, R. J., Rossiter, J. R., Marcoolyn, G. & Nesdale, A. (1994). Store atmosphere and
purchasing behavior. Journal of Retailing, 70(3), 283-294.

Drozdenko, R. & Jensen, M. (2005). Risk and maximum acceptable discount levels. Journal of
Product & Brand Management, 14(4), 264-270.

Duarte, P., Raposo, M. & Ferraz, M. (2013). Drivers of snack foods impulse buying behavior
among young consumers. British Food Journal, 115(9), 1233-1254.

Durvasula, S., Lysonski, S. Mehta, S. C. & Tang, B. P. (2004). Forging relationships with
services: The antecedents that have an impact on behavioural outcomesin the life
insurance industry. Journal of Financial Services Marketing, 8(4), 314-326.

Edvardsson, B., Johnson, M. D. Gustafsson, A. & Strandvik, T. (2000). The effects of
satisfaction and loyalty on profits and growth: Products versus services. Total Quality
Management, 11(7), 917-927.

Ehrenberg, A. S. C. (1974). Repetitive advertising and the consumer, JAR, 14(April), 25-34.

Ehrenberg, A. S. C., Hammond, K. and Goodhardt, G. J. (1994). The after-effects of price
related consumer promotions. Journal of Advertising Research, 34(4), 11-21.

Ehrlich, D., Guttman, P., Schonback, P. & Mills, J. (1957). Post-decision exposure to rel evant
information. Journal of Abnormal and Social Psychology, 54(January), 98-102/

Elliot, R. (1994). Addictive consumption: Function and fragmentation in post-modernity.
Journal of Consumer Policy, 17(2), 159-179.

Engel, J. F. (1963). Are automobile purchasers dissonant consumers? Journal of Marketing,
27(2), 55-58.

Engel, J. F. & Blackwell, R. D. (1982). Consumer behavior. New Y ork: Holt, Rinehart, and
Winston.

Engel, J. R., Kegerreis, R. J. & Blackwell, R. D. (1969). Word-of-Mouth communication by the
innovator. Journal of Marketing, 33, 15-19.

198



Engel, J. F., Kollat, D. T. & Blackwell, R. D. (1982). Consumer Behavior. New Y ork: Rinehart
and Winston. 4th edition.

Engedl, F. J., Kollat, D. T. & Blackwell, R. D.(1993). Consumer behavior. New York, NY: Holt
Rinehart and Winston. 7th edition.

Eroglu, S. A. & Machleit, K. A. (1990). An empirical study of retail crowding: Antecedents
and consequences. Journal of Retailing, 66, 201-221.

Eroglu, S. A. & Machleit, K. A. (1993). Atmospheric factorsin the retail environment: Sights,
sounds and smells. In L. McAlister and M. L. Rothschild (Eds.). Advancesin Consumer
Research (pp. 34) Vol. 20. Provo, UT: Association for Consumer Research.

Euromonitor. (20144). Beauty and Personal Carein Thailand. Retrieved September, 3, 2014,
from: http://euromonitor.com/beauty-and-personal-care-in-thailand/report

Euromonitor. (2014b). Skin care in Thailand. Retrieved September, 3 2014, from:
http://euromonitor.com/skin-care-in-thailand/report

Euromonitor. (2014c). Colour cosmetics in Thailand. Retrieved September, 3 2014, from:
http://euromonitor.com/colour-cosmetics-in-thailand /report

Featherstone, M. (1993). Consumer culture and postmodernism. London: Sage.

Ferguson, J. L. & Johnston, W. J. (2011). Customer response to dissatisfaction: A synthesis of
literature and conceptual framework. Industrial Marketing Management, 40(1), 118-127.

Festinger, L. (1957). A Theory of cognitive dissonance. Stanford, CA: Stanford University Press.

Festinger, L. (1958). A Theory of Cognitive Dissonance. Standford, California: Stanford
University Press.

Fisk, R. P. & Young, C. E. (1985). Disconfirmation oOf equity expectations: Effects on
consumer satisfaction with services. In E. Hirschman and H. Holbrook (Eds.), Advances
in Consumer Research. Provo, UT: Association for Consumer Research.

Fishbein, M. & Ajzen, |. (1975). Belief attitude, intention and behavior. Reading, MA:
Addison-Wesley.

Forbes Thailand. (2014). L'Oreal is ready to compete for the beauty product market leader.
Retrieved February, 14, 2015, from:
http://http://www.forbesthailand.com/article_detail.php?article id=112

Forker, L. B., Vickery, S. K. & Droge, C. L. M. (1996). The contribution of quality to business
performance. International Journal of Operations & Production Management, 16(8),
44-62.

Fornell, C. (1992). A national customer satisfaction barometer: The Swedish experience.
Journal of Marketing, 56(1), 6-21.

Foxall, G. R. & Greenley, G. E. (2000). Predicting and explaining responses to consumer
environments: An empirical test and theoretical extension of the behavioral perspective
model. The Service Industries Journal, 20(2), 39-63.

Garbarino, E. & Johnson, M. S. (1999). The different roles of satisfaction, trust and
commitment in customer relationships. Journal of Marketing, 63(April),70-87.

Gardner, M. P. and Rook, D. W. (1988). Effects of impulse purchase on consumer, affective
states. Advances in Consumer Research, 15, 127-130.

Garlin, F. V. & Owen, K. (2006). Setting the tone with tune: A meta-analytic review of the
effects of background music in retail settings. Journal of Business Research, 59(6), 755-
764.

199


http://euromonitor.com/beauty-and-personal-care-in-thailand/report
http://euromonitor.com/skin-care-in-thailand/report
http://euromonitor.com/colour-cosmetics-in-thailand/report
http://euromonitor.com/colour-cosmetics-in-thailand/report
http://http:

Garvin, D. A. (1988). Managing quality: The strategic and competitive edge. New Y ork, NY:
The Free Press.

Gbadamosi, A. (2009). Cognitive dissonance: The implicit explication in low-income
consumers shopping behavior for "low-involvement” grocery products. I nternational
Journal of Retail & Distribution Management, 37(12), 1077-1095.

George, B. P. and Edward, M. (2009). Cognitive dissonance and purchase involvement in the
consumer behavior context. The IUP Journal of Marketing Management, 8(3 & 4), 7-
24.

George, B. P. & Yaoyuneyong, G. (2010). Impulse buying and cognitive dissonance: A study
conducted among the spring break student shoppers. Young Consumers, 11(4), 291-306.

Gilbert, D. C. & Jackaria, N. (2002). The efficacy of sales promotionsin UK supermarkets: A
consumer view. International Journal of Retail & Distribution Management, 30(6),
315-322.

Gilly, M. C. (1979). Complaining consumers. Their satisfaction with organizational responses
and subsequent credit card repurchase behavior (Thesis). University of Houston,
Houston, USA.

Gilly, M. C. & Gelb, B. D. (1982). Post-purchase consumer processes and the complaining
consumer. Journal of Consumer Research, 9(3), 323-328.

Globerson, S. & Maggard, M. J. (1991). A conceptual model of self-service. International
Journal of Operations & Production Management, 11(4), 33-43.

Grewal, D., Marmorstein, H. & Sharma, A. (1996). Communicating price information through
semantic cues: The moderating effects of situation and discount price. Journal of
Consumer Research, 23(2), 148-155.

Graa, A. & Dani-elKebir, M. (2011). Situational factors influencing impulse buying behavior
of Algerian consumer. RRM, 2, 52-59.

Gronroos, C. (1993). Towards athird phase in service quality research: Challenges and future
directions. In T. Swartz, D. Bowen and S. Bowen (Eds.), Advances in Service Marketing
and Management: Research and Practice, 2, Greenwich, CT: JAI.

Guthrie, M. & Kim, H. (2009). The relationship between consumer involvement and brand
perceptions of female cosmetic consumers. Journal of Brand Management, 1, 114-133.

Gutierrez, B. P. B. (2004). Determinants of planned and impulse buying: The case of the
Philippines. Asia Pacific Management Review, 9(6), 1061-1078.

Gwinner, K., Gremler, D. D. & Bitner, M. J. (1998). Relational benefitsin services industries: The
customer's perspective. Journal of the Academy of Marketing Science, 26(3), 101-114.

Hair, J. F. Jr., Black, W. C., Babin, B. J., Anderson, R. E. & Tatham, R. L. (2006). Multivariate
data analysis. Upper Saddle River, NJ: Pearson Education.

Hakuhodo Institute of Life and Living ASEAN (2015). Middle Class Consumers: New Perspectives
of Middle Class Consumersin ASEAN. Retrieved February 13, 2016, from:
https://www.marketingoops.com/reports/research/hakuhodo-research-middle-class-asean/

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

Hans, C. & Will, T. (1993). Reflections on competitive strategy and itsimpact on modern
production concepts. Management International Review, 33(4), 315-334.

200


https://www.marketingoops.com/reports/research/hakuhodo-research-middle-class-asean/

Hanzaee, K. H. and Taherikia, F. (2010). Impulse buying: An Iranian model. China-USA
Business Review, 9(12), 31-43.

Harmancioglu, N., Finney, R. Z. & Joseph, M. (2009). Impulse purchases of new products: An
empirical analysis. Journal of Product & Brand Management, 18(1), 27-37.

Hausman, A. (2000). A multi-method investigation of consumer motivations in impulse buying
behavior. Journal of Consumer Marketing, 17(5), 403-419.

Hawkins, D. |., Best, R. J. & Coney, K. A. (2004). Consumer behavior: Building marketing
strategy. McGraw Hill Publishing. 9th edition

Heath, R. (2006). Emotional persuasion. Admap, July/August, 46-48.

Heath, R. & Feldwick, P. (2008). Fifty years using the wrong model of advertising.
International Journal of Market Research, 50(1), 29-59.

Heider, F. (1958). The psychology of interpersonal relations. New York, NY: John Wiley &
Sons

Hennig-Thurau, T. & Klee, A. (1997). The impact of customer satisfaction and relationship
quality on customer retention: A critical reassessment and model devel opment.
Psychology and Marketing, 14(8), 737-764.

Hibbs, R. D. (2000). The refationship between cognitive style, demographics, and back-out
behavior in the post-purchase phase of the consumer decision making process
(Dissertation). Nova Southeastern University, Florida, USA.

Hill, C. (2009). Marketing communications: Interactivity, communities and content. Essex:
Prentice Hall. 5th edition.

Hirschman, E. C. (1992). The consciousness of addiction: Toward a genera theory of
compulsive consumption. Journal of Consumer Research, 19(September), 155-179.

Ho, R. (2006). Handbook of univariate and multivariate data analysis and inter pretation with
SPSS. Boca Raton, FL: Chapman & Hall/CRC.

Hoch, S. J. & Loewenstein, G. F. (1991). Time-inconsistent preferences and consumer self-
control. Journal of Consumer Research, 17(4), 492-507.

Hodge, R. (2004). Factors influencing impulse buying during an online purchase transaction, 9-27.

Holbrook, M. B. & Hirschman, E. C. (1982). The experiential aspects of consumption:
Consumer fantasies, feelings, and fun. Journal of Consumer Research, 9(September),
132-140.

Holloway, R. J. (1967). An experiment on consumer dissonance. Journal of Marketing, 31(1),
39-43.

Holmes, J. H. & Lett, J. D. (1977). Product sampling and word of mouth. Journal of
Advertising Research, 17(5), 35-40.

Homburg, C. & Giering, A. (2001). Personal characteristics as moderators of the relationship
between customer satisfaction and loyalty — An empirical analysis. Psychology and
Marketing, 18(1), 43-66.

Hong, J. K. & Lee, Y. I. (2012). Determinants of cross-buying intentions in banking servicesin
collectivistic culture. International Journal of Bank, 30(5), 328-358.

Hooper, D., Coughlan, J. & Mullen, M. R. (2008). Structural equation modeling: Guidelines for
determining model fit. The Electronic Journal of Business Research Methods, 6(1), 53-60.

201



Hovland, C. L., Harvey, 0. J. & Sherif, M. (1957). Assimilation and contrast effectsin
reactions to communications and attitude change. Journal of Abnormal and Social
Psychology, 55, 244-252.

Howard, J. A. & Sheth, J. N. (1969). The theory of buyer behavior. New Y ork: John Wiley & Sons.

Hoyer, W. D. & Maclnnis, D. J. (1999). Consumer behavior. New Y ork: Houghton Mifflin.

Hoyer, W. D. & Maclnnis, D. J. (1997). Consumer behavior. Boston: Houghton Mifflin.

Hoyer, W. D. & Maclnnis, D. J. (2001). Consumer behavior. Boston: Houghton Mifflin. 2
edition.

Hu, L. T. & Bentler, P. M. (1999). Cutoff criteriafor fit indexesin covariance structure
analysis: Conventional criteriaversus new aternatives. Sructural Equation Modeling,
6(1), 1-55.

Hu, H. & Jasper, C. J. (2006). Social cuesin the store environment and their impacts on store
image. International journal of Retail Distribution Management, 34(1), 25-48.

Hultén, B. (2012). Sensory cues and shoppers touching behavior: The case of IKEA.
International Journal of Retail & Distribution Management, 40(4), 273-289.

Hultén, P. & Vanyushyn, V. (2011). Impulse purchases of groceriesin France and Sweden.
Journal of Consumer Marketing, 28(5), 376-384.

Hume, M. & Mort, G. S. (2010). The consequence of appraisal emotion, service quality,
perceived value and customer satisfaction on repurchase intent in the performing arts.
Journal of Services Marketing, 24(2), 170-182.

Hume, M., Mort, G. S. & Winzar, H. (2007). Exploring repurchase intention in a performing
arts context: Who comes? And why do they come back? International Journal of
Nonprofit and Voluntary Sector Marketing, 12(2), 135-148.

Hunt, S. D. (1970). Post-transaction communications and dissonance reduction. Journal of
Marketing, 34(3), 46-51.

Hunt, H. K. (1977). CS/D — Overview and future research direction. In H. K. Hunt (Ed.),
Conceptualization and Measurement of Consumer Satisfaction and Dissatisfaction.
Cambridge, MA: Marketing Science Institute.

Imam, F. (2013). Gender differences in impulsive buying behavior and post-purchasing
dissonance under incentive conditions. Journal of Business Strategies, 7(1), 23-29.

Inman, J. J., Dyer, J. S. & Jia, J. (1997). A generalized utility model of disappointment and
regret effects on post-choice valuation. Marketing Science, 16(2), 97-111.

Isen, A. (1984). The influence of positive affect on decision-making and cognitive
organization. Advancesin Consumer Research, 11, 534-537.

Ivy, T. T., Hill, V. S. & Stevens, R. E. (1978). Dissonance theory: A managerial perspective.
Business and Society, 19(1), 17-25.

Iyengar, S. S. & Lepper, M. (2003). Rethinking the value of choice: A cultural perspective on
intrinsic motivation. Journal of Personality and Social Psychology, 76(March), 349-366.

Iyer, E. S. (1989). Unplanned purchasing: Knowledge of shopping environment and time
pressure. Journal of Retailing, 65(1), 40-57.

Jaccard, J. and Wan, C. K. (1996). LISREL approaches to interaction effects in multiple
regression. Thousand Oaks, CA: Sage Publications

Jarurungsipong, R. & Rakthum, N. (2012). Apparel and cosmetics industry. Industry Research,
p. 1-8.

202



Javalgi, R. G. & Moberg, C. R. (1997). Service loyalty: Implications for service providers. The
Journal of Services Marketing, 11(3), 165-179.

Jevons, C. (2005). Names, brands, branding: Beyond the signs, symbols, products and services.
Journal of Product & Brand Management, 14(2), 117-118.

Jin, B. & Kim, J. 0. (2003). A typology of Korean discount shoppers: Shopping motives, store
attributes, and outcomes. International Journal of Service Industry Management, 14(4),
396-419.

Johnson, M. D. (2001). Customer satisfaction. In N. J. Smelser and P. B. Baltes (Eds.),
International Encyclopedia of the Social and Behavioral Sciences (pp. 3198-3202).
Amsterdam: Elsevier.

Johnson, M. D., Anderson, E. & Fornell, C. (1995). Rational and adaptive performance
expectations in a customer satisfaction framework. Journal of Consumer Research,
21(March), 695-707.

Johnson, M.D., Gustafsson, A., Andreassen, T. W., Lervik, L. & Cha, J. (2001). The evolution
and future of national customer satisfaction index models. Journal of Economic
Psychology, 22(2), 217-245.

Johri, L. M. & Sahasakmontri, K. (1998). Green marketing of cosmetics and toiletriesin
Thailand. Journal of Consumer Marketing, 15(3), 265-281.

Jones, S. C. (1973). Self- and interpersonal evaluations: Esteem theories versus consistency
theories. Psychological Bulletin, 79(3), 185-199.

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

Joseph, B. C. (2010). Impulse purchasing behavior: A study of hypermarket customersin
Bangkok. AU Journal of Management, 8(2), 42-51.

Juwaheer, T. D., Pudaruth, S. & Ramdin, P. (2013). Enhancing customer shopping experience
in malls of emerging countries— The "Mauritius" experience. World Journal of
Entrepreneurship, Management and Sustainable Development, 9(2/3), 178-190.

Kacen, J. J. & Lee, J. A. (2002). The influence of culture on consumer impulsive buying
behavior. Journal of Consumer Psychology, 12(2), 163-176.

Kaish, S. (1967). Cognitive dissonance and the classification of consumer goods. Journal of
Marketing, 31(4), 28-31.

Kaltcheva, V. D. & Weltz, B. A. (2006). When should aretailer create an exciting store
environment?. Journal of Marketing, 70(1), 107-118.

Kang, C. (2013). Disconfirmation and customer satisfaction of impulse buying behavior. The
Journal of American Business Review, Cambridge, 1(2), 269-274.

Kang, M. & Johnson, K. (2009). Identifying characteristics of consumers who frequently return
apparel. Journal of Fashion Marketing & Management, 13(1), 37-48.

Kapoor, M. & Si, S. (2014). Strategic analysis of cosmeceuticals with special reference to
antiaging creams. International Journal of Business and Management Invention, 3(1),
44-52.

Karbasivar, A. & Yarahmadi, H. (2011). Evaluating effective factors on consumer impulse
buying behavior. Asian Journal of Business Management Studies, 2(4), 174-181.

Kasikorn Research Center. (2010). Imported cosmetics market is continuously growing: Thai
companies are adjusting their strategies. Retrieved September, 3, 2014, from:

203



http://www kasikornresearch.com/TH/K-EconAnalysis/Pages/ViewSummary
.aspx?docid=26039.

Kassarjian, H. H. & Cohen, J. B. (1965). Cognitive dissonance and consumer behavior.
California Management Review, 8(1), 55-64.

Kassim, N. & Abdullah, N. A. (2010). The effect of perceived service quality dimensions on
customer satisfaction, trust, and loyalty in e-commerce settings. A cross-cultural
analysis. Asia Pacific Journal of Marketing and Logistics, 22(3), 351-371.

Keaveney, S. M. (1995). Customer switching behavior in service industries. An exploratory
study. Journal of Marketing, 59, 71-82.

Keaveney, S. M., Huber, F. & Hellmann, A. (2007). A model of buyer regret: Selected
prepurchase and postpurchase antecedents with consequences for the brand and the
channel. Journal of Business Research, 60(12), 1207-1215.

Keinan, A. & Kivetz, R. (2008). Remedying hyperopia: The effects of self-control regret on
consumer behavior. Journal of Marketing Research, 45(6), 676-689.

Keiningham, T. L., Aksoy, L., PerkinssMunn, T. & Vavra, T. G. (2005). The brand-customer
connection. Marketing Management, 14(4), 33-37.

Keiningham, T. L., Cooil, B., Aksoy, L., Andreassen, T. W. & Weiner, J. (2007). The value of
different customer satisfaction and loyalty metricsin predicting customer retention,
recommendation, and share-of-wallet. Managing Service Quality, 17(4), 361-384.

Khare, A., Khare, A & Singh, S. (2012). Factors affecting credit card usein India. Asia Pacific
Journal of Marketing and Logistics, 24(2), 236-256.

Kim, J. (2003). College students' apparel impulse buying behaviorsin relation to visual
merchandising (Thesis). The University of Georgia, Georgia, USA.

Kim, J. Y. (2014). Impulse buying: The effect of decision time and product scarcity on buying
impul se (Dissertation). Michigan State University, Michigan, USA.

Kim, H. & Drolet, A. (2003). Choice and self-expression: A cultural analysis of variety-
seeking. Journal of Social Psychology, 85(February), 373-382.

Kline, R. B. (1998). Principles and practice of structural equation modeling. NY: Guilford
Press.

Korgaonkar, P. D. & Moschis, G. P. (1982). An experimental study of cognitive dissonance,
product involvement, expectations, performance and consumer judgement of product
performance. Journal of Advertising, 11(3), 32-44.

Koski, N. (2004). Impulse buying on the internet: Encouraging and discouraging factors.
Frontiers of E-Business Research, 23-35.

