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ABSTRACT 

The general objective of the study is to assess the moderating effect of consumers’ astrological 

profile on the relationship between personality and impulsive buying behavior.  Using survey 

data from 404 respondents, the researcher applied PLS-SEM to assess the measurement model 

and determine path coefficients regarding direct relationships. Bootstrapping was used to test for 

significance for direct paths and MICOM was assessed after running Permutation Multi-group 

analysis to ensure multi-group analysis was valid to proceed to the assessment of moderation 

effect. The findings indicate that while openness to experience (β=0.262,f2=0.065,p=0.000), 

conscientiousness (β=-0.281,f2=0.088,p=0.000), agreeableness (β=-0.115,f2=0.015,p=0.023) 

and neuroticism (β=0.323,f2=0.115,p=0.000) were found to be significantly related to impulsive 

buying behavior, extraversion’s relationship proved insignificant (β=-0.016,f2=0.000,p=0.696). 

Regarding moderation effect, out of the five paths tested for moderation, astrological profile was 

found to moderate only the relationships of agreeableness (βfem=0.147,βmasc=-0.299,p=0.000) 

and neuroticism (βfem=0.376,βmasc=0.109,p=0.009) with impulsive buying behavior. These 

research findings’ generalizability may be compromised regarding the use of convenience 

sampling, and the broad categorization of the moderating variable may blur the effects that may 

have proved significant in more specified categories. The insights from this study contribute 

valuable information to practically inform the decision-making of businesses and marketers, 

leading them towards an effort boost regarding those consumers that score high on personality 

traits that relate inversely to impulsive buying behavior and also theoretically adds to the pool of 

literatures related to consumer behavior and psychology, serving as a springboard for more 

methodologically robust and theoretically groundbreaking researches. Even though several 

studies have been priorly published exploring the relationship between personality and behavior, 

the moderating influence of astrological profile as a categorical variable is scarcely 

investigated, and almost entirely absent in Ethiopian context. Thus, this study may open doors to 

a more methodologically and theoretically advanced, and culturally informed investigations into 

the topic. Results relating to the moderating effect of astrological profile 

Keywords: personality traits, impulsive buying behavior, astrology, multi-group analysis, PLS-

SEM, MICOM, moderation effect 
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CHAPTER ONE 

1. INTRODUCTION 

This chapter starts by giving a brief introduction on background of study, followed by a brief of 

statement of the problem. It also includes the objectives (general and specific objectives), 

research questions, scope, significance, limitations and organization of the study. It introduces, as 

well, the concepts of personality, impulsive buying behavior, astrological profile and defines 

some operational terms.   

1.1 Background of The Study 

Consumer behavior has been a topic of research in psychology and marketing for decades, used 

to comprehend the psychological stimuli behind impulsive consumer behavior. Impulse buying, 

an unscheduled and spontaneous consumer purchase, is triggered by a number of variables such 

as personality, situational variables, and affect states (Jois & Pawar, 2024; Nyrhinen et al., 2023), 

and one of the most commonly applied frameworks for describing personality individual 

differences is the Five-Factor Model, comprising Openness to Experience, Conscientiousness, 

Extraversion, Agreeableness, and Neuroticism (McCrae & John, 1992).The dimensions have 

been widely studied for their potential to predict consumer behaviors, including consumption 

impulsiveness (Goldberg, 1999; Kang et al., 2024). 

More recently, scholars have begun investigating non-traditional variables that are likely to 

influence consumer behavior. Astrological profiling, which is culturally embedded globally and 

has been hypothesized to influence personality and behavioral tendencies (Burns, 2018; Singh, 

2024), is one such variable. Drawing extensively on Carl Jung's research, Psychological 

astrology foresees astrological signs being associated with personality and behavioral 

inclinations of individuals (Nikolett Kanász, 2024). Research like Mayo et al. (1978) and 

Mitchell (1995) has analyzed whether the use of astrological personality is applicable in 

consumer segmentation and decision-making. 