Kotler, P. (1973). Atmospherics as a marketing tool. Journal of Retailing, 49, 48-64.

Kotler, P. (1999). Marketing Management: Analysis planning implementation, and control.
Upper Saddle River, NJ: Prentice Hall.9" edition,

Kotler, P. (2000). Marketing management: Millennium edition, Englewood Cliffs, NJ: Prentice
Hall International. 10th edition.

Kristensen, K., Martensen, A. & Gronhold, L. (1999). Measuring the impact of buying
behaviour on customer satisfaction. Total Quality Management, 10(4), 602-614.

Krugman, H. E. (1965). The impact of television advertising: Learning without involvement.
Public Opinion Quarterly, 29, 349-356.

204


http://www.kasikornresearch.com/TH/K-EconAnalysis/PagesNiewSummary

Krugman, H. E. (1970). Temporary effects of communication. Journal of Advertising
Research, 10,15-17.

Kumar, V., George, M. & Pancras, J. (2008). Cross-buying in retailing: Drivers and
consequences. Journal of Retailing, 84(1), 15-27.

Kuo, Y. F.,Hu, T. L. & Yang, S. C. (2013). Effects of inertia and satisfaction in female online
shoppers on repeat-purchase intention: The moderating roles of word-of-mouth and
aternative attraction. Managing Service Quality, 23(3), 168-187.

Kwok, S. & Uncles, M. (2005). Sales promotion effectiveness: The impact of consumer differences
at an ethnic-group level. Journal of Product & Brand Management, 14(3), 170-186.

LaBarbera, P. & Muzursky, D. (1983). A longitudinal assessment of consumer
satisfaction/dissatisfaction: The dynamic aspect of the cognitive process. Journal of
Marketing Research, 20, 393-404.

Lai, C. W. (2010). How financial attitudes and practices influence the impulsive buying
behavior of college and university students. Social Behavior and Personality: An
International Journal, 38(3), 373-380.

Lake, A. L. (2009). Consumer behavior for dummies. Hoboken, NJ: Wiley.

Lam, S. Y., Shankar, V., Erramilli, K. M. & Murthy, B. (2004). Customer value, satisfaction,
loyalty, and switching costs: An illustration from a business-to-business service context.
Journal of the Academy of Marketing Science, 32(3), 293-311.

Lancaster, G. & Massingham, L. (2011). Essentials of marketing management. London:
Routledge.

Landman, J. (1993). Regret: The persistence of the possible. New York, NY: Oxford University
Press.

Langner, E. E. (1996). Cognitive dissonance: A motive for self-affirmation or self-consistency?
(Dissertation). Long Island University, New Y ork, USA.

Law, A. K. Y., Hui, Y. V. & Zhao, X. (2004). Modeling repurchase frequency and customer
satisfaction for fast food outlets. International Journal of Quality & Reliability
Management, 21(5), 545-563.

Lawton, M. P., Kleban, M. H., Rajagopal, D. & Dean, J. (1992). Dimensions of affective
experience in three age groups. Psychology and Aging 7(2), 171-184.

Lee H., Choi, S. Y. & Kang, Y. S. (2009). Formation of e-satisfaction and repurchase
intention: Moderating roles of computer self-efficacy and computer anxiety. Expert
Systems with Applications: An International Journal, 36(4), 7848-7859.

Lee, J. A. & Kacen, J. J. (2008). Cultural influences on consumer satisfaction with impulse and
planned purchases. Journal of Business Research, 61(3), 265-272.

Lee, J., Podlaseck, M., Schonberg, E. & Hoch, R. (2001). Visuaization and analysis of
clickstream data of online stores for understanding web merchandising. Data Mining
and Knowledge Discovery, 5, 59-84.

Leelahongjudha, P. (2007). Strategies for Thai cosmetics business to enter foreign markets.
RMUTT Global Business and Economics Review, 3(5), 43-53.

Lehtonen, T. K. & Maenpenaa, P. (1997). Shopping in the East Centre Mall. In C. Campbell
and P. Falk (Eds.), The Shopping Experience (pp. 136-165). Thousand Oaks, CA: Sage
Publications.

205



Leong, M. H. & Dunnett, J. (2007). Customer perceptions of attribute importance in the
business-to-business environment. The Business Review, 8(1), 40-45.

Levy, M. (1976). Deferred gratification and social class. The Journal of Social Psychology,
100, 123-135.

Liang, Y. (2014). The effect of cognitive dissonance on the selection of post-decision online
reviews: Congeniality bias and refutational perspectives (Dissertation). Michigan State
University, Michigan, USA.

Liao, S. L., Shen, Y. C. & Chu, C. H. (2009). The effects of sales promotion strategy, product
appea and consumer traits on reminder impulse buying behavior. International Journal
of Consumer Studies, 33, 274-284.

Lin, W. B. (2009). A study of relationships among service quality differences, post-purchase
behavior intentions with personality traits, and service recovery strategy as intervening
variables. International Journal of Commerce and Management, 19(2), 137-157.

Liu, Y. H. & Jang, S. (2009). The efforts of dining atmospherics: An extended Mehrabian-
Russell model. International Journal of Hospitality Management, 28(4), 494-503.

Liu, T. C. & Wu, L. W. (2007). Customer retention and cross-buying in the banking industry:
An integration of service attributes, satisfaction and trust. Journal of Financial Services
Marketing, 12(2), 132-145.

Loomes, G. & Sugden, R. (1982). Regret theory: An alternative theory of rational choice under
uncertainty. Economic Journal, 92(368), 805-824.

Lopaciuk, A. & Loboda, M. (2013). Global beauty industry trends in the 2V century.
Management, Knowledge and Learning, International Conference 2013.

Ltifi, M. (2013). Antecedents and effect of commitment on the impulse buying by internet.
Journal of Internet Banking and Commerce, 18(1), 1-22.

Madhavaram, S. R. & Laverie, D. A. (2004). Exploring impulse purchasing on the internet.
Advancesin Consumer Research, 31, 59-66.

Mai, N. T. T. Jung, K., Lants, G. & Loeb, S. G. (2003). An exploratory investigation into
impulse buying behavior in atransitional economy: A study of urban consumersin
Vietnam. Journal of International Marketing, 11(2), 13-35.

Malhotra, N. K. (2004). Marketing research: An applied orientation. Upper Saddle River, NJ.
Pearson Education. 4th edition.

Mathotra, N. K. (2007). Marketing research: An applied orientation. Upper Saddle River, NJ:
Pearson Education. 5th edition.

Manager. (2014). Thailand's beauty market has reached twenty billion Baht within three years.
Retrieved September, 3, 2014, from:
http://www.manager.co.th/iBizChannel/ViewNews.aspx?NewsID=95700000 """ *,

Manager. (2015). Cosmetics market is gradually growing with immense value. Retrieved
February, 14, 2015, from: http://gotomanager.com/content/maﬂmﬂ%a\‘)é’\aw—imﬁﬂn

weiyan WuAa

Mansfield, P., Pinto, M. B. & Parente, D. H. (2003). Self-control and credit card use among
college students. Psychological Reports, 92(2), 1067-1078.

206


http://www.manager.co.th/iBizChannelNiewNews.aspx?NewsID=9570000043311
http://www.manager.co.th/iBizChannelNiewNews.aspx?NewsID=9570000043311
http://gotomanager.com/content/Maioinialdiml-UCitru

Manzur, E., Olavarrieta, S., Campos, P. H. & Farias, P. (2013). Store price promotion
strategies: An empirical study from Chile. Academia Revista Latinoamericana de
Administracion, 26(3), 356-372.

Mao, W. & Oppewal, H. (2010). Did | choose the right university? How post-purchase
information affects cognitive dissonance, satisfaction and perceived service quality.
Australasian Marketing Journal, 18, 28-35.

Marketeer. (2014a). Beauty product market share. Retrieved 3 September, 3, 2014, from: http:/
marketeer.co.th/2014/09/beauty-3/

Marketeer. (2014b). Four topics on the big cosmetics market. Retrieved September, 3. 2014,
from: http://marketeer.co.th/2014/07/4-cosmatic/

Marketeer (2016a). Beauty Product Market. Retrieved April, 4, 2016, from:

http://marketeer.co.th/2016/03/beauty-mkt-share-0316/

Marketeer (2016b). Makeup Market. Retrieved April, 4, 2016, from:

http://marketeer.co.th/2016/03/make-up-market-0316/

MarketingCharts. (2013). Consumers say discounts bring them back in-store, drive impulse
purchases. Retrieved June, 10, 2014, from: http://www.marketingcharts.com/traditional/
consumers-say-discounts-bring-them-back-in-store-drive-impul se-purchases-37825/

Marks, L. J. & Kamins, M. A. (1988). The use of product sampling and advertising: effects of
sequence of exposure and degree of advertising claim exaggeration on consumers
belief strength, belief confidence, and attitudes. Journal of Marketing Research,
25(August), 266-282.

Mattila, A. S. & Wirtz, J. (2001). Congruency of scent and music as adriver of in-store
evaluations and behavior. Journal of Retailing, 77(2), 273-2809.

Mattila, A. S. & Wirtz, J. (2008). The role of store environmental stimulation and social factors
on impulse purchasing. Journal of Services Marketing, 22(7), 562-567.

Maymand, M. M. & Ahmadinejad, M. (2011). Impulse buying: The role of store environmental
stimulation and situational factors (An empirical investigation). African Journal of
Business Management, 5(34), 13057-13065.

McAlexander, K. S. K. & Raoberts, S. D. (2003). Loyalty: The influences of satisfaction and
brand community integration. Journal of Marketing Theory and Practice, 11(4), 1-11.

McCollough, M. A. & Gremler, D. D. (2004). A conceptual model and empirical examination
of the effect of service guarantees on post-purchase consumption evaluations. Managing
Service Quality: An International Journal, 14(1), 58-74.

McDaniel, C. & Gates, R. (2001). Marketing Research Essentials. Cincinnati, OH: South-
Western College Publishing

McQuarrie, E. F. & Munson, M. J. (1986). The Zaichkowsky personal involvement inventory:
Modification and extension. In M. Wallendorf and P. Anderson (Eds), Advancesin
Consumer Research (36-40), 14. Provo, UT: Association for Consumer Research.

Mehrabian, A. & Russell, J. A. (1974). An Approach to Environmental Psychology. Cambridge,
MA: Massachusetts I nstitution of Technology.

Mehta, N. P. & Chugan, P. K. (2013). The impact of visual merchandising on impulse buying
behavior of consumer: A case from central mall of Ahmedabad India. Universal Journal
of Management, 1(2), 76-82.

207


http://marketeer.co.th/2014/09/beauty-3/
http://marketeer.co.th/2014/07/4-cosmatic/
http://marketeer.co.th/2016/03/beauty-mkt-share-0316/
http://marketeer.co.th/2016/03/make-up-market-0316/
http://www.marketingcharts.com/traditional/

Meng, F. & Xu, Y. (2012). Tourism shopping behavior: Planned, impulsive, or experiential?
International Journal of Culture, Tourism and Hospitality Research, 6(3), 250-265.

Merriam-Webster (n.d.). Definition of makeup. Retrieved February 14, 2015, from:
http://www.merriam-webster.com/dictionary/makeup

Meuter, M. L., Ostrom, A. L., Roundtree, R. |. & Bitner, M. J. (2000). Self-service
technologies: Understanding customer satisfaction with technology-based service
encounters. Journal of Marketing, 64(July), 50-64.

Mihi¢, M. & Kursan, |. (2010). Influence of demographic and individua difference factors on
impulse buying. Market, 22(1), 7-28.

Miles, J. & Shevlin, M. (1998). Effects of sample size, model specification and factor loadings
on the GF1in confirmatory factor analysis. Personality and Individual Differences, 25,
85-90.

Mills, J., Aronson, E. & Robinson, H. (1959). Selectivity in exposure to information. Journal of
Abnormal and Social Psychology, 59, 250-253.

Miller, D. T. & Ross, M. (1975). Self-serving biasesin the attribution of causality: Fact or
fiction?. Psychological Bulletin, 82, 213-225.

Milliman, R. E. (1982). Using background music to affect the behavior of supermarket
shoppers. Journal of Marketing, 46(3), 86-91.

Milliman, R. E. (1986). The influence of background music on the behavior of restaurant
patrons. Journal of Consumer Research, 13(2), 286-289.

Milliman, R. E. & Decker, P. J. (1990). The use of post-purchase communication to reduce
dissonance and improve direct marketing effectiveness. Journal of Business
Communication, 27, 159-170.

Mintel (2011). Colour cosmetics — UK. Retrieved February 14, 2015, from:
http://store.mintel.com/colour-cosmetics-uk-august-2011?cookie test=true

Mitchell, D. J. (1994). For the smell of it all: Functions and effects of olfaction in consumer
behavior. Advancesin Consumer Research, 21, 330-345.

Mitchell, V. W. & Boustani, P. (1994). A preliminary investigation into pre- and post-purchase
risk perception. European Journal of Marketing, 28(1), 56-71.

Mittal, B. (1989). A theoretical analysis of two recent measures of involvement. In Srull, T. K.
(Ed.), Advances in Consumer Research (pp. 697-702), Vol. 16. Provo, UT: Association
for Consumer Research.

Mittal, V., Katrichis, J. M. & Kumar, P. (2001). Attribute performance and customer
satisfaction over time: Evidence from two field studies. Journal of Services Marketing,
15(5), 343-356.

Mittal, V., Kumar, P. & Tsiros, M. (1999). Attribute-level performance, satisfaction and
behavioral intentions over time: A consumption system approach. Journal of Marketing,
63(2), 88-101.

Mittelstaedt, R. (1969). A dissonance approach to repeat purchasing behavior. Journal of
Marketing Research, 6(4), 444-446.

Mochis, G. P. (1978). Acquisition of the consumer role by adolescents. Research Monograph, 82.

Mohan, G., Sivakumaran, B. & Sharma, P. (2013). Impact of store environment on impulse
buying behavior. European Journal of Marketing, 47(10), 1711-1732.

208


http://www.merriam-webster.com/dictionary/makeup
http://store.mintel.com/colour-cosmetics-uk-august-2011?cookie

Moliner, M. A., Sanchez, J., Rodriguez, R. M. & Callarisa, L. (2007). Perceived relationship
quality and post-purchase perceived value. European Journal of Marketing, 41(11/12),
1392-1422.

Moore, S. E. (2003). Inconsistency-as-information: An examination of the effects of incidental
positive and negative affect on the cognitive dissonance reduction process (Thesis).
University of Alberta, Edmonton, Canada.

Morgan, N. A. & Rego, L. L. (2006). The value of different customer satisfaction and loyalty
metrics in predicting business performance. Marketing Science, 25(5), 426-439.

Morris, E. W. (1977). A normative deficit approach to consumer satisfaction. In H. K. Hunt
(Ed.), Conceptualization and Measurement of Consumer Satisfaction and
Dissatisfaction (pp. 240-274). Cambridge, MA: Marketing Science Institute.

Morrison, M., Gan, S., Dubelaar, C. & Oppewal, H. (2011). In-store music and aroma influences
on shopper behavior and satisfaction. Journal of Business Research, 64(6), 558-564.

Mourni, N. (2005). A consumer-based assessment of alliance performance: An examination of
consumer value, satisfaction and post-purchase behavior (Dissertation). University of
Central Florida, Florida, USA.

Mowen, J. C. & Minor, M. (1998). Consumer Behavior. Upper Saddle River, NJ: Prentice Hall.

Mugge, R., Schifferstein, H. N. J. & Schoormans, J. P. L. (2010). Product attachment and
satisfaction: Understanding consumers' post-purchase behavior. Journal of Consumer
Marketing, 27(3), 271-282.

Muruganantham, G. & Bhakat, R. S. (2013). A review of Impulse Buying Behavior.
International Journal of Marketing Studies, 5(3), 149-160.

Myers, J. H. & Alpert, M. I. (1968). Determinant attributes: meaning and measurement.
Journal of Marketing, 32(4), 13-20.

Nadeem, M. M. (2007). Post-purchase dissonance: The wisdom of the 'repeat’ purchases.
Journal of Global Business Issues, 1(2), 183-193.

Ndubisi, N. 0. (2005). Customers behaviourial responses to sales promotion: The role of fear
of losing face. Asia Pacific Journal of Marketing and Logistics, 17(1), 32-49.

Ndubisi, N. 0. & Moi, C. T. (2006). Awareness and usage of promotional tools of Malaysian
consumers: The case of low involvement products. Management Research News,
29(1/2), 28-40.

Newell, S. J.,, Wu, B. T., Titus, P. A. & Petroshius, S. M. (2011). Therole of shopping
sophistication in creating satisfying purchase outcomes. American Journal of Business,
26(2), 129-144.

Ngobo, P. V. (2004). Drivers of customers' cross-buying intentions. European Journal of
Marketing, 38(9/10), 1129-1157.

Nguyen, T. T. M., Nguyen, T. D. & Barrett, N. J. (2007). Hedonic shopping motivations,
supermarket attributes, and shopper loyalty in transitional markets. Evidence from
Vietnam. Asia Pacific Journal of Marketing and Logistics, 19(3), 227-239.

Nishanov, B. & Ahunjonov, U. (2016). The influence of store characteristics on consumers
impulse buying behavior. Journal of International Business Research and Marketing,
1(3), 20-26.

Nunnally, J. (1967). Psychometric theory. New York, NY: McGraw-Hill.

209



O’Cass, A. & Lim, K. (2002). Understanding the younger Singaporean consumers view of
western and eastern brands. Asia Pacific Journal of Marketing and Logistics, 14(4), 54-79.

O'Neill, M. & Palmer, A. (2004). Cognitive dissonance and the stability of service quality
perceptions. Journal of Services Marketing, 18(6), 433-449.

Olaru, D., Purchase, S. & Peterson, N. (2008). From customer value to repurchase intentions
and recommendations. Journal of Business & Industrial Marketing, 23(8), 554-565.

Oliver, R. L. (1977). Effects of expectation and disconfirmation on postexposure product
evaluations: An alternative interpretation. Journal of Applied Psychology, 62(4), 480-486.

Oliver, R. L. (1980). A cognitive model of the antecedent and consequences of satisfaction
decisions. Journal of Marketing Research, 17, 460-469.

Oliver, R. L. (1992). An investigation of the attribute basis of emotion and related affectsin
consumption: Suggestions for a stage-specific satisfaction framework. In J. Sherry and
B. Sternthal (Eds), Advances in Consumer Research (pp. 237-244), Vol. 19. Provo, UT:
Association for Consumer Research.

Oliver, R. L. (1997). Satisfaction: A behavioral perspective on the consumer. New York, NY:
McGraw-Hill.

Oliver, R. L. (2009). Satisfaction: A behavioral perspective on the consumer. London: M.E.
Sharpe.

Olsen, S. 0. (2007). Repurchase loyalty: The role of involvement and satisfaction. Psychology
and Marketing, 24(4), 315-341.

Ong, B. S. (1999). Determinants of purchase intentions and stock-piling tendency of bonus
packs. American Business Review, 17(1), 57-64.

Oshikawa, S. (1969). Can cognitive dissonance theory explain consumer behavior? Journal of
Marketing, 33(4), 44-49.

Parasuraman, A., Zeithaml, V. A. & Berry, L. L. (1994). Moving forward in service quality
research: Measuring different customer-expectation levels, comparing alternative scales
and examining the performance-behaviora intentions link, Working Paper. Report
Number 94-114, Marketing Science Institute.

Parboteeah, D. V. (2005). A model of online impulse buying: An empirical study (Dissertation).
Washington State University, Washington, USA.

Park, |., Cho, J. & Rao, H. R. (2012). The effect of pre- and post-service performance on
consumer evaluation of online retailers. Decision Support Systems, 52(2),415-426.

Park, J. E. & Choi, E. J. (2013). Consequences of impulse buying cross-culturally: A
qualitative study. International Journal of Software Engineering and Its Applications,
7(1), 247-259.

Park, E. J. & Kim, E. Y. (2008). Effects of consumer tendencies and positive emotion on
impulse buying behavior for apparel. Journal of the Korean Society of Clothing and
Textiles, 32(6), 980-990.

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

Park, J. & Lennon, S. J. (2006). Psychological and environmental antecedents of impulse
buying tendency in the multichannel shopping context. Journal of Consumer Marketing,
23(2), 56-66.

210



Patterson, P. (1993). Expectations and product performance as determinants of satisfaction for
a high-involvement purchase. Psychology and Marketing, 10(5), 449-465.

Patterson, P. G. & Johnson, L. W. (1995). Focal brand experience and product-based norms as
moderators in the satisfaction formation process. Journal of Consumer Satisfaction,
Dissatisfaction and Complaining Behavior, 8, 4-17.

Patterson, P., Johnston, W. & Spreng, R. (1997). Modeling the determinants of customer
satisfaction for business-to-business professional services, Journal of the Academy of
Marketing Science, 25(1), 4-28.

Peattie, S. & Peattie, K. (2003). Sales promotion. In M. J. Baker (Ed.), The Marketing Book,
Oxford: Butterworth-Heinemann.

Peck, J. & Childers, T. L. (2006). If | touch it | have to haveit: Individual and environmental
influences on impul se purchases. Journal of Business Research, 59(6), 765-7609.

Peters, T. (1988). Thriving on chaos. New York, NY: Alfred A. Knopf.

Phoosangthong, C. & Sermsiriwiwat, N. (2006). How to whiten the market? A study of single
women behavior of whitening products in Thailand (Thesis). Milardalen University,
Visteras, Sweden.

Phophueksanand, N. (2015). Research methodology: Principle, concept and strategy research
report, Bangkok: Expernet.

Phupoksakul, N. (2005). Cosmetic market in Thailand U.S. & Foreign Commercial Service
and U.S Department of State. Retrieved April 27, 2015 from:
http://www.scribd.com/doc/36661126/Cosmetic-Market-in-Thailand#scribc

Pieters, R., Koelemeijer, K. & Roest, H. (1995). Assimilation processesin service satisfaction
formation. International Journal of Service Industry Management, 6(3), 17-33.

Pieters, R. G. M. & Zwick, R. (1993). Hindsight bias in the context of a consumption
experience. European Advances in Consumer Research, 1, 307-311.

Piron, F. (1991). Defining impulse purchasing. In R. H. Holman and M. R. Solomon (Eds.).
Advances in Consumer Research (pp. 509-514), 18, Provo, UT: Association for
Consumer Research.

Ponbamrung, A. & Chandsawang, S. (2009). The impact of brand on Thai female consumer in
purchase decision of foreign makeup products (Thesis). Mélardalen University,
Visteras, Sweden.

Positioning. (2014). The average age of Thai teenagersto start wearing make-up is fifteen
years old. Retrieved September, 10, 2014, from: http://www.positioningmag.com/
content/d WeaguIng-15-Ausnniiudd

Positioning (2016). Beauty Products Market in Thailand in 2016. Retrieved April, 4, 2016,
from: http://www.positioningmag.com/content/62883

Puri, R. (1996). Measuring and modifying consumer impulsiveness: A cost-benefit accessibility
framework. Journal of Consumer Psychology, 5(2), 87-113.

Quester, P. & Lim, A. L. (2003). Product involvement/brand loyalty: Is there alink? Journal of
Product & Brand Management, 12(1), 22-38.

Raghunathan, T. S, Rao, S. S. & Salis, L. E. (1997). A comparative study of quality practices:
USA, Chinaand India. Industrial Management & Data Systems, 97(5), 192-200.

211


http://www.scribd.com/doc/36661126/Cosmetic-Market-in-Thailand#scribd
http://www.positioningmag.com/content/62883

Ray, M. L. (1973). Marketing communication and the hierarchy of effects. In P. Clark (Ed.).
New Models for Mass Communications Research. Beverly Hills, CA: Sage.

Reinartz, W. Thomas, J. S. & Bascoul, G. (2008). Investigating cross-buying and customer
loyalty. Journal of Interactive Marketing, 22(1), 5-20.

Reisinger, Y. (2009). International Tourism: Cultures and Behavior. MA: Elsevier.

Reichheld, F. F., Markey Jr., R. G. & Hopton, C. (2000). The loyalty effect — The relationship
between loyalty and profits. European Business Journal, 12(3), 134-139.

Reichheld, F. F. & Sasser JR., W. E. (1990). Zero defections: Quality comes to services.
Harvard Business Review, 68(5), 105.

Reichheld, F. & Teal, T. (1996). The Loyalty Effect. Boston, MA: Harvard Business School
Press.

Reungsinpinya, M. (2011). Comparison of marketing strategies between Japanese and Korean
cosmetics companiesin Thailand's market (Thesis). Waseda University, Tokyo, Japan.

Richins, M. L. (1983). Negative word-of-mouth by dissatisfied consumers: A pilot study.
Journal of Marketing, 47(1), 68-78.

Robbins, S. P. & Judge, T. A. (2009). Organizational Behavior. Upper Saddle River, NJ:
Pearson, Prentice Hall. 13th edition.

Robert, J. A. & Jones, E. (2001). Money attitudes, credit card use, and compulsive buying
among American college students. Journal of Consumer Affairs, 35(2), 213-240.

Rook, D. W. (1987). The buying impulse. Journal of Consumer Research, 14(2), 189-199.

Rook, D. W. & Fisher, R. J. (1995). Normative influence on impulsive buying behavior.
Journal of Consumer Research, 22(3), 305-313.

Rook, D. W. & Gardner, M. P. (1993). In the mood: Impulse buyings’ affective antecedents. In
J A. Costaand R. W. Belk (Eds.), Research in Consumer Behavior (pp. 1-28), 6.
Greenwich, CY: JAI Press.

Rook, D. W. and Hoch, S. J. (1985). Consumer impulses. In M. B. Holbrook and E. C.
Hirschman (Eds.), Advances in Consumer Behavior (pp. 23-27), 12. Provo, UT:
Association for Consumer Research.

Rosen, S. (1961). Postdecision affinity for incompatible information. Journal of Abnormal and
Social Psychology, 63, 188-190.

Rousseau, J. A. (2008). Manual de Distribui¢do, Principia, Sdo Jodo do Estoril.

Rundle-Thiele, S. & Mackay, M. M. (2001). Assessing the performance of brand loyalty
measures. Journal of Services Marketing, 15(6/7), 529-545.

Rust, R. T. & Oliver, R. L. (1994). Service Quality. New Dimensionsin Theory and Practices.
Newbury Park, CA: Sage.

Ryu, K. & Han, H. (2010). Influence of the quality of food, service, and physical environment
on customer satisfaction and behavioral intention in quick-casual restaurants:
Moderating role of perceived price. Journal of Hospitality & Tourism Research, 34(3),
310-329.

Sae-Jiu, S. (2007). Consumer perception and attitude towards foreign versus domestic appar el
in Thailand (Thesis). University of Nottingham, Nottingham, UK.

Saleem, M. A., Ali, R. A. & Ahmad, S. (2012). Post purchase cognitive dissonance: Impact of
product involvement, impulse buying and hedonic consumption tendencies.
Interdisciplinary Journal of Contemporary Research in Business, 4(5), 1051-1060.

212



Saleh, M. A. H. (2012). Aninvestigation of the relationship between unplanned buying and
post-purchase regret. International Journal of Marketing Sudies, 4(4), 106-120.

Sambandam, R. & Lord, K. (1995). Switching behavior in automobile markets: A
consideration-sets model. Journal of the Academy of Marketing Science, 23, 57-65.

Santos, C. P. D. & Basso, K. (2012). Price unfairness: The indirect effect on switching and
negative word-of-mouth. Journal of Product & Brand Management, 21(7), 547-557.

Sarangapani, A. & Mamatha, T. (2009). Rural consumer: Post-purchase behavior and
consumerism. ASBM Journal of Management, 2(1), 176-208.

Schelesinger, L. & Heskett, J. (1991). Breaking the cycle of failuresin services. Soan
Management Review, 32(3), 17-28.

Schonberger, R. J. (1992). Is strategy strategic: Impact of total quality management on strategy.
Academy of Management Executives, 6(3), 80-87.

Schor, J. B. (1998). The Overspent American: Upscaling, downshifting, and the new consumer.
New York, NY: Basic Books.

Schrauger, J. S. (1975). Responses to evaluations as a function of initial self-perceptions.
Psychological Bulletin, 82(4), 581-596.

Schwartz, N. (2010). Feelings-as-information theory. In P. V.Lange, A. Kruglanski, and E. T.
Higgins (Eds.), Handbook of Theories of Social Psychology. Sage.

Schwartz, N. & Clore, G. L. (1983). Mood, misattribution, and judgments of well-being:
Informative and directive functions of affective states. Journal of Personality and Social
Psychology, 45, 513-523.

Sehrawet, M. & Kundu, S. C. (2007). Buying behavior of rural and urban consumersin India:
Theimpact of packaging. International Journal of Consumer Studies, 31(6), 630-638.

Seiders, K., Voss, G. B., Grewal, D. & Godfrey, A. L. (2005). Do satisfied customers buy
more? Examining moderating influences in aretailing context. Journal of Marketing,
69(4), 26-43.

Seines, F. (1993). An examination of the effect of product performance on brand reputation,
satisfaction and loyalty. Journal of Product & Brand Management, 2(4), 45-60.

Sevdalis, N., Kokkinaki, F. & Harvey, N. (2008). Anticipating a regrettable purchase:
Implications of erroneous affective forecasting for marketing planning. Marketing
Intelligence & Planning, 26(4), 375-384.

Shaffer, T. & Sherrell, L. (1997). Customer satisfaction with health-care services: The
influence of involvement. Psychology and Marketing, 14(3), 261-285.

Shankar, A., Cherrier, H. & Canniford, R. (2006). Consumer empowerment: A foucauldian
interpretation. European Journal of Marketing, 40(9), 1013-1030.

Shao, W. & Shao, G. (2011). Understanding choice-goal compatibility, dissonance and
decision satisfaction. Australasian Marketing Journal, 19(1), 14-21.

Shapiro, J. M. (1992). Impulse buying: A new framework. Developments in Marketing Science,
15, 76-80.

Sharifi, S. S. & Esfidani, M. R. (2014). The impacts of relationship marketing on cognitive
dissonance, satisfaction, and loyalty: The mediating role of trust and cognitive
dissonance. International Journal of Retail & Distribution Management, 42(6), 553-575.

Sharma, M. K. (2014). The impact on consumer buying behavior: Cognitive dissonance. Global
Journal of Finance and Management, 6(9), 833-840.

213



Sharma, S., Mukherjee, S., Kumar, A. & Dillon, W. R. (2005). A simulation study to investigate
the use of cutoff values for assessing model fit in covariance structure models. Journal of
Business Research, 58(1), 935-943.

Shemwell, D. J., Yavas, U. & Bilgin, Z. (1998). Customer-service provider relationships: An
empirical test of amodel of service quality, satisfaction and Relationship oriented
outcome. International Journal of Service Industry Management, 9, 155-168.

Shen, K. N. & Khalifa, M. (2012). System design effects on online impulse buying. Internet
Research, 22(4), 396-425.

Sherman, E., Mathur, A. & Smith, R. B. (1997). Store environment and consumer purchase
behavior: Mediating role of consumer emations. Psychology and Marketing, 14(4), 361-378.

Sheth, J. N. (1970). Are there differences in dissonance reduction behavior between students
and housewives? Journal of Marketing Research, 7(2), 243-245.

Sheth, J. N. (1973). A model of industrial buyer behavior. The Journal of Marketing, 37(4), 50-56.

Shi, Y., Cheung, K. & Prendergast, G. (2005). Behavioural response to sales promotion tools: A
Hong Kong study. International Journal of Advertsing, 24(4), 467-486.

Shimp, T. A. (2003). Advertising, Promotion, and Supplemental Aspects of Integrated Marketing
Communications. United States of America: Thomson South-Western. 6th edition.

ShopSmart Magazine (2009, November).

Shukla, P. (2004). Effect of product usage, satisfaction and involvement on brand switching
behavior. Asia Pacific Journal of Marketing and Logistics, 16(4), 82-104.

Shultz, C. J. & Pecotich, A. (1997). Marketing and development in the transition economies of
Southeast Asia: Policy explication, assessment, and implications. Journal of Public
Policy & Marketing, 16(1), 55-68.

Siamturakij. (2015). Convenient beauty. Retrieved February, 13, 2015, from:
http://siamturakij.com/main/news_content.php?nt=4&nid=3952

Silvera, D. H., Lavack, A. M. & Kropp, F. (2008). Impulse buying: The role of affect, social
influence, and subjective wellbeing. Journal of Consumer Marketing, 25(1), 23-33.

Simpson, P. M., Siguaw, J. A. & Cadogan, J. W. (2008). Understanding the consumer
propensity to observe. European Journal of Marketing, 42(1), 196-221.

Sirhindi, A. (2010). A critical review of in-store and online impul se purchase behavior
(Thesis). Oklahoma State University, Oklahoma, USA.

Slama, M. E. & Tashchian, A. (1985). Selected socioeconomic and demographic characteristics
associated with purchasing involvement. Journal of Marketing, 49(Winter), 72-82.
Smith, R. E. (1993). Integrating information from advertising and trial: Processes and effects on

consumer response to product information. Journal of Marketing Research, 30(2), 204-219.

Smith, W. (1989). Trends in retail lighting: An intelligent design approach. International
Journal of Retail and Distribution Management, 17(5), 30-32.

Smith, J. B. & Bristor, J. M. (2006). Uncertainty orientation: Explaining differencesin
purchase involvement and external search, Psychology and Marketing, 11(6), 587-607.

Smith, R. E. & Swinyard, W. R. (1983). Attitude-behavior consistency: The impact of product
trial versus advertising. Journal of Marketing Research, 20(August), 257-267.

Smith, R. E. & Swinyard, W. R. (1988). Cognitive response to advertising and trial: Belief
strength, belief confidence and product curiosity. Journal of Advertising, 17(3), 3-14.

214


http://siamturakij.com/maininews_content.php?nt=4&nid=3952

Soars, B. (2009). Driving sales through shoppers sense of sound, sight, smell and touch.
International Journal of Retail and Distribution Management, 37(3), 286-298.

Soidb (n.d.). Shoping Centersin Bangkok. Retrieved July 14, 2014, from:
http://th.soidb.com/bangkok/shop/index.html

Solnick, J. V., Kannenberg, C. H., Eckerman, D. A. & Waller, M. B. (1980). An experimental
analysis of impulsivity and impulse control in humans. Learning and Motivation, 11, 61-77.

Solomon, M. R. (2001). Consumer behavior. New Jersey: Prentice-Hall.

Solomon, M., Bamossy, G., Askegaard, S. & Hogg, M. K. (2006). Consumer behavior: A
European perspective. Harlow: Prentice Hall. 3 edition.

Soureli, M., Lewis, B. R. & Karantinou, K. (2008). Factors that affect consumers' cross-buying
intention: A model for financial services. Journal of Financial Services Marketing,
13(1), 5-16.

Soutor, G. N. & Sweeney, J. C. (2003). Are there cognitive dissonance segments? Australian
Journal of Management, 28(3), 227-249.

Spangeberg, E. R., Sprott, D. E., Grohmann, B. & Smith, R. J. (2003). Mass-communicated
prediction requests: Practical application and a cognitive dissonance explanation for
self-prophecy. Journal of Marketing, 67(3), 47-62.

Spector, A. J. (1956). Expectations, fulfillment and morale. Journal of Abnormal and Social
Psychology, 52(January), 51-56.

Spies, K., Hesse, F. & Loesch, K. (1997). Store atmosphere, mood and purchasing behavior.
International Journal of Research in Marketing, 14(1), 1-17.

Steele, C. M. (1988). The psychology of self-affirmation: Sustaining the integrity of the self. In
L. Berkowitz (Eds.). Advances in Experimental Social Psychology (pp. 261-302),21.
San Diego: Academic Press.

Steiger, J. H. (2007). Understanding the limitations of global fit assessment in structural
eguation modeling. Personality and Individual Differences, 42(5), 893-898.

Stelb, M., Giraldo, M. & Eggleton, M. (2013). Global beauty industry. Credit Suisse.

Stern, H. (1962). The significance of impulse buying today. Journal of Marketing, 26(2), 59-62.

Stone, J. & Cooper, J. (2003). The effect of self-attribute relevance on how self-esteem
moderates attitude change in dissonance process. Journal of Experimental Social
Psychology, 39, 508-515.

Stone, R. N. & Gronhaug, K. (1993). Perceived risk: Further considerations for the marketing
discipline. European Journal of Marketing, 27(3), 39-50.

Straits, B. C. (1964). The pursuit of the dissonant consumer. Journal of Marketing, 28(3), 62-
66.

Strayhorn, J. N. (2002). Self-control: Theory and research. Journal of the American Academy of
Child and Adolescent Psychiatry, 41(1), 7-16.

Strizhakova, Y., Coulter, R. A. & Price, L. L. (2008). The meaning of branded products: A
cross-national scale development and meaning assessment, International Journal of
Research in Marketing, 25, 82-93.

Summers, J. 0. & Granbois, D. H. (1977). Predictive and normative expectations in consumer
satisfaction and complaining behavior. In W. D. Perreault (Ed.), Advances in Consumer
Research (pp. 155-158). Atlanta, GA: Association for Consumer Reserch.

215


http://th.soidb.com/bangkok/shop/index.html

Surathomtawee, S. & Pachravanich, K. (2011). Factors affecting condominium buying
decisions of consumers case study: Bangkok. The 12th Khon Kaen University 2011
Graduate Research Conference, 1353-1359.

Sureshchandar, G. S., Rajendran, C. & Anantharaman, R. N. (2002). The relationship between
service quality and customer satisfaction — A factor specific approach. Journal of
Services Marketing, 16(4), 363-379.

Swan, J. E. & Oliver, R. (1985). Automobile buyer satisfaction with the salesperson related to
equity and disconfirmation. In Hunt, H. K. and Day, R. L. (Eds.), Consumer
Satisfaction, Dissatisfaction and Complaining Behavior. Bloomington, IN: Indiana
University Press.

Swan, J. E., Trawick, |. F. & Carroll, M. G. (1982). Satisfaction related to predictive, desired
expectations: A field study. In H. K. Hunt and R. L. Day (Eds.), New Findings on Consumer
Satisfaction and Complaining (pp. 15-22). Bloomington, IN: Indiana University.

Sweeney, J. C., Hausknecht, D. & Soutar, G. N. (2000). Cognitive dissonance after purchase: A
multidimensional scale. Psychology & Marketing, 17(5), 369-385.

Swan, J. & Oliver, R. (1989). Postpurchase communications by consumers. Journal of
Retailing, 65, 516-533.

Szymanski, D. M. & Hanard, D. H. (2001). Customer satisfaction: A meta-analysis of the
empirical evidence. Journal of the Academy of Marketing Science, 29(1), 16-35.

Tabachnick, B. G. & Fidell, L. S. (2007). Using Multivariate Satistics. NY: Allyn and Bacon.
4th o,

Telei, E. E., Maden, C. & Kantur, D. (2011). The theory of cognitive dissonance: A marketing
and management perspective. Procedia Social and Behavioral Sciences, 24, 378-386.

Thamizhvanan, A. & Xavier, M. J. (2013). Determinants of customers online purchase intention:
Anempirical study in India. Journal of Indian Business Research, 5(1), 17-32.

Thompson, C. J. & Haytko, D. L. (1997). Speaking of fashion: Consumers' uses of fashion
discourses and the appropriation of countervailing cultural meanings. Journal of
Consumer Research, 24(1), 15-42.

Thompson, C., Locander, W. & Pollio, H. R. (1990). The lived meaning of free choice: An
exi stential-phenomenol ogical description of everyday consumer experiences of
contemporary married woman. Journal of Consumer Research, 17(3), 346-361.

Thu, N. H. & Gizaw (2014). Factors influence consumer purchase decision of private label food
products: A case study of |CA Basic (Thesis). Milardalen University, Visteras, Sweden.

Tinne, W. S. (2010). Impulse purchasing: A literature Overview. ASA University Review, 4(2), 65-73.

Tinne, W. S. (2011). Factors affecting impulse buying behavior of consumers at Superstoresin
Bangladesh. ASA University Review, 5(1), 209-220.

Tokunga, H. (1993). The use and abuse of consumer credit: Application of psychological
theory and research. Journal of Economic Psychology, 14, 285-316.

Trading Economics. (2015). Thailand GDP. Retrieved March, 8, 2015, from:
http://www.tradingeconomics.com/thailand/gdp

Tse, D. & Wilton, P. (1988). Models of consumer satisfaction formation: An extension. Journal
of Marketing Research, 25(May), 35-46.

Tung, G. S., Kuo, C. J. & Kuo, Y. T. (2011). Promotion, switching barriers, and loyalty.
Australian Journal of Business and Management Research, 1(2), 30-44.

216


http://www.tradingeconomics.com/thailand/gdp

Turley, L. W. & Milliman, R. E. (2000). Atmospheric effects on shopping behavior: A review
of the experimental evidence. Journal of Business Research, 49(2), 193-211.

Tuu, H. H., Anh, N. T. K., Olsen, S. 0. & Vassdal, T. (2010). Explaining repurchase intention
towards in Vietnam: The extension of the theory of planned behavior. ZIFET 2010
Montpellier Proceedings, 1-12.

Tuu, H. H. & Olsen, S. 0. (2009). Food risk and knowledge in the satisfaction-loyalty
relationship. Asia Pacific Journal of Marketing and Logistics, 21(4),521-536.

Ueacharoenkit, S. (2011). Experiential marketing— A consumption of fantasies, feelings and
fun: An investigation of the relationship between brand experience and loyalty within
the context of the luxury cosmetics sector in Thailand (Dissertation). Brunel University,
London, UK.

Ueacharoenkit, S. (2012). Investigating the relationship between brand experience and loyalty:
The study of luxury cosmetic brand in Thailand. Brunel Business School — Doctoral
Symposium, p. 1-12.