Notwithstanding doubts regarding the scientific nature of astrology (Rensberger, 1975), there has 

been empirical research establishing relationships between astrological types and consumer 

behavior (Kwak et al., 2015; Mustafa & Olgun, 2011). Empirical support in this line suggests 

that individuals of various astrological signs may vary regarding impulsiveness for consumption. 
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1.2 Statement of the Problem 

Although numerous studies have investigated the relationship between personality traits and 

impulsive buying behavior, findings have been mixed. For example, whereas some research 

indicates that Openness to Experience facilitates impulsive buying through heightened curiosity 

and exploratory behavior (Miao et al., 2019; Khan, 2021), others report a lack of empirical 

association (Parsad et al., 2019; Olsen et al., 2015). Likewise, Conscientiousness was either 

inversely related to impulsive purchasing because of self-control (Qureshi et al., 2024) or had no 

effect whatsoever (Rizki et al., 2022). 

Due to these conflicting findings, it would appear valuable to examine additional variables that 

can moderate the impulsive buying-personality relationship. Astrological profiling has been 

employed as a potential moderating variable since some research speculates that people from 

different zodiac groups have different personality characteristics and behavioral inclinations 

(Mitchell & Hagget, 1997; Singh, 2024). Empirical evidence supporting this correlation is 

minimal and ambiguous. Although some studies have reported significant connections between 

astrological and personality profiles (Mayo et al., 1978; Singh, 2024), other researchers reported 

no such connections (Veno & Pamment, 1979; Steyn, 2011). 

In addition, most of the research investigating these variables has been undertaken within 

Western contexts, with no, or minimal, investigation of the phenomenon within the Ethiopian 

consumer segment. That there is limited research in this cultural context and the clearly 

demonstrated evidence gap in the field justifies an empirical investigation of the moderating 

effect of astrological profiles on the association between personality traits and impulse buying 

behavior. 

1.3 Objective of The Study  

1.3.1 General Objective  

The general objective of the study is to assess the moderating effect of consumers’ astrological 

profile on the relationship between personality and impulsive buying behavior.  

1.3.2 Specific Objectives  

In line with the major objective, the specific objectives are: 

1. To investigate the effect of Openness to Experience on impulsive buying behaviour. 
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2. To investigate the effect of Conscientiousness on impulsive buying behaviour. 

3. To investigate the effect of Extraversion on impulsive buying behaviour. 

4. To investigate the effect of Agreeableness on impulsive buying behaviour. 

5. To investigate the effect of Neuroticism on impulsive buying behaviour. 

6. To examine the moderating effect of Astrological profile on the relationship between 

personality traits and impulsive buying behaviour. 

1.4 Research Questions  

Deriving reason from the problem and directing focus on the basis of the objectives, the present 

research will seek to answer the following questions: 

1. Does Openness to Experience affect impulsive buying behavior? 

2. Does Conscientiousness affect impulsive buying behavior? 

3. Does Extraversion affect impulsive buying behavior? 

4. Does Agreeableness affect impulsive buying behavior? 

5. Does Neuroticism affect impulsive buying behavior? 

6. Does Astrological profile moderate the relationship between personality traits and 

impulsive buying behavior? 

1.5 Scope of The Study  

This study investigates the relationship between personality traits and impulsive buying 

behaviour, focusing on the moderating effect of consumers' astrological profiles. The objectives 

include examining the effects of Openness to Experience, Conscientiousness, Extraversion, 

Agreeableness, and Neuroticism on impulsive buying behaviour, as well as assessing whether 

astrological profiles influence these relationships. 

The study targets customers learning, working, or residing in Lemi Kura sub city who frequently 

visit one of the three purposively selected supermarkets: Queens Supermarket (Summit Branch), 

Shoa Supermarket (Summit Branch), and Lomyad Supermarket (Ayat Branch). These locations 

were chosen for their large customer bases. 

The study examines three primary variables. The Independent Variable, Personality Trait is 

measured using the Five-Factor Model (McCrae & John, 1992). The Dependent Variable – 

Impulsive Buying Behaviour– is assessed using Rook and Fisher’s Impulse Buying Scale (Rook 
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& Fisher, 1995). The Moderating Variable, Astrological Profile, is measured through 

respondents’ date of birth, and mainly categorized into zodiac dualities and then other 

astrological classifications as well. 

This quantitative study employs an explanatory design, collecting primary data through 

structured questionnaires. The data was analysed using SMARTPLS 4.0 to assess direct and 

moderating effects. 

The study is geographically confined to Addis Ababa, focusing on urban retail settings. Data 

collection spanned three weeks. 

1.6 Significance of The Study  

This research has theoretical, practical, and methodological significance. Theoretically, this 

research adds to the growing literature in consumer psychology through the utilization of an 

unconventional moderating variable, astrological profile, in investigating personality and 

impulsive consumer behavior. 

Practically, the research findings can help companies and marketers interested in improving 

consumer segmentation. With a significant moderating influence of astrology ascertained, 

marketers can utilize astrological concepts to tailor advertisement campaigns, product 

recommendation, and promotion initiatives based on the consumers' zodiac sign to augment 

other demographic data. Businesses, for example, can create astrology-inspired marketing 

campaigns, like those employed by McDonald's and Spotify (Hall, 2022; WGSN Insider, 2022), 

to reach customers on a more personal level. 

Methodologically, this research fills an empirical and population lacuna in that it presents 

evidence from Ethiopian population, whereas the study in this area has been scarce. Thus, 

providing insights on whether astrological profiling has an influence on consumer behavior in 

various cultural and market settings. 

1.7 Limitation of the Study  

According to Ross and Zaidi (2019), limitations are weaknesses within a research design that 

may influence research outcomes. This research also is not without limitations. 

First, the use of self-administered questionnaires may have caused social desirability bias, 

meaning that people may have answered in a way they thought seemed good, rather than how 
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they really felt or behaved (Gower et al., 2022), and as a result, their answers related to traits and 

behaviours may not be fully accurate. Second, while astrological categories appeared to have 

some moderating influence in the study, the concept has no a universally accepted definitional 

theory validated by the scholarly society (Pfeffer, 2023), thus, making it hard to apply the 

findings to people from different geographical locations or belief systems. Therefore, regarding 

generalizations made upon the samples’ target population and the study’s findings may be met 

with scepticism, particularly from researchers who dismiss astrology as a pseudoscience 

(Rensberger, 1975). 

Third, the categorization of astrological signs into only two groups (masculine and feminine) 

may have oversimplified a system that is usually more detailed (Clarke et al., 1996) , meaning 

that some differences between signs may have been missed or not fully shown. In addition to 

that, the study’s cross-sectional design, even though it shows how impulsive behaviour may be 

predicted by the big five personality traits, it does not show how impulsive behaviour might 

change over time, or how the relationship may be affected if other moderator variables like 

gender (which was unevenly represented in the sample) were introduced into the model. Finally, 

the use of convenience sampling in the study may compromise the generalizability of the study, 

allowing for unwanted selection bias. 

1.8 Organization of the study  

This research study is organized into five chapters: Chapter one presents the background of the 

study, statement of the problem, study objectives, research questions, scope, significance, and 

limitations of the study, organization of the study and definition of terms. Chapter two presents 

the literature review related to the topic under study. It further presents the theoretical review, 

empirical review and the conceptual framework. Chapter three deals with the research 

methodologies, which include study area description, research approach, research design, 

population and sampling techniques, data sources and types, data collection instruments and 

procedures, ethical considerations and data processing and analysis. Chapter four will present the 

findings of the study that includes data presentation, analysis, interpretation and discussion. 

Based on the findings of the study, the fifth chapter will present summary, conclusion, and 

recommendations for future research. 
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1.9 Definition of terms  

Personality: A relatively stable set of characteristics, thought patterns, and behaviors that define 

an individual's adaptation to their environment (Alidemi & Fejza, 2021), often measured using 

the Five-Factor Model, which includes Openness to Experience, Conscientiousness, 

Extraversion, Agreeableness, and Neuroticism (McCrae & John, 1992). 

Openness to Experience: The degree to which an individual is imaginative, curious, and open to 

new ideas (Rajavi et al., 2019). 

Conscientiousness: A personality trait associated with organization, responsibility, and self-

discipline (Judge et al., 2024). 

Extraversion: A measure of how outgoing and socially active an individual is (Rajavi et al., 

2019). 

Agreeableness: The extent to which an individual is compassionate, cooperative, and empathetic 

toward others (Rajavi et al., 2019). 

Neuroticism: The tendency to experience emotional instability, mood swings, and anxiety 

(Burroughs & Rindfleisch, 2002). 

Impulsive Buying Behavior: The tendency of consumers to make unplanned purchases based 

on emotional responses, environmental cues, and personality traits (Jois & Pawar, 2024; Stern, 

1962). 

Astrological Profile: A categorization of individuals based on their zodiac signs, which are 

determined by the position of celestial bodies at the time of birth (Singh, 2024).  