Underhill, P. (1999). Why we buy: The science of shopping. New Y ork: Simon & Schuster.

University of the Thai Chamber of Commerce (2014). Outstanding Business 2015. Retrieved
April 27, 2015, from: http://www.thaichamber.org/scripts/detail.asp?aNEWSID=13931

US Commercial Service (2008). Doing Businessin Thailand: A Country Commercial Guide for
U.S Companies. Retrieved March 15, 2016 from:
http://www.buyusa.gov/thailand/en/ccg.html

US Commercial Service Hong Kong (2015). Cosmetics & toiletries market overview 2015 (Report)

Venkatesan, R. and Kumar, V. (2004). A customer lifetime value framework for customer
selection and optimal resource allocation strategy. Journal of Marketing, 68(October),
106-125.

Verhagen, T. & Van Dolen, W. (2011). The influence of online store beliefs on consumer
online impulse buying: A model and empirical application. Information & Management,
48, 320-327.

Verhallen, T. M. M. & Van Raaij, W. F. (1986). Wow consumers trade off behavioural costs
and benefits. European Journal of Marketing, 20(3/4), 19-34.

Verhoef, P. C. (2003). Understanding the effect of customer relationship management efforts
on customer retention and customer share devel opment. Journal of Marketing, 67(4),
30-45.

Verhoef, P. C., Franses, P. H. & Hoekstra, J. C. (2001). The impact of satisfaction and payment
equity on cross-buying: A dynamic model for a multi-service provider. Journal of
Retailing, 77(3), 359-378.

Verplanken, B. & Herabadi, A. G. (2001). Individual differences in impulse buying tendency:
Feeling and no thinking. European Journal of Personality, 15(1), S71-S83.

Verplanken, B., Herabadi, A. G., Perry, J. A. & Silvera, D. H. (2005). Consumer style and health:
Therole of impulsive buying in unhealthy eating. Psychology and Health, 20, 429-441.

Virvilaite, R., Saladiené, V. & Zvinklyte, J. (2011). The impact of external and internal stimuli
on impulsive purchasing. Economics and Management, 16, 1329-1336.

Vohs, K. D. & Faber, R. J. (2007). Spent resources. Self-regulatory resource availability affects
impulse buying. Journal of Consumer Research, 33(4), 537-547.

217


http://www.thaichamber.org/scripts/detail.asp?nNEWSID=13931
http://www.buyusa.gov/thailand/en/ccg.html

Wang, C. H. & Ha, S. (2011). Store attributes influencing relationship marketing: A study of
department stores. Journal of Fashion Marketing and Management, 15(3), 326-344.

Wansink, B. (1994). The dark side of consumer behavior: Empirical examinations of impulsive
and compulsive consumption. In C. T. Allen and D. R. John (Eds.), Advancesin
Consumer Research (508), 21, Provo, UT: Association for Consumer Research.

Watkins, T. (1984). Consumer purchasing of low-involvement goods: Routine or impul se?
Marketing Intelligence and Planning, 2(2), 51-66.

Walker, R. (2012). Are emerging markets a safe haven for beauty? Global Cosmetics Industry.

Welles, G. (1986). We're in the habit of impulsive buying, USA Today, May 21, 1.

Wells, J. D., Parboteeah, V. & Valacich, J. S. (2011). Online impulse buying: Understanding
the interplay between consumer impulsiveness and website quality. Journal of the
Association for Information Systems, 12(1), 32-56.

Westbrook, R. A. (1987). Product/consumption-based affective responses and post-purchase
process. Journal of Marketing Research, 24, 258-270.

Weinberg, P. & Gottwald, W. (1982). Impulsive consumer buying as a result of emotions.
Journal of Business Research, 10(1), 43-57.

Weun, S, Jones, M. A. & Bestty, S. E. (1998). The development and validation of the impulse
buying tendency scale. Psychological Reports, 82(3), 1123-1133.

Wheaton, B. Muthen, B., Alwin, D. & Summers, G. (1977). Assessing reliability and stability
in panel models. Sociological Methodology, 8(1), 84-136.

White, C. & Yu, Y. T. (2005). Satisfaction emotions and consumer behavioral intentions.
Journal of Services Marketing, 19(6), 411-420.

Wilson, A. (2003). Marketing Research: An Integrated Approach Essex: Pearson Education

Winzar, H. (1992). Product classifications and marketing strategy. Journal of Marketing
Management, 8, 259-268.

Wirtz, J. & Bateson, J. E. G. (19994). Customer with services: Integrating the environment
perspective in services marketing into traditional disconfirmation paradigm. Journal of
Business Resear ch, 44, 55-66.

Wirtz, J. & Bateson, J. E. G. (1999b). Introducing uncertain performance expectationsin
satisfaction models for services. International Journal of Service Industry Management,
10(1), 82-99.

Wong, N. Y. C. (1996). American rationality and Chinese reality: A study of regret, dissonance
and the self (Dissertation). University of Michigan, Michigan, USA.

Wood, M. (1998). Socio-economic status, delay of gratification, and impulse buying. Journal
of Economic Psychology, 19(3), 295-320.

Woodruff, R. B., Cadotte, E. R. & Jenkins, R. L. (1983). Modeling consumer satisfaction
processing using experience-based norms. Journal of Marketing Research, 20(August),
296-304.

Wright, P. (1974). Analyzing media effects on advertising responses. Public Opinion
Quarterly, 38, 192-205.

Wu, Y. L. & Chen, Y. S. (2012). The analysis of consumer purchasing behavior on cosmetics.
Journal of Advanced Computational Intelligence and Intelligent Informatics, 16(3),
425-429.

218



Wyer, R. S. & Carlston, D. E. (1979). Social Cognition, Inference, and Attribution. Hillsdale,
NJ: Erlbaum.

Wyer,R. S, Clore, G. L., & Ishell, L. M. (1999). Affect and information processing. In M.P.
Zanna (Ed.). Advancesin Experimental Social Psychology. San Diego, CA: Academic
Press.

Yalch, R. & Spangenberg, E. (1990). Effects of store music on shopping behavior. The Journal
of Services Marketing, 4(1), 31-39.

Yan, Z. (2006). Theoretical analysis and cultivation countermeasure of customer loyalty in
hotel enterprise. Canadian Social Science, 2(6), 104-107.

Y ang, W. (2006). The study on customer's impulse buying. Market Research, 6, 46-49.

Yang, D. J,, Huang, K. C. & Feng, X. (2011). A study of the factors that affect the impulsive
cosmetics buying of female consumers in Kaohsiung. International Journal of Business
and Social Science, 2(24), 275-282.

Yano Research Institute (2014). Cosmetics marketsin 5 ASEAN countries: Key research
findings 2014. Research Summary.

Yi, Y. (1990). A critical review of consumer satisfaction. InV. Zeithaml (Ed.), Review of
Marketing (pp. 68-123), Chicago, IL: American Marketing Association.

Yoo, C., Park, J. & Maclnnis, D. J. (1998). Effects of store characteristics and in-store
emotional experiences on store attitude. Journal of Business Research, 42(3), 253-263.

Youn, S. H. & Faber, R. J. (2000). Impulse buying: Its relation to personality traits and cues. In
S. J. Hoch and R. J. Meyer (Eds.). Advances in Consumer Research (pp. 179-185) Vol.
27. Provo, UT: Association for Consumer Research.

Zeelenberg, M. & Pieters, R. (2007). A theory of regret regulation 1.1. Journal of Consumer
Psychology, 17(1), 3-18.

Zeelanberg, M., van Dijk, W. W., van der Pligt, J., Manstead, A. S. R., van Empelen, P. &
Reinderman, D. (1998). Emotional reactions to the outcomes of decisions: The role of
counterfactual thought in the experience of regret and disappointment. Organizational
Behavior and Human Decision Processes, 75, 117-141.

Zeelanberg, M. & van Putten, M. (2005). The dark side of discounts: An inaction inertia
perspective on the post-promotion dip. Psychology & Marketing, 22, 611-622.

Zeithaml, V. (1988). Consumer perceptions of price, quality and value: A means-end model
and synthesis of evidence. Journal of Marketing, 52(July), 2-22.

Zeithaml, V. A., Berry, L. L. & Parasuraman, A. (1996). The behavioral consequences of
service quality. Journal of Marketing, 60(2), 31-46.

Zhang, Y. & Wang, F. (2010). The relationship between impulse buying, negative evaluations
and customer loyalty. Orient Academic Forum (pp. 131-139).

Zhuang, G., Tsang, A. S. L., Zhou, N., Li, F. & Nichals, J. A. F. (2006). Impacts of situational
factors on buying decisions in shopping malls. European Journal of Marketing, 40(1/2),
17-43.

Zikmund, W. G. (2003). Business Research Methods. Ohio: Thompson, South-Western. 7th edition.

Zineldin, M. (2006). The royalty of loyalty: CRM, quality and retention. The Journal of Consumer
Marketing, 23(7), 430-437.

219



APPENDIX |
SUMMARY TABLES OF THE ARTICLES RELATED TO IMPULSE BUYING,
COGNITIVE DISSONANCE, LEVEL OF SATISFACTION
AND POST-PURCHASE BEHAVIORAL INTENTIONS

220



U1ddoys 21035 [euonipeiay; ut 1ou 21015
auluo ul Joireyaq BuiAng as|ndwi 01 parpi

sters duad

wondape v Jd

ApAnsod ae JusWwaA|0AUL 1onpo.d pue Aouepus) awod o
BuiAng ansindw | seseydusd eindwo) - (Je1ndwoo) dy I P I
"9J035 BU1[uo 8y} Jou ‘Buiddoys Bu1Ang ssndwi JUSLWBA|OAUL JONPO.d =
8I0JS [euonIpes] Ul Joineysd BulAng asindwi Jaindwood auljuo - (Buiyioo) tuspuodss €y 10 0D
o1 per el ApAnsod ale JusWBA(0AUI Jonpo.d ssAfeue Bu1Ang asndwi JUSWBA|OAUI 19NPO.d - s m®T
oue £ouspue) BuiAng aasindwi| BuiyioD - uoissaibey Buipoo ai01s-U| - Kouepua) BuAng asnduwi - £ 8 ol ] do o7 O
Eo:_:\%c SseTpue AT Tene
diysuore el Jolreyaq BuiAng as|nduwu ~SSUOAS. uow ‘A1) ice|fene swi)
_mwO_Ho%wﬁﬁ& W ﬁ_ae_.@c iTesepouw SOlISLRIR.LL) [PUOLENIIS - 3210 § B3I
® oMY UONIULEP S8} pue AMjige|leAe ABUON - sasUodsafPRpoILS ty Avsnpu]
101reyeq BuiAng asindwi uo 1vedwi aAnsod seWNsUoD =
1UeD 1 IUB IS B 9/eY SISUOASI [RUO IOWS SAISO0d - (sonsteiereyo eloos syud wods 81y vs u
asuodsal feuonows aAnsod e uo 1edw ! 19941p Joineyeq | /UBISIP AuSIqUIR) SONS1IBIJR YD s 0S8 )R oz W@ H
ROITIUSIOARY SIS LBIJR JeyD USISep/IUSIqUIY - Orssal BuiAng ssndwi| [RIUSLULIOIAUS BI0IS - uope, dod eue D
APASIAWTANG o1 381y = pae
Busmolq alois-u| - poid o, ods
aseyound 1094fe 8AINISOd - oy Jow
asndwi pue Busmouqg a.1o1s-ul ‘10911 aAIRGsu 10944 SAIRROAN - u doys jeuol.a1
pue ‘199Je aAnsod Uo sousn [jul Jued 1jub s (na Kouepuey BulAng ssindwi| - sjuepuo 1Y YL Al 1
e aney (Aouapue) BuiAng as|ndwi pue JuewiAofus Surdo wewolue uddoys -
Buiddous) se|eren feucssed pue (Bie|ene yonen a[qe|ene ASUO - W3 08 WU D 61)
Asuow pue aw) ss|gelien [euoienlis - ™' aseyound ssndwi| a|ge|eAeawWl] - - odp id owaig | T 2dp® egd
dd
Joineyeq Buing ssindwi uo 1vedwi ue srey Yy urpagn &8
9|A1s 81| pue SANfeA 1N} ND JO SB|geLeA 31AIS A11nges - £ s puigwp o
3J1] pue 1921U0d dnoJb Ul ‘uonJesies eloueul) S9|0J Jopues) - or A1 Pl
‘9104 Jopuab ‘uondejsimes a4l ‘A1NJeS - § SA Bu uoIeIuS Lo A|lue -
'9)A15 81| pUe SANeA [eanynd o1 sRI33Yy 1021U00 dnoJB uj - apt .§
Jo sa|ceLren ay) Buowe diysuoieplesiaipyl - o1e[2.00) alfisay7 - o o0 81 ¥ I 1 0z) & o
~JoiReysq BuiAng esindwi ui seews ) pue se -1a1¢ Io1ReLRq uonTRSITES [eIoURUH - 7w, 1BS N S
S9 el Usameq aouasa 1) Ip 1uesijiubisesiaey] - spuad: pt BuiAng esindwi| - uondejsiesall - faADS 0 Ol g eyse 1 g
spol ozt TISH
suoisn[puoD pue sbulpulH Juens Py _MN_MM@_\H/_% mmocw:cmmcoo SIUBPBBIUY £ ._Ew»nul 14} [u oy od ( 2 101 T




loineyesq

Bu1Ang asndwii pue a1e1s a1 IUBI usamBg
punoy si uo e P1I0d dAIRBRU e IUBIS v
Joireyaq BulAng as|ndwii pue uoien e

as|ndw | uondwnsuo) -
uo1en [eAd SAIRWLION -

ous
qa  areddy :Ans puj

SAIRWLIOU UsamIaq pue ‘1oineyaq BulAng asindwi uouer 09 Bu1Ang asndwi
pUe 31e1s 9A1139 e UsaMiaq ‘Ioineyaq BuiAng TCUIS W - JO'seNnod jeus| - "JSIDATU
as|ndwi pue Aouspuel BulAng asndwii usamieq Aouspus) wINSdA  ION
punoysi uoiep.Iod aansod Juedubis v - 9 oleA BuiAng esindwi| - | syuapuods Q¢ g o8mjewoxn
sand JebbLy rue® Jo sedAy ] s1n‘euw uoisioap BuiAng as|indwi Jo s;uepm 91enoRIZIdTO N (6007)
3y Buowe sous 1P 1Wed 1 IUbIs ou siaeyl - erre 1 < aseyound asndwi auljuQ - sand Jebbuy eurIxg - T opws oupmddg | un pur S B
(goJnd AJoba71ed 10npoid -
Bu1Ang pauue|dun
pue aininj ay} Joy prebaisip 's3 zed pue
‘uoireseqipPp aARIub0I) onpor’ Anea  jeoy
'sadA1 10npoud snotLea ss900.4d 8A11IUBOD fenpIAIpU| - ‘sd d/sad
utaseyoind jo Aouenbs.y syl pue ‘BuiAng asindwii (JueweBeuew ‘ssouerjdde su 101 993
Jo (BulAng pauure|dun pue uoireqippP aANIUBOD) poow pue ‘uonowe ‘S HH08S: 008 [2 adde
S)usLodL0d ss300.d 8ANILB0D pue (JusLeBeueww BuiAngannisod ‘Ang 0186.n s3U9 s §aut krroud
poowl pue ‘uonows Buifng aansod ‘Ang a|qusisaull) Joireyaq BulAng siuopuodsal / /7 S OlLBA & 1S O
0190.n 8|qs1Sa.441) Slusuodod aA1094 e JO SWLi) as|ndwi Jo sjusuodwod (€007, sse3mng
Ul JueRYIP Auediiubis sl sapwsy pue SSRIN VAONY | SS900.d aA11094fe enpIAIpu| - us Kaaing > L, a. < p e 0D
SOI0F [Pl Jo SadAT
‘%812 SI BulAng asindwii Sjuepuodsal ST | (6T) SnoLeA :Aisnpu|
w04} pa1nsal safes Jo afiejusosed abesene ay] -
'S9fes 1Y) 9oNpal pjnom xeam Jad SelihsS Aonins MaIABIUL | SN UISDIONS |Ele) JO
sJnoy A1i04 01 sunoy Buuedo Jo uononpalay] - annduoseg Uidep-u| | ssfeue |\ uoie|ndod 6)4 0D
I308mUT
ul paes s1 Ansnpul
snes elen - 21J109ds ON :Ansnpu|
sauapual BuiAng asndwi uo 1edwii 189 aby -
weoubs e aney o pue sniess el ‘Jspuss) - VAQ - Bpuso - | SluspUOdsaI G/ T oneleres
Bu s abueyo pue BulAng asndwi 1541 Bueas abueyo Ul SeWNSU0D
ugaMeq diysuoiepJ Jued1iubis yeame sialyl - I 591393 - Joireyaq BulAng asindwi | spJfemoy Aouspua ] - Aonins auljuo :uonendod | (0TOZ) P1astefury
9z 1S o|dwes
b SPOYR N seouenbes S)UePEsSIU /poyle Ausnpu| (180 A) 10Ny
SUOISNDUOD puUe SbUIpU A Juens Py OIS RIS uoo JUSpERUY uo9||0D JJoire|ndod

erda




‘BuiAng asndwi1 uo Aouspusl

BuiAng asindwi Jo 10edwi 1981Ipe S8Ryl -
‘Buifng

asindw i pue ‘ssindwi uo Ang o18hun ‘Busmolq

Ainsindwi Ang 0y 86in 1p4 -

9I015-Ul ‘19840 aAITefu ‘19948 aAnsod uo 199}/ OISO - “saded ay3 u1 pa1yioads
saouaN|julaney Alljige|lere Asuow pue awli | - Busmouiq alos-u| - S| Aisnput Jo syonpoud
‘BulAng 1094Je 9AIRBaN - 214109ds ON :Ansnpu|
as|ndwi1 pue A1ljige|reAe Asuow Usamisg pue 184 Wwawolue Buiddoys - | siuapood 2 96t
‘Busmolq a103s-ul pue Adsuapua)l BulAng asndwii one a|qe|ene ASUoiN - Siwnsuod 0I0C e. wiyel
uoamiaqg sdiysuo e pl aAleBau are 8y - r » 8a ngs oa a|qe|ereawl] - A S Ueluel| :uolrndod U J9e ARY
{®otreuiuuop pue Tesnoke f
‘aunsea|d) sefels feuonows - eueb|V Jo 1semayl ul
“JUBLULIOJIAUD ainssaid swil] - SP[INO |l |eus ‘s|ew
2101s pue Buipmoo penosed |eleno (fe1reds pue Buipmosd Buiddous ‘ssnbinog
Aq paouanjul Apuesiyubs si BuiAng ssndwi | - uvewiny) Buipmolo panpdled - 'S91035 JUsWILIedop
9101S 8] Ul Juads aw) 01 paleeJ S1aoleu o - Is & (eouessisse puuossed | swerood & 59 'S9I05S [esRURD) (Ausnpu|
Buipmoo Jo uondeosed 01 parepISI [esnoly - oorssag pue ‘ubsap ‘aeydsowie) (TT02) N1923P
ubsap 01 eI S18INses|d - aydnyn BuiAng asndwi| JUSLLILIO IAUR B10S - iN sjawnsuo) :uolr|ndod -luepuUe eeln
Joded s Ul porels
sem Jonpoud Jo Aishpul
fejnonted oN :Ansnpuj
awoou| - | siuspuodsal 00T ues bied
Aouspus) BulAng asndwii yim sisk e Aouapus) Jopuao) - “IRMYS2J JO SOIOTS |elad (TTO02)
diysuoirepi anlebau Juedijub s e sey aby - 0o s 23 BuiAng asindwi | aby - fonng | Josiewosn) :uolrndod uer pue ruen)
preddy ATsnpU|
'S31IS (M a1 uo S91Is (M (09
polUasald SANJ [rUBIXS JO JUNOWR 8U) pue S [es sisAeue Sa1Is cpM p.edde
gem usamiaq diysuoiepl annsodesialy] - JuLU0D SisAeuUe 1UBI0D auluO :uoiendod
preddy :Ansnpu|
siwedpined GT
‘suosabbns pue ‘seap! ‘suonowoud VSN Ul sepnis (0102)
‘s9jes 'saliofared J1fewayl Inojake aly ] - sdnoJio snooH aba||0D :uolrndod | wiy pue uosmeq
9z 1S o|dwes
SUO SN PUOD puUe sbulpuiH uend Py Shouie N mwoco:_owmcoo SIURPRRBIUY /POUB N Ansnpu| uoirendod | (fles A) sioyiny
’ T eansies uond3|100 ’
erg
2N d 1 25> pq O g q




's9|dwes ueseare) Buowe

JuedIub s 10u Ing ‘so|dwes ue sy Buowe Joineysq
BuiAng asndw 1 uo sousn|yul aAlreleu e sey ab -
'sa|dwes uesearne) Buowre aauan jul ApAnisod ssop Inq