Astrological Duality: broad groups, traditionally known as masculine and feminine, formed 

when the zodiac signs are categorized into two, containing six signs each, (Woolfolk, 2012).  
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CHAPTER TWO 

2. LITERATURE REVIEW 

Machi & McEvoy (2022) define literature review as a written document that presenting a 

logically argued case founded on deep understanding of the current state of knowledge about the 

topic at hand in order to establish a convincing thesis to address the research question.  

Thus, the present section establishes the framework through a comprehensive analysis of related 

theoretical and empirical literatures. Moreover, it deductively rationalizes the need for more 

research regarding the moderative role of consumers’ astrological profile on the relationship 

between personality traits and impulsive buying behavior. 

2.1 Theoretical Review 

As defined by Vinz (2022), theoretical framework or review is a foundational review of existing 

theories serving as a roadmap for developing arguments the researcher intends to use in research. 

It is where researchers lay down the building blocks for their literature review, so that the reader 

gets a clear idea of the core concepts, theories and assumptions relating to the research aims 

(Jansen, 2023). 

Thus, the present subsection provides the theoretical framework of the study, clearly defining the 

core constructs and theories and exploring the relationship amongst the independent variable: 

Personality; the dependent variable: Impulsive Buying Behavior, and the moderating variable: 

Astrological Profile.  

2.1.1 Personality: Theory and Measurement 

Watson & Greenberg (1998) highlight the multifaceted nature of personality defining it as the 

state of being a person, encompassing traits or character, as well as physiological, intellectual, 

emotional, and physical characteristics, particularly those perceived by others. Whereas 

Berdiayev (2024) defines it in rather philosophical terms as a creative act, rather than a natural 

state, boldly emphasizing its independence from nature and society. Several other authors 

preceding these have evidently attempted to define the term, and various theories were developed 

based on these attempts (Alidemi & Fejza, 2021). After having reviewed several theoretical 

publications on personality, Alidemi & Fejza (2021) laid out the definition of personality as a 

relatively stable and distinctive styles of thought, behavior, and emotional responses that 
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characterize an individual's adaptations to their environment, resulting from the interplay of 

biological and environmental factors. 

Alidemi & Fejza (2021) discoursed some major theoretical approaches attempting to define 

personality. These encompassed the Psychoanalytic Theory, the Trait Theory, Social-Cognitive 

Theory, the Humanistic Approach and the Existential Perspective.  

Existential Perspective views personality as a creative act, where individuals construct their 

identity through spiritual and ethical dimensions, emphasizing freedom and self-fulfillment 

(Berdiayev, 2024). Humanistic Approach, similarly, centers on subjective experiences and the 

potential for personal growth, emphasizing creativity and spontaneity (Alidemi & Fejza, 2021).  

In subtle contrast, the Social-Cognitive Theory highlights the role of learning and cognitive 

processes in shaping personality, suggesting that behavior is influenced by environmental 

interactions. Complementing it, Psychoanalytic Theory emphasizes the influence of early 

childhood experiences and unconscious processes on adult personality, as proposed by Freud 

(Alidemi & Fejza, 2021). Lastly, the Trait theory, which happens to be the main focus of the 

present study, focuses on measurable characteristics that differentiate individuals, allowing for 

objective assessment of personality.  

Umbrellaed under Trait theory is the Five Factor Model (McCrae & John, 1992), which is the 

most widely used and empirically supported model of personality traits in academic research 

(Chmielewski & Morgan, 2013). The five factors discoursed under the model are Extraversion, 

Agreeableness, Conscientiousness, Neuroticism, and Openness (Goldberg, 1999; Kang et al., 

2024). These are defined and their measurement outlined in the following paragraphs. 

Rajavi et al. (2019) laid down the definition of the term openness as the degree to which a person 

is imaginative and interested in abstract ideas. Based upon the definition, the researchers 

shortened Donnellan et al. (2006)’s Mini IPIP scale. Thus, the scale contains three, seven-point 

Likert-type items.  

Conscientiousness is a personality trait characterized by diligence, carefulness, and a tendency to 

be organized and responsible (Judge et al., 2024). Donnellan et al. (2006)’s Mini IPIP scale 

measures the variable using four, five-point Likert-type items.  
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Rajavi et al. (2019) laid down the definition of the term extraversion as the measure of how 

much a person tends to be talkative and gregarious. Based upon the definition, the researchers 

shortened Donnellan et al. (2006)’s Mini IPIP scale. Thus, the scale contains three, seven-point 

Likert-type items.  

Rajavi et al. (2019) laid down the definition of the term agreeableness as the measure of how 

much a person is sympathetic and is concerned about others. Based upon the definition, the 

researchers shortened Donnellan et al. (2006)’s Mini IPIP scale. Thus, the scale contains three, 

seven-point Likert-type items.  

Neuroticism is defined as the extent to which a person expresses emotional instability with 

symptoms such as wide mood swings, irritability, and nervousness (Judge et al., 2024). 

Donnellan et al. (2006)’s Mini IPIP scale measures the variable using four, five-point Likert-type 

items.  

2.1.2 Consumer Behavior: Theory and Measurement 

Consumer behavior consists of the actions involved in obtaining, consuming, and disposing of 

products and services (Blackwell, Miniard & Engel, 2001). Aldani (2025) argues that marketing 

mix initiatives play a crucial role in the management of consumer buying conduct through the 

combination of important factors known as the 4Ps: Product, Price, Place, and Promotion. 

Furthermore, Dheere et al. (2025) suggest an additional set of three elements, People, Process, 

and Physical Evidence, to be included in the model. 

Bas and Kubilay (2016) discuss the six-stage buying process: Need Recognition, Information 

Search, Product Evaluation, Product Choice and Purchase, Post-Purchase Use and Evaluation, 

and Product Disposal, and note that consumers may not always pass through all the stages in a 

purchase decision, indicating the presence of multiple factors in consumer decision-making.  

2.1.2.1 Factors Affecting Consumer Behavior. There are several important factors that 

affect consumer behavior, namely Cultural, Social, Personal and Psychological (Bas and 

Kubilay, 2016). These are described below in detail: 

2.1.2.1.1. Cultural Influences. Culture significantly influences behavior and comprises a 

collective set of beliefs, artistic expressions, legal frameworks, moral standards, and traditions, 

thereby affecting consumer choices via both tangible and intangible values (Hawkins, Coney & 
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Best, 2004; Kotler et al., 2001). Subcultures, which may be formed around factors such as 

religion, nationality, geographic location, or ethnicity, transmit their beliefs and values across 

generations, consequently shaping consumer preferences (Burgess and Steenkamp, 1999). Social 

class, which is a structured division in society, plays an important role in influencing consumer 

lifestyles, media consumption, and buying habits (Jisana, 2014). 

2.1.2.1.2. Societal Influences. Social influences, including reference groups, family 

relationships, and social roles, are at the core of shaping consumer behavior. Reference groups 

are attitudinal and expectational standards of behavior and therefore assist individuals in 

establishing social norms (Hawkins, Best & Coney, 2001; Schiffman & Kanuk, 2001; Levy & 

Weitz, 2008; Churchill & Peter, 1998; Engel, Blackwell & Miniard, 1995). Reference groups can 

be classified as primary, secondary, dissociative, or aspirational. Family roles significantly affect 

consumer purchasing behavior, where the family roles could be husband-dominant, wife-

dominant, joint, or individualized (Engel, Blackwell & Miniard, 1995; Hawkins, Coney & Best, 

2004). Moreover, an individual's role and status in social groups, organizations, and family may 

also decide whether they will make a purchase (Jisana, 2014). 

2.1.2.1.3. Individual Influences. Personal characteristics, including lifestyle, economic 

situation, occupation, age, personality, and self-image, significantly influence consumer behavior 

(Jisana, 2014). Age significantly affects consumer inclinations because various stages of 

life,childhood, single adulthood, and parenthood, create demands for various products. 

Occupation also shapes buying habits; for example, a marketing manager will purchase business 

formal attire, whereas a manual laborer will purchase utilitarian work clothes (Jisana, 2014). 

Economic status, including income and savings, are essential determiners of buying power and 

make marketers adapt based on economic conditions (Kotler & Armstrong, 2014). Lifestyle, as 

the manner in which an individual lives and his or her activities, views, and hobbies, also 

influences their purchasing behavior (Jisana, 2014). Marital status is one of the demographic 

factors that may influence the consumer's buying behavior (Attreya, 2018). A study by Sharma 

and Pahuja (2020) found that marital status, coupled with age and gender, significantly affects 

impulse buying behavior. Furthermore, personality traits like dominance, aggressiveness, and 

self-confidence may impact buying behavior; however, the relationship between consumer 

personality traits and buying decisions is complicated (Tanner et al., 2023). 
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2.1.2.1.4. Psychological Determinants. There are four primary psychological forces that 

influence consumer behavior: motivation, perception, learning, and attitudes and beliefs (Bas and 

Kubilay, 2016). Motivation is a stimulus for buying behavior, as in the case of Maslow's 

hierarchy of needs, in which lower-level needs such as food and shelter have to be fulfilled prior 

to pursuing upper-level needs such as esteem and self-actualization (Kotler & Armstrong, 2014). 