‘J01neyaq BulAng aisndwi 810w 01 91Nq 11JUOI 10U SS0pP SisAfeue preddy :Ansnpu|
10d90U09-}BS Juspuadapul aJow e ‘sajdwes Ue sy Buowy - upyssu3al spspu ds
‘uoifal [eJn1Nd 8yl 10U INQ ‘BUBIBYHIP [ENPIAIPUI | PAIRIPO - 18¥ Buoy| BuoH pueeshiee N
pue A1piuyie uodn JusIp SI Joineysd BulAng asindwi 1591 ‘alodefuss ‘SN ‘eleISNY
pue ssauaAis Indwil BulAng 1rel) usamiag diysuoieplaayl = | 7% S 19 81 - LCIEEN wiou siuepnis :uoire|ndod
1deou0o-j[os 110905 JON -A1ISnpu|
p adoprejur / uopt adapuy -
san [ o (Buoy
1SN0 BD ,  pHAIDU - spapoodsar BuoH pueeshefe |\ ‘@lodebuis)
'S PLUNSU0D g - Q0L $911UN0I 1SIANS|[02 Aybiy pue
1SIA1139] (09 03 UoS Lledwiod Ul JBWNsSuU0d 1SIenpIAIpUl . no pue (e1RISNY pUE YSN) S31LIUN0D
10} Joretjeq BuiAng asnduwi pue sseusAs indul! Il pq | it 3]0, SIOPELI 00 Y £ 5 | siEnpiApul AlYbly Ul siuepnis (z002)
BuiAng 1) usamiag diysuoir . Jebuossesiapy] - uoned 0D | Buanga s I ssouoAl  d 18 A1, uei & ur 1) 1d | -uou pue SluepNIS :uoirndod 99 puR uaoe

SUSpUS] oseyoJind os [ndudT Uo sousn [Jul
annsod e sey uonowo.d 8101s-U1 pUe ‘S IeWLLd
AL ‘Buieew |rew-10941p Buowe uondeeulay] -

*Aouspual aseyo.nd as|ndwii SISA, uw uonowo.d 81015-U| - spapoodsal preddy :Ansnpu|
uo 19edwi Ue sey uonowo.d a103s-ul 01 8insodxe ay | - 015801391 J|apuso) - c6¥ rT02)
‘uonowo.d a103s-ul uo 1edwi aAnIsod e aAeY SR I0BWWD o[ n | Aouspus)aseyoind [e10BWWOod AL - USRS pue sdue.d UAYSNATIEA
AL pue Bunsyew |ew-10911p SpAmol Sspnimy - I8 usay as|ndwi eeueD Buexfew |rew-10911q - £ g uisjownsuo) :uoirendod pue unH
OonuUelUT bUuTANg o5 (Nduw| -
(swuou
[2100S pUe YINow-J0-pIom) s10npo.d aousuBAUOD :Alsnpu|
abpajmouy| 1onpod MeN -
[0=2) s3] spapoodsal VSN 8y Ul syuow
*J0IABYS( pUe uonualul BulAng asindwi (S 1d) :211S1B1JReyD JBWNsuUo) - LS x1s 1sed ay) BuLINp 82Uo 18| (6097 ydasor
uo 19edwi 1Wed 1} 1UB IS B 9ARY WISSISS pue JUBLLIB]IOXS sozenbg Joineyeq JUBWILLIOXS Te 1onpoud mau e ybnog pey puR Aotur]
JO SIS 1IBITR. eI JoWNSUod pue abpe jmouy| 1onpoud MmN - | 1589 | Bred | Buldng ssindwi - 2S8R seyd JBwnsuo) - LCIEEN oymssewosn) :uoiendod |  fopdue H
9ziS o|dures
SUOSN [PUOD pUe SBUIPUIL BN Y SPOURIN | o991 j9nbasuo) S1UBPaRIUY ‘poyre N Ausnpu| ponreindod | (xee o) siouny
| T eonsiels uonds||0D

erq




2I0Qe3UIS
U1 SP[INo aInjiuIny
efow 01 sdoys S 1PWS0D
|fews wioly Buibuel

erd

BuiAng asndwii uo 1edwi ol aouesisse safodwg - SPIN0 |Ee.Y :Alshpu|
B aneY aduelsIsse saAo0|dwe pue BulpMmold paaRded - SSA] ® BulpMoio panieoled - | s uo saIg |
BuiAng asndwi uo uor i3ar (uo1re INWINS-JoA0/Jopun) aJlodebuis (8002)
8ouan|jul aAsod e Sey UO IR [NWIIS-IBA0 PaABIRd - 2 1 BuiAng asndwi | - Uo e NW IS paARIRd - £ S | urslwosn) uomendod | zMIAN puUe BRI
f 9dA1 10NpoId - s1onpoud (SHIB |fews pue
awoou| - SJIUBANCS) 8SN-BA1198 |00
aby - pue (ssoys pue Buiyioo)
as|ndwi1 uo paseyaind Aouenbaiy Jopueo) - asn-[euos.ied :Ausnpu|
8Q 01 Ajpy|1] 810W 8.1 S1ONPO.d 3SN- [PUOS Jod - BuiAng asndwi - SooURBILIP feuoIBaY - | SlUBpUOdsaI 8GE
Joineypq BuiAng asndwi| siske e Kouapue) (151A108(00 AS1EENPIAIPUL) weurlA | (€002) g0 pue
1oedw Apuedijiubis awooul pue afe ‘WsienplAipu| - o1ssardey BuiAng asindw] - uolfeIUs Lo fednyngd - AonINS | ulslewnsuo) uoiendod | sweTbunt ‘A
f TOSTOTICITO ) - {podnABo jouyds}
‘s |ndwi BuiAng Buippow 90IAJSS JO BINSES|d - uoifew.oul pue
1By Apusnbesuod pue ‘911s 8y} 03 JUBLUILULLIOD By} uolrenba (mo1naud uolea Iunwwo) :Aisnpu
uo 19edwi1 Ue sey ey slewinsuod Buinses Jo ainsea|d einnis pozIwoIsno ‘uoiebiAeu | SlUBPUOOS) ZOE
3y Jo sjuapadsue 1Uedljiubis afe a1s ay) Jo mainaid ‘arenbs ‘oueseadde [ensin) SJAWNSUoD
pazIwoIsno pue uoiebineu ‘goueleadde ensip - | 1Ses)| eled BuiAng ssindw) - 9IS oM JO SoIIs1RIde YD - fanns uessiun] :uoire|ndod ( oz w1
e ey e o =y
BuiAng asndwii pue ainses|d usemiaq diysuoie i sy}
uo aouaN|jul Bureepow e sey 1rel) sssuaAis|ndw| - Jaded
*J01neyeq BulAng asndwii uo Jou Ing ‘uonuaul BuiAng ay1 ul pa1y1oeds s1 Asnpul
as|ndwi1 uo aoueN Ul JUedIIUB IS B Sey ainses|d - uonuau| sl ssausAs|ndwil BulAng - 21}1099ds ON :Ansnpu|
‘uonuaul BuiAng asndw i uo asueN|juI Ue axey 10U sisajuw | BulAngansindwi - Sl panedsed - | ‘us uodsar €91
S90p s panvasad INg ‘Joireysq BuiAng ssindwii uo qQIsser oy Joineysq [esnouy - 8210 (8002)
aouaNn|yul Wwed 1 Iub s aney s paABdJad pue [esnoly - JIsE 0 BuiAng asindwi| - aInseald - A2 S| uislewnsuo) :uoiendod 1APUe 597
OnpoJad ooi - preddy Ansnpu|
Joreysq BuiAng Bu1ppow UNOJSIP YseD - | sluepuodsal G/2 (TT02)
as|ndwl| uo seousn |jul Wed 1y ub s aney 1onpo.d uolirenbs loineyaq pfed 1pal) - uel| IPRUIRIE
8914 pue JUNOJSIP ‘PJed 1PaId ‘Ae(dSIp MOPUIAA - jeanonns BuiAng asndwi| Ae|dsip mopuipn - fBANS | ulsiewnsuo) :uoirendod pue IeAiseqres|
ozI1S a|dwes
spoy} /po
Suo SN [PUOD pue sbuipul Juens Py 1 oUST BYS saouanbasuo) SIUSPBPIUY cw_ummﬁ_.v_ﬁ_“,_o Aisnpu| poireindog | (lea A) siloyiny




Z € A4
"ain}no pue
‘31LIOUOJ30190S ‘U0 [FeINPs ‘awodu| ‘afe ‘Jepush
Se 4ons sJ0)0e freinma-o1osso jydesfowa g
'sjonpo.d mau pue ‘s1onpoud uoiyse) ‘solsLaldereyd
10npoud ‘B|ce|eAe ASuow ‘B|qe|eAe aW
Se |ons s1o19e} pale . 1onpo.d pue feuoieniis
o
‘Uo TN [eAS SAIFRLLLIOU ‘SUO oW ‘Uo|yse} ‘wsiuopay
“uewAoue ‘ssausAsINdw I se yans 1[nwiis eusaiu|
0P ‘Ajwrey pue siead
J0 8ouasald ‘syuepuaie Jo 9aAojdwie ‘suonowoud
S9[eS ‘'soIISLvITRIRYD B10IS Se UaNns [Nwiis euselxg 0)
:BuiAng as|ndwii pu e p
U0 SJI01Je} [enuan[jul Jo sa1I0Ba1ed Inoy ate ey | a9y  uayy J8unp oy An pu oy ue
10942 dAIROON -
199 dANISOd -
abun -
Aouspual BulAng as|ndwi| - (PS8
"af.In pue 199} aAnsod ybno.y) BuiAng ssindwi Kouepusy sadA) 1onpoud 214108ds ou)
uo 19edwii Jued111ub s e aney Aouspusl BuiAng S) wewAolue Buiddoys - RIpU| ‘TRUUYDUI URRYD
as|ndwi1 pue Aouspua) JuswiAofus Buiddoys - 3 m] (s%foidwe | mepood L L Py ewedns :Ansnpu| €02 1
‘9bun pue 1994e aanisod ybnoayl BuiAng asindwii Gl pue noAe| ‘Wb1| ‘osn) ouw nye !
uo 19edwi| Jued1}1Iub IS e Sey JUSWIUOIIAUS 8101S - S BulAng asindw | - | uondsdsed WBLIUOIIAUG B10IS - AAMS sJjawosn) :uolrndod wey |
Aduepuel BulAng ssindwi| -
awn jo Ajige|rene pue Asuow Jo Aljige|ene awn Ayjice|leAY - pelels alem sadAl
SuizipueusIswensIA pue Joineyaq BulAng asindwi fauow A1ijige|eny - 10npo.d pue a.ois 21}109ds
usamiag diysuoirepl Jueslyubis ousialy] - spoob Jo uoireuiex - UM Uel| Ul jousd
*JoIneyeq BulAng asindwi SIUBWISS ILJeADe Buiddoys pue Arqeys
uo 19edwi1 Jued1jub s e aney Aouspue) BulAng [d) puesuonowoid - | 1uspuods 167 | JOSAYdURIq BAIH ANSnpu| (TTO2)
as|ndwi1 pue ‘spoob Jo UoITeUILEXS ‘JUSLLISS ILBADR bg Joineysq Busipueydow ensiA - pe [burpewyy
pue suonowo.d ‘9101s 8y} JO JUSWIUOIIAUT - B & BuiAng asindwi| 9.01S 38U} JO JUBWIUOIIAUT - Kaaing slewioisng :uolrendod pue puewiAB
9z1S a|dwes
SPOUR N Ipoye
suoisnpuoD pue sbulpu i Juens Py OIS 1S saouanbasuo) SJUSPaBIUY cw:mw__n_“/n_u Ansnpu| uoirendod | (fee A) sioyiny

erq




fmnnors9d ) I ISNPU |

VAONY - 6
JoBUo| asmouq 01 spua) Aouspus) BulAng 191 - UISMOIE - |sjuspuodsal 99T yodie
as|ndwi yyma|doad ‘BuiAng ssindwi yaim diysuo e i ssheue fouspus) U Te seyaund e apeLu SAey oYM (eT02) BpueN
aAIERBaU e aney Aouspus) BulAng asindwi ybnoyy UsAg - uossalfioy - aseyound asindwi| | BuiAng asindwi| - fonng | Slewnsuod uelpu| :suole|ndod pue ewreus
SOI0S PI0Joy -AIISTpu]
> 3gns SjuspuUodsal 70T
~ g u slawiosno
soIoR Aonins ppH uedLiBWY :uoirendod
SuOQ 9100 uox A9 | swapuo sazTz [PIledde pue Spood (ANSNpU]
Joineyeq BuiAng asndwii pue swow oAU -
1reJ) BuiAng asindwii ay) usamiaq diysuoie . 8yl Uo 19949 - oidjo Joineysq foning SN ulsjuspnis sssusnqg (566T)
fu [TeJopoLU B 5/ Y SUO []en [eA8 SAIJRWLIOU SIeWnsuo) - | oS 0 7 Buikngesindwi - | 8 1K qos d - eieW Ledx3 aenpeJfiepun uoieindod | JBUS!H pue ooy
kSsali2lgle=Sien] Toded
aAIRBaU U Re1sd aWos paliodal 9408 Ueyl aI0 A - siuspuodsal Ay} Ul pa1yads st Aisnpul pue
“JUBWR} 19%8 [euossed Jo 8ainos e siasndwi BulAngayL - eeT | uoireindod o1y108ds oN :Ansnpu|
"aseyo.nd uappns e axeuwl
0] Jowosnd e sabun 11 pue ‘snoauejuods pue pajsadxaun sisheue Aonins mainBI VSN ulsiuspnis
s1asndwi BulAng sy Feyl pauo NUBW SluspUOdsal JO 04ZE - JUBJUOD yidep-u| -Uou pue sjuepnis :uoire|ndod (286T) 004
Aouspual
uo ndwinsuod
aseyo.nd as|ndwi1 pajus LIo-uoiyse} Buiuiweep ul 199 1. OTUOpaH - Buiyio|D :Ansnpuy
Buireipaw 1Wwed1}1ubis e sey Aouspual Uo ndwinsuog dTUOPSH - 9 uonows Sjuspuodsal
aseyound as|ndwi POy AANISOd - 112 vSnayiul
PoILB LI0-UO IySe} S, JaLNsuod e uo ssouan [jul aAnisod renl g JUSLWIBA|OAUL 9eIS UBISOMYINGs e Ul A1SBAIUN (9002) foul04
Ued141uB 1S 9ARY UONOWS 9ANS0d pUe JUSWIBAJOAUI LD IYSe] ~ W § BuiAng ssinduwi| uolyse - fanns | Josiuspnis abis| |00 :uoire|ndod pue wiy Med
‘35UAN IFSUCD dANRIAUSPIRMO)
sBulpa) anirebou 1ivyl ssaidxe 01 Jou pall] Sjuspuodsal
Uealo ) a|Iym ‘A[oalip saouanbasuod aniebou spremol apu dsN "0l ‘alnow Ad
Bulpayanirefsu ay) passaldxe Sluspuodsal Ued WY = B Vol ‘51001 Bu 13009 ‘sAo} ‘sayioo
Bu1Ang asndwii Ue axew 01 10U Uo apuod N | Se yons ‘pauousw a.e sinpoud
ouaN|jul Ue aney siua.ed Jo asnods a|iym ‘aseyoind as|ndwii X 1 josadfysnoLe Ansnpu|
Ue 9w 0] Sjuapuodsal Uo aduan |jul Ue aney spud il -
“JoIneyeq BuiAng as|ndwii Jo sousnbasuod MITATUL SiuspuOodsa. Ued Ly £ 07)
e Se s|elloys Aepuow pa1iodal Sjuspuodsal [eeNsS - yidap- pue Uealo] :uoikendod oopoy d
. 9z1S a|dwes
SUO SN DUOD puUe sBUIpU IH JUens Py _m_w _Mwm_\u/_m saousnbasuo) | SIUSPSIPIUY ooy N Ansnpu| uoirendod (rea A) sioyiny

oiRf0DeIRq




ParsinduiAng 03 9810 -

Busmoig -
10942 dAIRROSN -
10948 dAIISOd -
9]AIS UOIIRD IUNWILWIOD 91035 UoIyse} auluo
S1ISQIM - Ue A|[e10adse ‘82/eWwwod
wewholug - -3 snoleA :Aisnpu|
'SUO oW SJewinsuod Aq parelpaw ‘BulAng asindwii uo asn Joeseq - | sjudpuodear z¢g
9]A1S U1 IUNWILIOD 8.03S 3uU1 U0 ‘JuBWAC (U ‘SsauaA TR SSeURAlIde e SJBWnNsuco (1 071D
aslpueyoew Jo s1oedw i uesiyiubis are aly ] - IS £ gasn wj asIpueyo R\ - 3 o auljuo yong :uoirndod | ue pue uade 1A
UOSEDS [BANSA] -
[9A3 QW03 |-
d 2138 2 21019y -
poad jo An .mdod -
oskad safes -
1 so1d Jo Aeydsi(y -
mroyarcsedig -
S90I 108 [BUOTD WO - saJossedns :Ansnpu|
‘ysape|Bueg ui saioxssedns e Joineysq BuiAng asindwi SWAYIS SNOLBA - | SIuopuodsar 3
Uo 90uUaN|Jul Ue aney Ap» 1| 1S0W SanIAIJe euonowold pue s 1 1340 11 MOISKY - ysape|ueg
SJ013e} feuoien)s ‘solsLvIde ey 8103S ‘salfierelis Buold - (G djqeitea OF £s og ulsewnsuoy :uoir|ndod ( 107 i
Jadedsmou
BuiAng ssindwi - Ajlepe pue ‘[esseo 1sepeslq
uondwnsuod 'spMo} Jaded :Ansnpu|
s I® JTUOpaY - Sjuepuodsal /G2
“Usw 01aAIRe R4 BulAng asindw i pue ‘uondwnsuod o1 al JUSW} ILULLIOD aba||00 1jpess| abe| (zT02) MeISHPH
STUOPAY JUSWIIILULLIOD puelq JO SPAS| BUBIY /By UBWOAA - 3 o pueiq jo pra - Jopueo) - Aonins | e wouyswepnis uolendod puUe 19194411
'8beJ0]s Jo ases pue ybeM Jybl| 10 8zZIs [[ews 81| 10npo.d
1oys ‘Ae(dsip aJ03s weuiwoid ‘BuisieApe Ssew ‘9dIAeS
-J[Bs ‘uoNnNQLISIp Ssew ‘w1l Joj paau feulbrew ‘9o1id
Mo| :BuiAng asndwi Buouan|jui sioiJe) aulu e alsy ] - Joded
‘BuiAng asindwii pauue|d pue uoisebbins ‘Jepuiwe. a1 ul paij1oeds si Asnpul
‘2.nd :Bu1Ang as|ndwi Jo SUOIRD14ISSe |0 IO} 3k B.eY L - NMeINel eleURD | pue uoire|ndod 214109ds ON (c96T) Weis
ozI1S a|dwes
SUO SN PUOD pUEe sBUIPU I UeNs Py SPOUPI seouenbasuo) SIUBPaJIBIUY Ipoye N Ansnpu| uoirendod | (Je8 A) sloyiny
’ T eonsies uonas||0D

erd




1094Jo Buresepow sey Aosuapual BuiAng asindwi| -

Aouspual BulAng asindw) -
(suonowo.d

akeJodiod pue ‘Bbpng
[enpiAlpul ‘suonowo.d
jpuuos.ed) BuiAng asndwi
Burousn|jui sioyze -
(uoirednooo