Perception, which is the recognition and interpretation of sensory information, varies with each 

individual, influencing product choice based on selective attention, distortion, and retention 

(Kotler & Armstrong, 2014). Attitudes and beliefs, which are stable, predict consumer behavior, 

although marketers can modify them through specific marketing (Jisana, 2014). 

2.1.2.2 Impulse Buying Behavior. Impulse buying behavior refers to spontaneous 

purchases driven by emotional states, personality traits, and external influences (Jois & Pawar, 

2024). Though it is reported to be increasingly facilitated by online and mobile shopping 

environments (Nyrhinen et al., 2023), it evidently can happen in traditional retail settings, 

vulnerable to environmental or social impacts (Devi et al., 2023). 

Some notable theories found to relate to Impulse Buying Behavior in scholarly publications are 

Theory of Planned Behavior (TPB) (Küçükkambak & Çelik, 2024; Li & Kang, 2023; Rahmasari 

& Sugiyanto, 2024), and Stimulus-Organism-Response (S-O-R) Theory (Safeer, 2024; Sen, 

2024). 

Theory of Planned Behavior has been widely applied to discover individuals’ shopping intentions 

and behaviors (Li & Kang, 2023). It generally posits that intentions, influenced by attitudes, 

subjective norms, and perceived behavioral control, predict an individual's likelihood of 

engaging in specific behaviors (Grigoropoulos, 2024). The Stimulus-Organism-Response (S-O-

R) theory, on the other hand, posits that external stimuli influence an individual's internal 

processes leading to behavioral responses (Wang et al., 2022) such as impulsive buying behavior 

(Sen, 2024). 

Bridging the theory of Planned Behavior and Stimulus-Organism-Response, The Impulse Buying 

theory posits that consumers make unplanned purchases driven by strong emotional factors and 

external stimuli (Ari, 2023). Stern (1962) defines impulse buying as a purchase a shopper makes 

that has not been planned in advance. The author broadly classifies impulse buying into four, 
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namely, ‘Pure’ Impulse Buying, ‘Reminder’ Impulse Buying, ‘Suggestion’ Impulse Buying, and 

‘Planned’ Impulse Buying. 

Stern (1962), in a publication titled ‘The Significance of Impulse Buying Today’, defined these 

broad classifications unambiguously. ‘Pure’ impulse buying was portrayed by Stern (1962) as the 

novelty or escape purchase which breaks a normal buying pattern, whereas ‘Reminder’ Impulse 

Buying referred to the buying that occurs when a shopper sees an item and remembers prior 

experience with the product, or the knowledge of it, sparking the impulse purchase. ‘Suggestion’ 

Impulse Buying was noted to occur when a shopper sees a product for the first time and 

visualizes a need for it, even though they have no previous knowledge of the item, whereas 

‘Planned’ Impulse Buying referred to the buying that occurs when the shopper enters the store 

with some specific purchases in mind, but with the expectation and intention to make other 

purchases that depend on price specials, coupon offers, and the like. 

Aligning with Stern (1962)’s theory of impulse buying, Rook & Fisher (1995) defined impulse 

buying as a consumer’s tendency to buy spontaneously, unreflectively, immediately, and 

kinetically; proposing that traits such as ‘impulsivity’ that reflect the urge to act spontaneously, 

have a significant positive effect on impulse buying. Based on such proposition and definition, 

the authors developed a scale to measure Buying Impulsiveness. The scale has been since widely 

in use in scholarly literature, in various cultural contexts, to measure Impulsive Buying Behavior 

(Bessouh et al., 2015; Dias et al., 2021; Godelek & Akalın, 2018; Puspitasari et al., 2022; Revilla 

et al., 2016). 

The Scale (Rook & Fisher, 1995) contains nine, five-point Likert-type items. Regarding the 

scale’s validity, a confirmatory factor analysis was used to provide evidence that the measure 

was an acceptable model. 