S21IBWS0Y :ANsnpu|

uonuaul buiAng ST ® pue ‘aiooul ‘uoieonps | syuepandsal (gt
as|ndwi 018k pI ApAanisod suonowoud puucsied gotse 139y uonuai ‘sness elew ‘obe) S/BWNSUCD 3w} 1192 ﬁw ad
pue 16pnq enpiAipul ‘suonowoJd arelodio) - 1SATRUR 1 190 O 3ui nqas dm sa|celen olydelbowe( - asouem] :uoieindod | p  Suwo  Fuex
TNt 91SadMUIIM Toued aUTUTpoER
uonJeselul syl Yiim erealb aq 01 spusl ApAs|ndwi s1 Ansnput Jo jonpoud
Anq 0186.n uo ssauaAIsNdwl Jo adusnjulayl - pa14108ds oN :Ansnpu|
‘ApAsindwi Anq Sjuapuodsal 18 N
0196.n uo 10edwi Wwesiyubis e sey Aijenb SHSGIM - S'nayiul
‘ApAas|indwi Ang 01 8bin X7 VA( JWsWedxe | Suepnis akenpelfiepun
U0 9oUBN|jUl 19911p e 9.y 10U SB0P SSBUBAIS Indwi | - fem-0 1 Kiorioge] ‘uoire|ndod
"1a0R(3Y) Ul pakels
‘ApAsindwi Ang 0196.1n pue Allenb s1sasm sI Anisnpul Jo 1npoud
usaMiaq dIUsuoIfe I a1 U 198440 Buresepow aney Ape b pa14109ds ON :Ausnpu|
10U Se0p sseusAsIndwil Ing ‘ApAsindwi Ang 0186.n 3qam [OLSLIAIOE 9 | SluSpuodsal €22
pue ssauaA s [ndwil usamiaq diysuoreplesiaeyl - TRJUSUND JIAUY - ‘S'nayrul ( 107) oPBA
‘Apasindwi Ang o18bin 1 s ndug ssouaAls] dun foning | swepnis aenpelbliopun pue ye uwoﬁmm
pue Alifenb ausasmusamsg diysuoieplesialyl - s £ qo 931 ® Uyo PprID]- W edx3 :uoire|ndod S 9M
uolysey
3y 01U1 JUBLLBAIOAU | -
SSAI0LL JTUOPSH -
‘aseyoind ansndwii uoew 1se
uo aoueN|jul Buois aney UOIYse ) 81 01U1 JUSLWUBA|OAU SAMUB0D pue feuopows -
pue ‘SSAN0W STEOPaY UO ITeLL 1S9 9A N IUB0D UO 1120 IUNLILLIOD preddy :Ansnpu| ,
pUe [eUOIOWS ‘U073 IUNWILIOD Bu e few pareleiu| - Bunefew pereibou| - | 3 0ood.a1 €91 {1 0T p,mag
aseyound aAss|ndwi uo ssauaN [Jul spoob 1110 Jfers dous - elUenyli ul sewnsuod pue waIp &g
Meam aney Jjeis dous pue Juswuo.iAug doys - uqned. 0D | Joeseyoind aasinduw | JuswiuoJIAUS dous - A3 og uswoA\ :uoikendod We Ay
9Z1S 9|dures
SpoYIB N bos SiuepsosU lpoyre Ansnpul (129 ) SJ0UINY
SuosNoUOD pue sBuIpU I JUers Py P | SSoueNbesUoD JUSPRIRIY uone 10D juo e ndod

erg




JONDOI
01 A11eA0| uo 19edwi aAIeBau e sey 10npoud 0] BIbaY -
o|eRl

(uBWUOIIAUS ‘o]
‘;eonpo.d) euseixy -
(Sonpswayy) feussu] -

syonpoud Jo Ansnpul

0] AieAo| uo H8Qc¢FmW»m_w%8 |d pue awn 01 IGY - 10npoud 0] .BaY - 214198ds ON :Ausnpu|
" BRI pue Jeonpo.d 01 A1eAo| a%e|d 0] pUBY -
01 A11eA0| uo 19edwi aAeBau e sey uawiuloddesiq - Jeue awn 0] paBay - | 1 apuclsar 671 eulyd
'sJBa. pue JuswiuloddesIp uo 02 B|ewrl 01 A1eho - Jewiuloddes|q - ‘uiluer] pue bullieg (010
uo 13edwi ue sey Apueaiyiubis BuiAng asindwj - IS | Jeonpoud 01 Ayeho] - BuiAng ssindw| - £ 0g UIsepNS :uoieindod | 3 o pue “uey
)1 85e8.109p aouUB LIadxe [euo el ajiym ‘ButAng (wueBierp pue swnyied)
as|ndw 1 saoueyus aous Lisdxe Buiddoys annde )y - s1onpoud jo sadAy om |
aoua 1ladxa Alosuas pue aAnow pue (8101s sulslul pue
Buiddoys paseq-sous Liadxe usamiaq diysuoie . ayl ‘9J01s JUNOJSIP ‘8101S
Uo 109440 Bulreepow Jued1iubis e aney adA) 1onpold - WWowiredsp) S2I0ls [epRl
"0p SaA oW aseya.nd uey) ssous Liedxe eue 10npoud JosadA L JjosadAraauy] :Aisnpu
Buiddoys uo aouen|julaiow arey 1onpoud Jo sadA ] - or a1 2101s JosadA | s apoodsa. Z0¢
'saous Liedxe Buiddous pae o Solsydsowe 8101 €310 Ul SIUSpNIS
U0 109440 Wed 1y ub s e aney seAiow Buiddoys - 8urfnqasy d SSANOW aseydind ko o2 apenpelo :uoikndod (€107 0 ©
9z1S a|dwes
SUOISN [UOD puUe SBUIpU I JUers By SPoUBIN saousnbasuo) SIUSPRPIUY /poy N Ansnpul (fe0 A) Sloyny
' T [eo1SIeIS uonas||oo Mol |ndod

erq




AtPININC GO_HNOTWHD\r
11BY1 Ul paeanal S| aoueuossIp anniubo) - p Sumelp
suonowo.d Ssafes 01 dANISUSS oIS MU0
ale fay) pue ‘JoeAnow Aoy eS| Asuow Jojane - | Pue Aeydsip ejep st npord
Aienb Jo Joledlpul Ue 10U SI8olid - ‘uopd T3l BIEp 150018 JUaUA/ [0A |
10npo.d papuelq 30 8 1sodury (saamar 9 U1 Qg) -MO’ pAIISTP |
S, JaIn1Jenuew Y1IM fe|iwis aq 01 panoRed si ‘sisAfeur a1 gu ydo,
sne02q1onpo.d papue.q-umo a103s aseyalnd Asy ] - one oyl pue[duyg
pueiq 3Alje Ienb (syuediored ‘pI0] "~ 1B IOUINSUOD
e 0] A0| Jou ae Inq ‘1onpoid Aea0ib aseyoind Joopdroud SUIL) UOISSNOSID uswo o ut { 00
Allen1igey S/Wnsuod USWOM SWOJUI-MO T - oy Bul {04 | douruos 1p a nrudo) droid  9.1.uQ) - ot:uone wd g sowe BQ,
RS 1 <ue osegoanid SIqOWOITY ~AJISNpU|
-150d J1BY) USSS| 03 JUBWISS 11JBAPR 3y} 01 Buiuin)
SJawnsuod Buleaipul 30UBPINS OU S1aJAY ] - Siuepuodsal 98T 'S'nayy ‘veBILdIN
'SJBUMO-UOU pue ul oIy
SJBUMO USSMIB( S| [e38J [Pop leun JUSLUSS [LIBADR ssAeue diysepeal fanns JO SJBUMO-UOU pue
31 U1 80UaeJIp uedijiubis ousialy] - azrenbs-1yD JWBWIBS NBAPY JURUOSS I 9ANIUB0D eew adx3 sjeumQ :uoire|ndod (c96T) POUT
= ey e L — s e L —a—— IO7I00
uos199p-1s0d Jo uonIBIIP Ay} Uo 1edwi ve wesu| :Ansnpu|
Sey AlLel|iLe) puelq 8yl Wodj uolrewlouiay] - s19l0ns 821
‘Jonpo.d au Yym oL LdXa A1ojeuLIuod(sIp)Ag vsnut | (06T) Bieapioo
poouUsN Ul S| UOIFen [eAs 9AIIUBOD U0 IS108p-150d - Wwew Ledx3 sjuapnIs :uoirendod pue usyod
"UO17eLULIoU1 JUSISISLIODU| pUe 90U I° Sijuewnb e
[eUIBLIO 1B} UsSaMISq 1911Juod syl aA|osas 01 asiwo.dwo) - Sjuspuodsal
1dwiere pue 10 JWodsIp eyl 8onpaJ 0] UoIleAloW sjuewnb e-;euno) - ueipeue) | digowoiny :Ansnpu|
JaBuolis e 11g1yxe “LoJWodsIp 8ARIUBOD JO PAS| UOITeAIOW UOoNPay - 96 puUe Sjuspuodsal
Jarea.b aouB 1JBdXe SJBWINSUOD UIBISS/\ 'SAWNSU0D LI0JWODSIp 9ANIUB0D - uealoy Z0T swepns AlseAIUN
ueISeq Ueyl UOIeWIou | JUSIS SsUodU I-8ous P id abueyo | UOITRWIOJUI JUSISISUOOUI uepeue) pue (€TOZ) BYOOUR
Aq paouenjjul Apuse ) Ip .Je S,BWNSU0D UBISOM - JuSU1aseYRINd | -Souesee.d 01 ansodxT - Aonins Uealoy :uolkendod Wy ‘emesdy
, oo ISsTIEeS SOOIy ATBNPU]
uoisioap aseyaind 1BY) YHM pa1SiTes Ao sseyound-1sod - Sjuepuodsal €/0'T
aJom pue ‘eap Tealb e yosess AjeasAyd jou pip sisAeue JUSWBA|OAUI sAng (£66T) 12821
‘UoITRWIOJUI JO 30IN0S MO pasn SANng Jed Mo - anndiuosag aseyund - Aonns Jed MaN :uoirendod puUe uoswelqy
spoy» N 9zZIS Ansnpuj
SUO SN PUOD PUE SBUIPUIH Ued Py EONSIEIS ssousnbasuo) SIUBPEPIUY mF_MF__.MW_ _Mu%mwwm_/_ poire ndod mm%muwwq




MTANIIOC mDNmH

uonde| 0D eled

aseyoind (s101ed3uSerpoUR | [dde
01 uonsodsipald - dnoJb [013u0d 21uoNd (3 :Ansnpul
"uojuslu| aseydInda. 9103 8Y] Spemo} T pue sdno.b
Jayb1y ‘a101s Spremol apniiie a|geione) apn1ie a|gelone - [eew LRdxe g VSN ‘HoupQ ulalos
9I0W ‘80UeUCSS Ip 9A1IUB0D SSB| peous Ledxe BB | 1891 uoonpal Uo 1722 IUNLILLIOD :Ronins Juswiredap Jofew e jo
uonJesuel-lsod ay) poARIB] oYM Sjuapuodsay - | SHIEBM-[BYSNIY aoueuossIq - uonJesue.}-sod - pwswedxg | skowosnd :uoieindod (06T) wnH
Byl | — el ——— § =
uo 19edwi1 ue aney dejjono aAnIUBoD pue
3oUeuossIp pated D jUe UsdMIS] UonJeeulay ] - Kereq
“Jued1iubs Jou a|lgowoiny :Ausnpu|
S| UOITRWLIOJUI BY] “JUSWIBINPUT MO| YIIM paldesolul deono anpiubog -
Buieg Usym INQ ‘BoURUOSSIP UO 3dUBN|jul uoiewo| = selgns & SN
Ue Sey UuoIfewiojul 9A11sod 8y} ‘uo ifewiojul 80UeUoSsIp pared R NUY - 3y} ul sjuspnis afe |00
pue Juswiadnpul yb1y usamiag UoiJeeul syl uj - 20UeUCSSIg Anq 01 JUBWBONpU| - Wwew Ledx3 8\ :uoirndod | (296T) AemojjoH
poTioa0s a8 spnpold
ssARUY 214198ds ON :A1snpu|
uossafioy
adninn (pouuerd VSN Ul eauq Bunids
pue aAs|ndwi1) Joireysq s)uspuodsal gg |4yl Bunp duy Buiddous (oT02)
's;eAng pauue|d ueyl 80Ueusss Ip SARIUB0D 1911 BulAng enpy - © U0 JUSM OYM SIUSpNIs BuoAsunaoe §
JO PAS] JoMO] 11g1yXe SJoAng aasindwi| - |se|dures-palred v | 8oueuossip aAnIuboD 1reJ] ssausAs |Indw | - fonins auljuo afe|(0D :uoirndod pue 21099
UOIEOD PO JO AATINC INns
uojewojul sy} 1daode 0} enpIAIpUL JURUCSS D
e Jo A1suadoud ay1 s1oipaid pesdep swinayl - uor L13@
32URUOSSIp 9ANIUB0D JO 30UBLINIJ0 Pl jo samuoidns
1O 3WI11 Y} Y1IM S3Sea ou | uoi3ubod mau ayy onea ) -
1de0Je 0] [enpIAlpul Jueuossip e Jo Aisuadold ay ] - sisAp O 3Ad CUEIDSSIP
SEENPIAIPUL POAJOAUI-SS| Uy} uoiubod pio auy) UoIsse  al 3ANIUB0D - pad no 8
10061 01 APy 1] SS3| 812 S[ENPIAIPUI PAAIOAUI-YBIH - 9:381807] oNIIB® | A2 T @ [IWMmQOOI 1P pol 1 .Sapul
aseyaind peAjOAUI-MO| plo19efa - | 23SeUdIRD JO USWO 3} wads N1 pug
© U1IM paIe100SSe 30URUOSS Ip 9A11UB0D 8y Uey} s £ O QUEIDS.IP | WO, paseed nolg- oo od 2129z
BWO0JJBAO0 01 1|ND1441p 10w S1aseyaind poAjoAul ugIseoli 81 9 [l (09 WoRO juik qos| wl- BIPU[U D 1§ I3y) pue (ouvzey P4
-yBIy e Y1Im paTe100sse aoueuoss Ip aAniubod ay ] - s 01 A [ o4l - | 1DOWaA,0. _J3SEYD nd - 5 1mg Sl PG UoNEMdo pue 331020
9ZI1S o|dwes Ansnpu| (o )
SUO SN PUOD pUe sBUIpUIH UeNS PY _wwﬁ_umu:wm_\u/_m saouenbasuo) SIUSPRPIUY Jpouyl N o ndogd sioyiny




onoEJSIES -
Ay, b
(01 O3S P -Al."Id -

(8zT=U)
uoirewloul oN
(SoT=U) UonIPUOD

18103dSe [t BOOUd SIS ISUOJU |
puE 2A1P309) (9e1=U) (uotreanpe)
YInow- Jo-pJom U0 Saduan [jul aAnsod aney 99UBUOSSI(] - | UOINIPUOD JUSWSJI0JU B Aiseaun :Ansnpu|
UoITeWIo Ul JUSIS ISUOJU pue Buniojul-8d1o0yD - o §o-p1op (g acsodxa aANsod (0102)
‘uonJesies v O NV 1]USLL uone ojul 'SuonIpuod RIRNSNY Ul SlUSpNIS e addp
S100 e Ajuedi}iubis JuaWwisd.oju vl aseyoind-isod - VAO asey 9 (] 9 uy d-104- € Y1m uew Liedx3 Asieniun :uoiendod pue ou
$9 IUSUONBIAIISAY) U0 SuaN |jul
Bu e epow a2y 10U SS0P UO IR SAITRURY| Y - ynow
diysuoiep. uonuaul aseyaind eada -J0-PIOM BANISOH - (poreIS 2)8M
-Londejsties ay saleopow ApAnsod ing ‘diysuoie i uondene SalIs g Jo sadAy 13 1000s
uonuai aseyd.nd Jeadal-e iUl JBWNSU0D sisAjeue aAIRUR]|Y - 0ou) 82/eWwWod-3 :Ansnpu|
ay) sarJepowl ApAirebau yInow-Jo-pIom aAISOd - orssaigar uondejsires SIUspuOdsal 617/
uonusu | aseyoind-Jeadal Lo ssouen |jul aAlsod aney pajevpow uonuajul Bswosn - swowsn | (gl 7)iuex
uonJejS1Ies JBWOISNI pue 11Ul JoWwNsuod uylog - oo 191 aseyoind-Jeadey | BluBUI JBWINSUOD - Aonns auljuo auluoajeweS :uoiejndod | pue H ‘on
" TOATH5ASAI ‘UOTIRULIUOISIP
aAIBau puUe ‘UoI7eLUl1JUoD “UOTJBULIJUOJSID Suono|
anisod Buowre 1s8ybI1y a1e suoirenens 1onpoud sy L JUSLLUBA|OAUI uejuns pue seyp.eB o o)1)
'spnpo.d s 4P 10} souewopad 1onpo.d - 'saqnod yse|} eowed ‘'sbull
pue suoie1adxe J0 19949 eusRIp afe syl - aouewtoyad puolLeIp ‘S9|1qowolre ‘suoio|
"afess uoirenend 1onpoud feuosioep-isod 10Npo.Id - s19lgns ¥8 puey ‘syulIp 10s ‘sieplodsl
3} U1 19949 BulTejopowl e Sey JUSLISA[OAUI JONPOId - suoeedxy - ade) ‘oipey:Ansnpul (z861)
'SUOI1R109dXa puUe JUSWIBA|OAUL Jen @® (¢ (®ueuossip (uBsap elOITR) STYACIN P
1onpoJd usemiag uoJesslul te afe apyl - VANV 3 poid aAnubo) - TXTXTBW Lisdxg VSN Ulsapnis :uolendod rexuoedio
po1Ioa0s
s1adA) 1onpoud o :Assnpu
Siuspuodsal g/
ueisied Ul ssanusoul
(@oueUOSSIp BARIUBOD papinoid Jo }nsale se
20UeUOSS Ip aseyoind-isod BuiAng | BuiAngaasindwi ul psbnpul
BulAng asindwii ul BuiBnpul Je1je SoURUOSSIP | SPTLEB. ] pue aAIubod Jopueo) - as|ndwi saseyd ) OUM SJBLLI0ISND JBIUSD
aseyo.nd-1sod 810w 80UB LIBdXa SJBW0ISND 8 jeLe - s ‘sued aseyoind-1sod BulAng ssndwi| - foning Buiddoys oA uoirendod € 07 wew
azis
SUO SN PUOD PUe sBUIPUIH UeNd Py _MMMUMH_W_\W SoouaNbasu0) | SIUBPAILBIUY ajdwes /poye N Ansnpu| poendod wmh%wuwwq

uonos| 0D erea




24

UOTJoBIsTIRS ISW0Isn)) -

20UBUOSSIP
aaptugo) -
Aypeko] (uOTIBITUNUILIOD sauoyd 1) :Ansnpuy
‘[eAo] [eurpanye pue [eAo[ [RIOIABYSQ ‘PaAYISIIeS Burjapour [eurpImy (g /1sna) syuapuodsal 5O¢
arow Appusnbasqns ae A5} “yueuossIp Sanugod uopenba KyeAol Sugoyrewr uel| ($107) wepysyg
$S0] Qe SIPWMSu0o ‘Funarew diysuone[dl Yim - [eanonng [eIo1ABYRg (] diysuone[ay - Koamg | w sidwnsuo) :uonendoq pue JuByS
sjuapuodsai ¢z
urefduroo spo03 pioyasnoy
uo poedun jUeduSIS B sey 99URUOSSIP SAIUS0)) - ¥s'8 UOIOBJSTRS - KsAamg IO SOTUOIIIS[H :Ansnpuf
“(3hOW JO PIOM PUE UOTIUALY seyoInday) [2IS1T) [opowr jurejdwio) - | uonarysnes paradxy - (0107) 1971030
KyjeAo] uo jordwt JuedyTuUSs € SBY UONOBISTRS - [RInIONINS Kyehor - | aoueuossip sanudo) - Apnis eurpnnguoy Joumsuo)) ‘uonendod pue 10313qz[es
panp10ads a1e sausnpuy Io
S310UIPUD) sad£y yonpoid oN :Ansnpup
92UBUOSSIP SANUS00 SuiAnq ssyndu -
o 1oedu 1oanp jueoryiudis B sey urdnq aspndw - sIsAfeuy JUDUWISATOAUT PNPOI] - spspuodsar zzy uRISIYR ‘SN Ulm]
9ouruOSSIP aAnuS0o uo pedun wo1ss2189y 2DUBUOSSIP SO10UaPU) JO SOTISISATUN JUIIJIIP (2107) peuryy
JuBdTIUBLS 9ARY SS1OUSPuUd) uondwnsuod o1uopay - s1dnjn sapugo) |uondunsuod dIOPSY - AoAmng | wiox sjuapnig uonemdod | pUe Iy WOS[RS
“uoreurour aseyaind 1onpold
pue Afenb s jaredde ayp 0y Aypenued Pwnsuod JO UOTUAUL [JUSWIAJOAUL 3SBYDIN -
se8rinoous pueiq oY) Jo uoneindai sotadns oy} aseyaIng - Aunba pueig - [aredde uoiyse,] :Ansnpuy
“aoustodurod paaredsad mo[ JO OQD B WOY Padinos st 1onpoid jo Ayenb Kouaraduros (Z107) epueIin
Annba pueiq ySiy UM WUOWOAT0AU] dseyoInd Mo[ JT - PIAIOIR - s . Anuno) - Ksamg :uonje[ndog puR 23YIANTE ]
"atur} 19A0 UOIIB[9110 sjuapuodsal
paousLIadxa 0UBUOSSIP FANIUZ0D JO [2A3] 3Y) PUBR | JuSWOW }npoId 7L¢ 2881 puodeg (ssao01d uorBIUALIO)
sw 19A0 paouspiadxa Afenb ad1ales Jo uondsosnd S, uosIeyJ - passasse uoneonps Ansnpuy
a1 usamiaq drysuone(al sAne3au e st 319y - VAONY - Bu19q JusAd 3y mwz%zomm&
"Aq sassed 159)-1 Anpenb ao1a¥9s | Joye awn) Jo S3esse - Lps 28818 1s11d Bifensny ($007) Jowed
sum se saurpap Anfenb 9014108 Jo uondassad ayy - | sojdues paned - Jo uondaorag | aoueuOSSIp AnUE0D) - Kanins purpny8uo| us spuapyg uone[ndoq PUB [[3INL.O
s)ns
"201040 sn071A3xd sjo3lgns 87 Suryleq s WS -Ansnpu]
1Y) axesIo) 7| ‘s1alqns JueuosSIp MO[ [ Suoury -
‘fern) snoiaaxd 9 uo SpeUI 210Yd 3} ibeliisclive] 'S A Ul (6961)
pateada sutu ‘spoafqns Juenossip Yy | Suouwry - aseyoind jeaday] | Q0UBUOSSIP JO [9A9] - f1orioqeT | syuapnis sR uonendog IPIBIS[OIMIN
SN
SUOISN[IU0)) pue SSUIPUL] JUBAI[Y SPOURIN mouﬁozwowﬁonu SIUDPIIUY admeg / poywAl Anysnpuj ; uoneindod (169)
[eansnels UoRIINI0)) BIEQ stoyiny

80URU0SS I 9ANIUBOD 01 pale Y S90 1Y 8y) Jo a|gel Arwwns :(panunuo)) Z ajde.L




S35L8.10U | SSBUBANITR.INIE SAITRUR) e Se 8onpal
111m A1feAo| Jawioisno pue eldul usamiaq diysuoie el
3y uo .LOZ40 19edw Buiresepow aAnisod ay L -
S=scSYall]]

SSOUBA TR BAITRUIBY e Se 9aNnpal ||IMm A1jeAo| §Saua/ eIy
JBLIOISNOD pue Lo Jesites Usamiag diysuoie el CLULEEC
ay) uo 10740 1wedw funespowsanessuay | - sisAeue (10Z) U010 IUNWIWLIOD B}
uonJejsires uo 1edwiannisod ay) uossalfal ULTO] JO « 07 - syuapuodser 67 31go N :Ausnpuy
Buronpa. ajiym ‘ApeAo| Jewoisnd uo ensul Jo 1edwl paresepoW BIUIOU[ -
ansod su sueuIBUBLS LOZI0 PAS] BpIM ¥ - [ea1yoreRIH AeAo| ;swosnd 01 0v sneg - Ko sewoisn) :uolrndod (loz n
BIU5) 050K 1BJayT
10} sjuepuodsal £TE
SISK, Ue J0j08) S9I0IS 8.N)IUINY 3y} 09.31S el
ol 100 - 10} SIUSpUOASal $22 pue anjuing :Ansnpul
S BWLSY fonIns
(€) Ieap Jono ueauod (g pue ‘() sseyoind Jo Ayrqeray - elRisny (000 ) 10§
wopsIM (g ‘(gT) ruonow3 (T :@oueucssIp aARIUBOD st Areup 10108] wiswdoprsp aeas uisjnpo.d ajgeinp pu® ;Udsu SNBH
1SUO SUBLIP 88.U) BULIBA0D Sl ZZ 8 8.8y | - o0  H- QoueuossIp aAluBoD | 1o slewoIsnD :uoiendod ‘Auss g
-yb1y e uiaoueuossIp Jo saibep Jeralbesiaky] -
‘(Spuelq a1sedylo0] :Ansnpu|
JO 3Ue.) SuoIIen} IS 821040 894U} Ul SSAIMSSNOY sluapuodsal 00T
pUe SjuspnIs USaMIBQ U0 110NpaJ 30UeUCss Ip sisAeue 90UeUossIp ‘SN Byl Ul SSAIMBSNOY )
uoS199p-150d Jo 9946ep fejisesialey] - a.enbs-1IyD uo s 109p-1s0d SuoIeN}S 101[JU0D Wwewi edxg pue suspnis :uoiendod ‘oL61) dus
ERVEIIERNE)
w.ou-19npoud -
SSoUBAITRNR 30INS
AAIRURYY - Jownsuod (feloueuty)
‘90U LiedXa JUS1 D pUe SSAITRUIB] e JO SSaUBANTRNR S1S00 BUIYOIMS - Sluspuodsal TOZ feuossajoud  :Ausnpu|
'S1500 Bu YOS JO SUoNIpU0D AousBuinuod o) ssAfeue WHUNIIHIE0]  UONJRISIIes DINISS - (0 wos seq
Buipioade AfeA uondesies pue isnJy Jo 1vedwiay| - uossa.lboy drysuonejoy NI - AOnIns pa|e N sjueI|D uolrendod puUE BULRYS
Spoye d s A oire|nd (122 A)
SuOoISN [pUOD puUe SBUlpu i 1UeAs Py _mww_uM_um_\uém 808368—\_00 SIUPRBIUY 9lawes \UO_:_HW N J1Isnpu| AJoifendod sloyny

uonos|ooeRA




9¢

(uossalbal ONBPUSWIIQDAL
2135160]| feulp.o sse 0} UOIu: uj - SIAPTAOIU
Wae| pue ansibo| asgyos das 30IAISS JOUINUT
[UIPIO ‘SIESONS 0 uonuAy] - puBR TR0l JUB Olou 92)
.ﬂ&onv sisAeue w padxy - ssewr ‘Gupjueq | I U pue
"UONUSIB. PUR SUO ITepUSUILLIOJS) uossalfoy - 9 BA - ey Isnp | Oummwm%ﬁ v
s Jowosno 1Ipaid 0} paiinbai si Jokdipul adninw v - AIvHD - ouorgsnes - . . ov%q
"B|eM-J0-3JeUS S,JoWOoIsnd uo ssAeue oow eySg .mb haw o) h mcww ao
1oedw | JUSID144NS SARY JOU SS0P SUO e UO II2pUBWILLIS. 0} U0 US| - uoleplio - Blem joakeys iswosny - Ap 15 pupo 18107] ‘uotend: 4 | We suiul
, UOTBUENUOISI(] $10UTS
[easAud :Assnpu|
BuiAng asindwi| - Sjuepuodsal /ge'T
uo e s1Tes Jewosno pue BulAng ssindwi ussmisq uondejsies UoJess vbeacou.ﬁ%zg_ﬁ ﬁwm@
diusuo e p XUl Ugyoe 1 Buieipew feiLed e sey UOHBWHIUOSI(] - aseyoind-1sod uolrewIo | - foning :uofre|ndod N
‘SUO 1TUS1U | aseydJdnds.d Uuo 1oeduwll sanisod P
e Sey uonde sires o1410ads-uonesue.) 8yl ‘Mo| S| UOIJIRSITeS | RN mbn‘_mn\wm._\_cmm _mf__._
USUM ‘puey JBU10 33 UO ‘SUONUSIU 8SeydIndaJ Uo 8ousn|jul a[1nl| sey co__u_mww_%w -Asnpul
uonJe sIes 014109ds-uoesue) ‘YBIY S| UoJe SIS |[eeA0 USUM ) o
'SUoNUBIUI 8s.LRINGS] PU LUONJRISITES 0141090S-Uo Noesue. uonJe sies sluepuodsal ¥TT | 'S'N wss c_wcm_o”u (oD . S
usamiaq diysuo(e p. ay) uo asusn|jul Buliespow sy} pue suo uajul suonuaul o141080s o el .ﬂ_ :ﬂ n Swmm '
aseusindailio souBN|jul Jued 1} ub BEOBAID  Sey UO RIS IES |RRRAQ * sisAeue uoissalfioy aseyoinday -uonoesuel | - NS ‘uoie _h od p r
SSTURUNoy
ur-ybiu spdoing
Jo3uQ :Ansnpu| '807)
S9SL9.109p U078 SITeS 3| IYM SIseaoul (eseyounda. pue S)USpUOdsal 0TZ'T st . oowwa
aflew Jo aoueliodw i ay) ‘sewoisnd paousLiedxe 1o} ajiym ‘AeAo| uo (INTS) Buippoy | UOIEPUSLULLIODS.) uonJesies o .w%w_owm:o uomw E m
804 oo e sheid uonoeISIzeS BLUOSND ‘SBLUOSND Mau Buipefsy - uoienb3 einnIS Ao afew| ANS :uotenaod
f dTgsuoTe BT PAS]
uoioe s 11es-aBa1 U0 pue ‘diusuO e P LOTRUILIN JO 1B1Xa- P3| ! dode :Assnpu
uonJe sies auj) uo 10949 Bueipsw [ellred e Sey uojows aAleBoN - Buyoyms puelg 10e] :Ansnpul
UOTRU LN JO JUBIX uofeu LN Ssjuepuodsal GZT (1102
ool VSN Ul SIuepnIs sajeg
pue 1B16a. Usamiag 109448 10811puUl Ue S1igIUXe Lo Nows aAIRGaN - J0 1UeIXg uohows .
“uonuBIU1 BUILYYIMS pue.q Uo 1Jedw i aAnsod Juediyiubis e pue pAs| (W3s) Butppo prs| annebeN - | UBIsp [elwWLRd%e mﬁ%ﬁmbwc: e u3 tﬂ
UO DS ITES JBWNSUOD Uo 1oedwi aAefou Jueaiubis e sey pifoy - | Uoienb3 einonis uonJesies Bifey - | s1elgns-usemieq v ‘uolejndod t
9zZIS Ansnpu| (2 A)
SpoyeIN ~
SUO SN [PUOD puUe SBUIPUIH JUeAS Py EOIS IS $32UINDASUOBIUSPRIBIUY | Bldwes jpoyp o ndod siloyiny
T uonds|jooerd
n e 1 0 [9AdT 0} pajedyd 3 S




‘Sppow Ino}
Ife Ut uoleinde. pueiq Ag paousn|jut Apuesijiubis si AekoT -
*PPOW 3uUo Ul uoirendal puelg uo 1Jedw | Ue pey uondesies -

'S|PPOW OM] Ul ‘P31]041U0d SeM uoeInda.

B(ddns peay
uoulfes pue ‘e (|00
SSaUsN( ‘S80INSS
auoyda o1 ‘aoueInsul

pueiq usym ‘A1jeAo| pueiq uo 1oedw | ue pey uo e sies - sju puodss 7€' 341 :Aisnpul
'Spppow uo(eindsi pueig -
894U} Ul uoIeINdal pueIq ‘SjPPOW 1IN0y |[e Ul uode sies uondejsies - ) HH; wEm_osm.\wonw:u
Jawosng uo 1oedwi Juesiyubis pey A1ienb soueuLiopiad - A TEISIT AefoT Aenbaotewioped - | W @O doy :uoire|ndod (€66 )s 3§
SNEA -
uondejsies -
uoledijnuspl uL|qoid -
[eqo|o -
diysuorrepy - sJ0108s 91 |gnd pue
20IABS - | swop od 21387 AL Ansnpu|
uoUSIUI sseydInda. uo 1edwi JuesiyIUBS e sey (111 13ESID ABojopoye I - . 66 )8 aidg
UIN] U1 YD IUM ‘UO 192 SITES U0 109140 Jueolpubs e seyane A - | XUEW adUeleAoD || UonuSiul aseyoinday SaWI02INQO - £ 1 sluaI[D :uolrendod © U0SI OBd
3oUBTIR0XT -
uoiJejsies - Buiddoys
sniy - auljuQ :Ansnpu| (¥102)
diysuoirep. uonuai aseyoindas | (IN3S) BulppoN Kaealye-1es - | suepuodsal €65 sojnodoyIssiny)
pue uonJesires pue ‘diysuoirep. uondesires pue Aoueadxe uoirenb3 Aouedadxe aouewIoied - .wonm:o m% moﬁﬂm«m@
9ouewJoped uo 1gedwi Bureepow e sey sous Liedx3 - feanynuis uo usu| aseyd.indey Aouedadxe 110443 - faning :uolre|ndod 1jored'sedded
‘9OURUCSS I pUe ‘Ssaul e} ‘[01ju0d Jo suondeased aoueucssiq - deIso ey :Alsnpul - mﬁwowv
uo 8ousN [ju! Ue sey osfe uoieasiydos Buiddoys panpased - Buippow Ssauled - | Suepuodsal 09 | sonad
"90UB LRdXa aseyo.nd 1Y) UO UO TR SITeS WOoISND uolrenba jouoD - vsSnu _.mbmm:os . U{m snil
UO SuSpedelUe Ulew 8yl S| uoieaisiydos Buiddoys pended - [einjonuis uondesies |UoieoNsIydos PpaARIRd - fenns pajeN | BWoH :uore|ndod NM ‘|PMeN
1oddns [e1o0s %8s - (Ferod - DzossuID
Joireysq Bulutedwo) - e) woo tedied
Buouesip :A1snpu|
[eoibojoyofsd - | Siuepuodsal TT
diysuoiie ) Uo UBIUI 8SLDINCB.-UO IR S 1TSS I (s1dporeNbS uonoLe aAefeN - Siuossno (T0e) Buem
a1 uo 1edwi Bulrepsw wed1jiub s e sey uonows aAIRbaN - 15ea7] [eled uonuelU ! 8seydINdey uondejsiessiq - fonnsaunuo | 8uluQ :uoire|ndod pue n7y
oZ1S odwes
ooy N Aisnpu| (Fe2 A)
Suo SN jPUOD pue sBUIpuiH 1Uens Py _Mwn_umu:wm_\u/_m saouanbesuo) SIUBPaTRIUY i _Mo oy o ndod A
erq
a3} jJy.ae o 0} .1B s J1avy o) 2 g o 8



http://Paipai.com

(ou s

‘Risueiul Suipn  x9)

UO1JeJS1IesSIp MO| SBpun Juedljubisul pue Yeam swessq onnnst el cf

g ‘Juediiubs pue Buous sem diysuoie jpl GDI9210A osjueg 1 P I
-Spnyie 3y} ‘uondesiessip (YB1y pue) wnipsw Bpun -

'SI0IAeysq 8210A JO 8se0 ouss dxo

ay} u1 peounouo.d 1sow aem sidedw| Buielepoway ] - 3 gst s,

IR SIHESSIP L3 IM 0 A| AwsuewlBuihjsiessiq - sl od 17 aar B, 1661)
diysuorepJ Jeaul|-uou e pey INOMIAITRBaU pue 11X3 8| Iym s, 0| 2AESD NIX3/ 10A) Buure|dwod 0 [oy OH e” og
‘U0 NJe SITESSIp Y1im AJesul]| 89 01 papUs] SI0INBYSQ 8010 A = 3J81 TWE 9SICY siore @ reid oD SpJemol spmmy - A3 s am ole  od p Sug

‘aflesnioNpoJd syl ybnoigl 19,227 0)
aouewload 10npoJd 8y Ssesse 01 8|ge a.Je SBW0Shd 801 pue ‘|io ey
uaym A1eAo| uo 13edwi 198.1p e 3y U0 IR JSIFeS - ‘decs ‘uosInP}
"Jo1rReyeq JUSWIBA|OAUL JO [P - ‘S9[0IYpA (Alsnpu|
Buiyo1IMS Lo 10edW Ue pey JUSWBAJOAUI 10NPo.d - sisAeue uolJejsifes Jo pAST - Sjuapuodsal 6ET
*J01NRYRq BuIyolIms pueiq uolepIoD - Joineypq | @ouewloed 1onpoid - SJoWNSUod 007)
ure|dxs 018|geun afe PAS| UoNJejsites pue afiesn Jonpoid - | SSAReUR LIsn|o - Buiyorms pueig afesn 1onpo.d - fonns uelpu| :uoie|ndod S
spol 9zZIS Ansnpu
suosn puUo) pue shuipuiH Wwers Py _mw_Mu_wm_\u,_m saousnbesuo) SpuUdpaNU , a1dwes jpoywe N Juo _M _Mo_o_n_ wmh%wuwwq

uonos||0D erd




uonJessiies -
snil -
Slijsusq BN -
‘uonJe sIes Aienbaoinskes - Buiddoys
JBWIOISND U0 S109J9 aAl1sod aney S11jeusq A1enb wesAs - aul|uo $,9WOHDBd
U pue 13n11 ‘A11fenb wesAs ‘Alifenb uoirewlolu| - Afenb uoirewioyu| - :Ausnpu|
‘Buiddous (10 soisnl feuondeselu| - | 8 9pOADI 6L
aU[UO pJeMO] UOUSIU| BSeydIndd. U S108440 sasenbs ao1sn| feunpaoo.d - uemie| uisowosn) i) Sue
aAs0d 8A2Y U0 13eSITeS pue S11jsusg 1Bu ‘snJ | -ISea] [elred uonualul aseyoinday aonsnlannnquisiq - Ao Qe :uoirendod 1,08
f SSSUTTESTT Ponomod -
sy -
asN JO ases paARIRd -
wewolug -
192]U0Q -
SSaUBAISUOASDY - Buiddoys su1juo
uonueul ) Avlice|rene weisfs - SIAPASAI 09 swoHDdAsnpu| (6070
aseyo.indal uo 1oedwi Jueai}iubis aney JuawiAolus pue bg Koenid - 3 ogp 943
‘asn.() ases pansad ssaujnjesh paapased ‘sni - | 1Sl J  d | Uopusjul aseyonday uswl| (144 = S | sewosny :uoireindod 8w W
SOoSUoO 1 oy /N1 pue SOTRS JredaT
80I0A) UO11eJSITESSIP JO UOSSaIdXe pue uonde siessip Joineysq 11X - sindwoy :Ansnpul
90IAJSS Ul JBJ}Ip 88U IYD pue sued sy = Jolreteq yinow
‘ainjeyssaoold | SYAOINV -J0-pJom aAIrebaN - Sjuapuodsal 0T SuapNIS
© U}IM POIJSITESSIP SS| IN 8N |2} SWOIINO Ue U1IM ‘VAONY | Joineyeq Aned-piiyL - uonnguny = arenpelbiepun (8002)
PO 1iSIIESSIP 8J0W 3.6 (8s8UlyD SNSIBA) UedLewy - Rem-om | JoiIneyaq 8210 A - uondejsiessiq - foning :uoie|ndod Ue/\ pue ueyd
CTETRMY PUBsuaony
uisuoles Bussaipirey
30UBIUBAUOD JBLIoISNY - pue S301AISS 9180
fouow JojaneA - yieay ‘o) :Ansnpuj
wsesnuyue | Sluepuodsal 9oy (c002)
Asuow Jo} A golsafodw3g - slowosn) | ueybe|ed,0 pue
AN [eA pue 30U IUBAUOI JBWOISND ‘9ouan|jul [e1o00s - D 5 oY | uonuslulsseyoindsy 10JWo? [e100S - faning ‘uotendod Syleds ‘eyoing
<o 9Z1S o[dues Ansnpu|
SUOISN[PUOD pUe SBUIpUIH JUeAs Py _m._w _Mu:wm_\u‘m saduonbasuo) N.T9 399} 0W co_\bocum N oeindod (fea A) Sioyiny
199|100 ered
o1U qd QA= (- | 9 o] L nn S el




sgureunoslIq -
asnedxe wiiH -
uoleindal w4 -
snil -
uonesies - Bunjueg :Ansnpuj
‘BuiAng SS0J9 puUe uoNUBIB JBLIOISND ‘sang Ll 8 manou 30UB IUBAUOD Sjuspuodsal 0/
S90IAJBS Usamiaq dIysuo e e. 8y Uo aousn |jul onenbs Ang-ssouD - Buiddoys doxs-auQ - ueme | (2002)
Buireipaw Jued 1} ub s e arey UO e SITeS pue 1sni| - , @@3 |(g uonuepl JBWOSND - | BOUBIUBAUOCD TBUOLIRIOT - fonns | ursal) :uoie|ndod npA pUe NI
(asnm AN -SSOJA -
1sS018ar suonowo.d ssou) -
“Bu1Ang-ss040 uo 10edw | wDulg | polledawn usAlbe ul sBui|rew 19911q - sio|erl
Ue sey Bu1Ang-ss0.o uo Wiy ay) Jo s1oye Buiexe | - A ie8ou SJ9PJO JO JsquuinN Bu1Ang pasnoo - SuoIeAJBSqO BoeweD :Ansnpu|
*Bu1Ang-SS019 JO SlUBPalBILE JUed I IUBIS B8 10 JopJo Jed suJInJ 1oNpoid - 00S'T (8002)
aseyoind 15414 Jo AloBe1ed pue ‘BulAng pesnodoy ‘suinp. u 1$sa I | ulblew uonngiuod awn VSN ulsiBwosn) SeJoued pue
10npoud Jo o1rel ‘aw N aseydnd-eiul abeeny - uos o4 | Joplo Jod anuanay aseyo.nd-Jjeul abeony - ssARueerq :uoire|ndod ab1099 ‘rewinyy
uonuBI aseydIndal poToEISTIeS BSOS -
U0 109449 109.1p sey Alrfenb so1nses eseydlied - anfeA paARdsed - sue
uonaejsires (\ES) uonows fesesddy - Buiwiopied :Ansnpu
JALWIOISN) U0 199448 108.1p e Sey uonows [eskelddy - Buippo N Aienb Sluapuodsal 0Gg
diysuoiepJ uonuaIu I 8seydINda.-uo e S 11es uolrenbg 80IAkss esoydied - elRJISNY Ul SiBquisw (oT02)
U0 10840 Buleipaw ued1ubIs e Sey an e paAdied - [enonis | uonuslul aseydinday Aifenb a21Ales 810D - fonns | soueIpny :uoire|ndod O pue awnH
e S ara~ — —
WSIAND3||0D - Bupjueg :Ansnpu|
uondejsies -
suoissalfal afew| - sjuepuodsal 00L ueme | pue
suonud| Bu1Ang-ss0.0 JO S1UBpadBIUe e 1 Iub s a|dnnw SuouBUI BNIY - 910} Ul SIBWOSND (zT02)
3Je uonJejsies pue affew! ‘1snJl ‘snfeA peardled - | eIIyoReRIH Bu1Ang-sso.1D aneA paARded - foning :uoie|ndod 997 pue BuoH
‘diysuoire el (suondesuedy Jo Lguuinu) digsuo el Jo yibte -
Jo1Aeya( aseyo.ndal-uo e s 1zes JBWoisnd Uo 109149 JUSWIBA[OAU | - Auedwod
Buiresspow aansod e sey diysuoiepl jo yibus - aby - p2ed 11pai) :Assnpu
‘diysuorepl (Jo1neyeq aseyoindal awoou| - | suepuodsal OTZ'T
uoNUBU | 8seydINdal UoNJeSITes JBWosnday) | suossalfal pue uonuau| Jopuao - JUB1[2 asanbnyiod (2T0?) Ooredureg
uo s108 4o Bulrelepow aAnsod aney aie pue sepueo - | eolydelelH aseyoindai) AeAo] uonJe sies Jawowsny - Aanins e\ :uoirendod pue saAeduor)
spoyl N SZIS o TS Ansnpu |
suosnouoD pue sBulpuld Werspy NS IRIS woocms_owmcoo SIUBPSIBIUY "o _M%%_,_ww _\m_umo o e ndod (#ea A) sioyiny




|

us oz °p
N o8
Go[aAD
suonus i aseyoind-ay - p o ol
(g aneA - Yy Isnu
s 0 901}110es AreRUo N - SUDPID [ 007)
"anJeA JoWoIsnd Uo 10949 Juedijiubise cone s12U30 S11joUSQ DINISS - s woisn) 0 3 Jpue
aney a21}113es AkepuoLl pue S1iauaq 8d1AKS ‘slijauaq dIysuoiepy - [e tiocs SuO Je Cowtlo 9y | SHsuaq diysuoiepy - o n Bydog | ©8, 4« IO
g
Buiyoyms panpased -
uonaejsies - INAS
suonudIUI aseyaIndeay - uer suj
SpI1juod affew| - pue 190 uig
32UB IUBAUOD PaAIBIIEd - SNDU|
“epinoid anfeA
901/AJSS BUUES BU} W04 Bu1ANG-SS0.D JO 8oUSIUBAUOD paABdJed ay) pue 921NJSS PaARIRR - sjapdsar ¢ uol 3
‘Alonip ao1nses Allenb-ybiy ut A1jige s, epinoid 821AJ8S 8y} Inoge 154 SUO 1 Jul Aienb O g
S1011Ju00 sfiew 01 pere . Apuedyiubis st uonusiul ulAngssoip - | ot sai3 5 fogss B0IAJSS PRARIR - o n ®indagy’ %07 @ N
(Tewod
D0 s
1oddns [e1aos ees - vju IRes
Joineyaq Buuredwo) - 4 wsa o
Burouersip 31 o BSOU
(51 [eo1bojoydAsd - | Sluepuodsal TTi
‘diysuoire jp. uonuBIUI aseydINdal-uo e S 1ress Ip aeb uojualul uonows aAleBaN - S wWo snp) (zT02)
83U UO 109440 Buieipaw uedyubis e sey uonows anieboN - | 1s89 [gi O aseyainday uondesiessiq - fonins auluo o[ dod | Buep pue n ‘0
6 Spoy® N bas szis sjdues Aasnpu|
suosnpuoD pue sbulpu i Juens py OIS e1S S9JUBNNasU0) SIUSPRPIUY oy N uoendog (1ed A) sioyiny

uon»®||0D erd




AeAo|aseyoindal Aiobareo
uo 19edwi aeBau Jued i ubis e sey Bupeas AL A -
A1jefo| Aioba1eo pue Buiyeas

UeUBIA
u1 Anisnpul

AB1IeA uo 109 Buireipaw juedjubis e pue ‘diysuoire el (W3S) 5 4 & pooy v/ :Aussnpu
fijefo) eseypindas Alofeted pue uondejsies Alofeed mc__w_uow_“,_ ok " unpss ApleA - | SIUBpUOCSal /8y SISO €102
uo 100158 Buiresepow aansod ‘Ajeko sseyoinds. Alobareo uoirenb3 Alelo|sseyoindai 9Zk5 o5 Lol epIsU0D - ; £10¢C
uo 19edu] aANISod 1D 1L IUB S © Sey 8715 195 UOIRBPISU0D) * [eJnionns AioBeled uonoesies Aofere - Aanins .co:mﬁ\ﬂwm_ LBS|O pue L
T abew| - Bunjueg :Ansnpu
angeA penposed pue Butiepow uonoessies - | Sepuodsal TTE SEE%_%W
| ! . SJaWosNo !
uongejsifes Aq peousn|jul Aj10a41pul pue yueqe Jo afew uoienba uonusul Ueq 8Ll ul sni L ] .
pue 1sn1 Ag peatienjui A[19841p S1 uonusIuI BulAng-ssoin - NN Bu1Ang-ss010 anfeA paARdJed - foning | >pei uotendod | SiveT HRInos
-—QT— _>c;_:¢lv_>\_ oS
BUR| AnsSnpu|
suofusul suonows aAIRLeN - Sluspnis
suonows aAlebsu Buyonms NI - Sjuapuodsal £Gg akenpeJbiopun A v
‘ . : = doo.ed sssuisng C10¢) ossed
pue 5.1 yBnoJy) ‘Aueduiod ay) pMO) SUOUSIUL 10 1AeLR] ynow-Jo uon .
aAIeBau aAeY |[IM Ssaure un 891id paedled ouMasoy | - A -plomanireboN SseuleyuN 3Ld - wewiRdx3 :uorendogd PUE SOIES
JOIABUBY 1WTRIAWO0]OU INQ QM PATEFAU
SAJOAUL |[IM LONJe U1 Joteab au) ‘SseUBASUOdSS) JB |l JO
uondaaled ayy aAnisod ssa| 8yl ‘UoJe SITESSIp B 01 asuodsal
U1 U098 WS ae] 0] YBnous Pa1SITesSIP SI JBLUNSUod & J| -
uonJe SIESSIp B 0] asuodsal Ul anyipuadxe 110}
Jarealb y1m parosse si Aenss welqoid exalbay ] -
INOMAAIRBaU Ul afebus 011 NPIAIDUI :.,WEES 0 sjusp Ods - ¢Ti
ey Ajp1] 240w 3y} ‘Sufe|dwod JBWNSUO 0] SSSUSAISUOASS. P B[ S 9q Bk SIS 3 - o
Jo|repl Jo suondaosed s Jswnsuod e aAlebou alow ay ] - " el uon yswn - 09 -
NOMOL parp. (ApAirebou) 0 < e o1 y3q oy ouondad (- oy dxg 8:&. o Bp
ApAnisod ae aULe(q Jo SUONGUIE (UIBIUI) BUBHE - Ba AT o] 3| SsWd jsmorsatle - | SRR
11 1noce ocuggyo ong -| soumsio 3o .
§ c . - 3 X NS
SJUIO [[o] 01 9.2 SJBWINSUOD A[93]1] 210W B} ‘UOIIIe SIIESS I AjelR ) ow e ast v q LA u%b:: s oEw s aou (= Ds
U] UlIM peleI0sse Wa(goid U1 SNoLes 810w 8y | - u B | 0- O saledeN onoegsiies - — p-t orpdd| (&1
; wes Anisnpu| (123 A)
SspouB
suosn [puUoD pue sBuIpu g JUers seousnbasuo) SHUIDIINUY /poue N o1 nd sioyin




APPENDIX 11
DISTRICTSIN BANGKOK CATEGORIZED BY LEVELS,
LISTS OF SHOPPING CENTERS IN SELECTED DISTRICTS,
AND FEMALE POPULATION IN BANGKOK CATEGORIZED BY AGE GROUP
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Dear Respondents

The researcher is conducting the study on the impact of in-store marketing stimuli on impulse buying
behavior and post-purchase evaluation of self-selected mass color cosmetics in Bangkok, as a part of the
doctoral dissertation of a Ph.D. program in Business Administration, Assumption University of Thailand. The
research findings will be pragmatic for marketing practitioners in creating the arousal-retailing environment
for color cosmetics available in the self-selection cosmetics stores as well as for consumers in making a
more conscious purchase decision and preventing the overspending in the impulsively stimulated retailing

environment.

I would like to request for your kind cooperation in completing this questionnaire, which will take about 20
minutes. Please be assured that your response will remain confidential, and only aggregate findings will be

reported.

| greatly appreciate your valuable time and opinions. Should you have any inquiry regarding this
questionnaire, please kindly do not hesitate to contact me at Tel. 081-651-5958 or email:

wanwisa.chn@gmail.com.
Yours truly,

Wanwisa Charoennan
Ph.D. Candidate

Martin de Tours School of Management and Economics

Assumption University
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Part I: General information on color cosmetics purchasing experience at self-selection

cosmetics stores.

4.

5.

Have you purchased mass color cosmetics from self-selection cosmetics stores within the last 30 days?
(Show the picture of self-selection store types to the respondents)
[]1. Yes [12.No (Skip to Part V Personal Information)

How do you best describe your last mass color cosmetics purchasing experience at self-selection

cosmetics stores?

LW bought only what | had planned. (Skip to Part V. Personal Information)

[l2.1hada shopping plan, but | bought differently or more items from what | had planned.
[13.1did not have a plan or an intention to purchase anything, but | ended up buying something.
[a. Ohers, SPECIY ..ottt e et e b e sneeneesneaneas

Regarding your color cosmetics purchase in no. 2, did you make a payment by a credit card?
Ol1. Yes 02. No

Regarding your color cosmetics purchase in no. 2, where did you purchase? (Choose only one)
Ell.  Drugstores where cosmetics are available such as Watsons, Boots, Tsuruha, etc.

El2. Specialty stores where various cosmetic brands are available such as Eveandboy, Beauty Buffet,

Beauty Market, Ogenki, etc.
D 3. Stand-alone stores such as Oriental Princess, The Face Shop, Skin Food, Beauty Cottage, etc.
(la. Supermarkets or hypermarkets such as Tops, Tesco Lotus, Home Fresh Mart, Big C, Villa Market, etc.
D 5. Convenience stores such as 7 Eleven, Big C Extra, Family Mart, etc.
D 6. Others,Specify ... LRN Y I e . o aBNEL T

Regarding your color cosmetics purchase in no. 2, what did you purchase? (Can answer more than

one)

Please kindly refer to the no. 1 color cosmetic item in the following

questions

Part In-store marketing stimuli

6. Regarding the no. 1 color cosmetic items in guestion no. 5, please indicate your level of agreement on
the following statements related to the in-store marketing stimuli, where 1 ="Strongly disagree", 2 =
"Disagree", 3 = "Neither agree nor disagree", 4 ="Agree", and 5 = "Strongly agree".

keti . li Strongly Strongly
In-Store Marketing Stimuli Disagree€ > Agree
Brand
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1. A brand name was an important source of information about this item's credibility.

2. | could tell a lot about this item's quality from the brand name.

3. It was important for me to buy this type of color cosmetics with well-known brand
names.

4. When | shop for this type of color cosmetics, | would prefer to buy well-known brand
name.

Price Promotion

1. The shopping for this item was well worth going because of the price promotion
offerings.

2. My willingness to purchase this item arose when | noticed the price promotion activities.

3. | visited this store because it offered price promotion.

4. Sales sign enticed me to look through this type of color cosmetics.

Acceptance of Credit Card

1. A credit card payment makes the total amount to pay less worrisome.

2. There should be more advantages with credit card payments, than with cash (reward
points, paying by installments, minimum payment due).

3. It is more convenient to pay by a credit card, rather than by cash.

4. Because of a credit card payment, it should feel like not spending one's own money.

=

N

w

)]

Variety of Products

1. Several products were available under the brand | purchased.

2. This brand offered variety of products.

3. Many popular color cosmetic items are from this brand.

4. This brand regularly launches new products.

[

NINININ

WlwWwW|lw|w

AlDIDA

alo|o| o

Prominent Displays

1. | visited this color cosmetics' counter because the product display was attractive.

2. | paid attention to the product display.

3. I was interested in shopping at well-designed counters.

4. The displays were appealing.

RlRr|R|PR

NIDN|IDN|IDN

Wl W w|w

A MDA

g | 0| o (.J"I:I

Salesperson

1. Salespersons were knowledgeable.

2. Salespersons were friendly.

3. Salespersons were helpful.

4. Salespersons were polite

PlR|lRr|R

NIN|INIDN

Wl Ww|w|lw

N

gl o] o o

Self-Service

1. Self-service was convenient.

2. Self-service made me feel comfortable.

3. | enjoyed self-service.

4. | found self-service to be pleasant.

RlR|[R|PR

NI N|N[N

Wl w| w|w

e

g o o] O

Music

1. The store had pleasant music.

=

N

w

N

2. The store had appropriate music.
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3. The store had terrible music. 11 2| 3| 4| 5
4. The store had relaxing music. 112|3|4|5
Lighting

1. The store was well lit. 12| 3|4]|5
2. The store was correctly lit (neither too bright nor dull). 1{2|3]4]|5
3. Lighting in the store was pleasant. 112|3|4]|5
4. The store's lighting illuminated the true color of the products. 1{2|3]4]|5
Layout

1. It was easy to move around in the store. 112|3|4]|5
2. It was easy to locate products in the store. 1|12|3|4|5
3. The shelf was not too high to pick up products with hands. 11 2|3|4]|5
4. The products were spaciously well arranged. 11 2|3|4|5

7. Regarding the no. 1 color cosmetic items in guestion no. 5, please indicate your level of agreement on

the following statements related to your impulse buying behavior.

Impulse Buying Behavior S_trongly Strongly

Disagreecd  Agree

1. My purchase for this item was unplanned. 1(2|3|4]|5
2. 1 did not intend to purchase this item before visiting the store. 1({2|3|4]|5
3. | could not resist purchasing this item. 1(2|3|4]|5
4. |1 did not think much when | purchased this item. 1(2|3|4]|5
5. On this visit, | felt a sudden urge to buy this item and | bought it. 1(2|3|4]|5

Part lll: Post-purchase evaluation

8. Regarding the no. 1 color cosmetic items in guestion no. 5, please indicate your level of agreement on

the following statements related to influential factors on the magnitude of cognitive dissonance.

Strongly Strongly

Influential Factors on the Magni f nitive Di nan
uential Factors o e Magnitude of Cog e Disso ce Disagree€ > Agree

Post-Purchase Information

1. After the purchase decision, | found myself looking for information from public media to

confirm that | made the right decision.

2. After the purchase decision, | sought out an opinion from my friends or family to comfort

my feeling.

3. After the purchase decision, | read the non-commercial product review to confirm my

purchase decision.

4. After the purchase decision, | often observed what brand others is using to make sure

that | bought the right item

Purchase Involvement

1. The purchase decision | just made was very important. 1/ 2|3|4|5
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2. The purchase decision | just made mattered a great deal to me.

3. The purchase decision | just made was relevant to me.

4. | spent a considerable amount of money for the products.

S
NN NN
W lw|w|w
IO N N 'S
oo la o

5. The purchase decision was important to my self-image.

Attractive Alternatives

1. After the purchase decision, | found there were many other brands' items that were

better than this brand's item.

2. After the purchase decision, | found that | could obtain more satisfactory from other

brands' items.

3. After the purchase decision, | found that | could enjoy more benefits from other brands'

items.

4. This type of color cosmetics from other brands would fit my needs more than thisbrand. | 1 | 2| 3| 4| 5

Product Performance

1. After the purchase decision, | found that this brand's item fitted my needs.

2. This brand offered this type of color cosmetics that seemed like it was designed for me.

3. This brand offered this type of color cosmetics that | wanted to wear.

PRk |PR
NN NN
wlw|w|w
E N I N N N
ala|ao| o

4. | did not have an allergy to this item.

9. Regarding the no. 1 color cosmetic items in guestion no. 5, please indicate your level of agreement on

the following statements related to post-purchase cognitive dissonance.

Strongly Strongly

Cognitive Dissonance
g Disagreee )Agree

Cognitive Dissonance towards Purchase

1. After the purchase decision, | wondered whether | should have purchased this item. 1{2|3|4]|5
2. After the purchase decision, | felt very anxious about my purchase decision. 1{2|3| 4|5
3. After the purchase decision, | wondered whether | bought too many items. 1{2|3|4]|5
4. After the purchase decision, | wondered if | made the right choice. 1{2|3|4]|5
5. I should have more time considering my choice of color cosmetic item. 1121 3| 4|5
Cognitive Dissonance towards Product

1. After the purchase decision, | wondered If | did the right thing in buying this item. 12| 3 5
2. After the purchase decision, | wondered if | really needed this item. 12| 3| 4|5
3. After the purchase decision, | wondered whether there was something wrong with the 1l213lals
deal | got.

4. After the purchase decision, | wondered if | was fooled. 11 2| 3|4]| 5
5. After the purchase decision, | wondered if they spun me a line. 12| 34| 5

10. Regarding your color cosmetics purchase in no. 2, please indicate your level of agreement on the

following statements related to satisfaction level.

Level of Satisfaction Strongly Strongly
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Disagree( '9Agree
1. | was very satisfied with this item. 11 2] 3| 4| 5
2. | felt this item was very rewarding. 11 2| 3| 4] 5
3. It was a smart decision to purchase this item. 1121 3|4]|5
4. My consumption experience with this item was pleasant. 112 3|4]|5

Part IV: Post-purchase behavioral intentions

11. Regarding the no. 1 color cosmetic items in question no. 5, please indicate your level of agreement on

the following statements related to behavioral intentions.

Strongly Strongly

Post-Purchase Behavioral Intentions
Disagreee )Agree

Repurchase Intention

1. 1 will continue to purchase this item in the future. 11 2|3|4]|5
2. 1 am likely to buy this item if | am in the mood to buy this type of color cosmetics. 112(3|4]|5
3. | expect repeat purchasing this item in the near future. 11 2|3|4]|5
4. 1 will prefer this item as opposed to other brands' item(s) in the future. 112|3|4|5
Cross-Buying Intention

1. I have intentions to buy other types of color cosmetics from this brand. 1(2|3|4

2. The chances are very low for me to buy other types of color cosmetics fromthisbrand. | 1| 2| 3| 4| 5

3. On my next color-cosmetics purchase, | will seriously consider the product from this
brand(s).

4. 1 will seriously consider the deal if it is from this brand. 11 2|3|4|5
Word-of-Mouth Intention

1. 1'will say positive things to other people about my overall experience on this item. 11 2| 3| 4
2. | will recommend the overall experience to someone who seeks my advice. 1123 4
3. I will encourage others to buy color cosmetic items from this brand. 12| 3| 4

4. When being asked about the product recommendation, | will talk about this item in great
detail.

Part V: Personal Information

1. Gender [_] Male [] Female 2 AOE ..o padh years old
3. Education
[ Lower than Bachelor's degree (I Bachelor's degree ] Higher than Bachelor's degree

4. Occupation
] state employee L] private company employee [] Business owner L] student

O Freelancer (1 Housewife [] Unemployed........... (] Others, specify ..........
5. Average household monthly income

[J 7,500 Baht and lower [ ] 7,501-15,000 Baht [] 15,001-18,000 Baht [_] 18,001-20,000 Baht

[120,001-30,000 Baht L] 30,001-40,000 Baht El 40,001-50,000 Baht O 50,001-60,000 Baht

] 60,001-70,000 Baht [ 70,001-80,000 Baht [] 80,001-85,000 Baht [_] More than 85,000 Baht
6. Marital Status Cl Single O Married Cl pivorced/widowed

Thank you very much for your kind cooperation
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Figure 1: The Measurement Model
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Figure 2: The Path Model
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APPENDIX VIII
THE PHOTOGRAPHS OF DATA COLLECTION PROCEDURES
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Data Collection Procedures

Stage | : The data collectors approached the target respondents by politely introducing
themselves and screening for their demographic characteristics and impulse buying
behavior. To ensure that the respondents understood different types of cosmetics self-
selection stores, they were shown pictures of different types of cosmetics self-
selection stores. If the respondents did not understand the differences between each
type of stores, the data collectors would further explain the characteristics of each

store type. (For the picture of self-selection store types, see Appendix V1)

4%

Stage |I: The data collectors collected the data by face-to-face interview with polite
and friendly manners. During the data collection, the data collectors were observed

and evaluated by a supervisor to ensure that all data collectors administered the

questionnaire in.a similar manner so that uniform data collection could be achieved.
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Stage 111: After the interview was finished, the souvenir (cosmetics pouch) was given

to the respondents as the appreciation for their kind cooperation.
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