2.1.3 Astrological Profile 

Astrology is a science based on ancient cosmology that focuses on the effect of the movements 

and positions of stars on human personality and behavior (Singh, 2024). Its historical 

foundations can be traced back to ancient societies where celestial observations and 

interpretations were used to explain earthly phenomena, including human behavior (Rao, 2024), 

and it has significantly influenced various civilizations, shaping science, literature, religion, and 

art (Burns, 2018). 



13 
 

In Ethiopia, the astrological practices are believed to have been influenced by ancient 

Babylonian astrology (Brown, 2000). Ethiopian astrology is referred to, by local astrologers, as 

‘Hasabe Kewakibit’ and by foreigners, as Ethiopic Astrology (Tigabu, 2014). It involves the 

study of celestial movements for the various purposes such as travel, agriculture, and 

understanding human behavior.   

Ethiopian astrology, due to its ancient origins and unchanging nature, is not as widely 

disseminated to the public as modern astrology is. It had been passed down to a limited number 

of individuals, and is absent from formal educational curricula (Tigabu, 2014).  

Awde Negest (1953) is an Ethiopian astrological book that details on behavioral portraits of 

individuals based on their zodiac signs (See Figure 1), which bear slightly modified or localized 

names of the zodiac signs used by the widely popularized western astrology. 
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Figure 1: Ethiopian Zodiac Wheel 

 

(Source: Ethiopian Journal, 2008) 
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Historical and mythological records further emphasize Ethiopia’s connection to astrology. 

According to Greek mythology, Ethiopia was home to the legendary King Cepheus, Queen 

Cassiopeia, and their daughter, Princess Andromeda, who were immortalized through 

constellations named “Royal Family”, comprising of stars named after each (Tigabu, 2014). 

Again, historical accounts attributed to Lucian & Harmon (1936) credit Ethiopians as the original 

inventors of astrology, noting that they named the planets descriptively based on their perceived 

qualities. This foundational knowledge was said to have latter been transmitted to the Egyptians, 

who are often credited with advancing the science of astrology (Jackson, 2017; Parker, 2007). 

It’s a common thing for people to confuse the word astrology with astronomy (Plait, 2002) 

because in times preceding the seventeenth century, astrology and astronomy were often 

practiced together as one discipline, and their separation did not emerge until the Scientific 

Revolution. Back then, famous astronomers such as Galileo Galilei and Johannes Kepler were 

fairly receptive to the Idea of Astrology and barely considered it unscientific (Jeans & Cohen, 

2001; Rutkin, 2018). Galileo even taught it in universities (Rutkin, 2018).  But by the end of the 

17th century, the academic recognition astrology had had started to wane (Kassell, 2010). By 

1975, astrology was deemed as a scientifically unacceptable art of charlatans by 186 Top 

Scientists who gathered to, once and for all, dismiss astrology from the realm of science 

(Rensberger, 1975). Thus, astrology became a relatively marginalized research area in the pool of 

scholarly publications (Pfeffer, 2023). 

Throughout history, lay recorded, various types of astrology that thread connection with modern 

science. Medical astrology, also known as Iatromathem served as a diagnosis tool in the ancient 

world, determining optimal treatment timing and predicting the durations of illnesses by 

associating celestial bodies with certain body parts or disease (Yale, 2023). There exist records of 

renowned Greek physicians such as Hippocrates and Galen incorporating astrological concepts 

into their understanding of health and disease (Heidari, 2023). 

The other type of astrology that can be linked to modern science, specifically psychology, is 

psychological astrology (Woodwell, 2019). Its upon its ground that ‘AstroPsychology Theory’ 

was bred. AstroPsychology theory is a theory majorly based on the works of the psychologist 

Carl Jung (Nikolett Kanász, 2024), which proposes that astrology plays a role in understanding 

human behavior (Andrikopoulos, 2024), merging astrological insights with psychological 
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theories (Woodwell, 2019). Several scholars have published articles linking astrology to human 

personality and behavior, based on this AstroPsychology theory (Andersson et al., 2022; Kapoor, 

2024; Mayo et al., 1978; Mitchell, 1995; Pathak & Holani, 2020; Rooij, 1999). 

The  essential foundation upon which astrological systems are built is the zodiac, which is 

defined by Parker (2007) as a celestial circle encompassing the apparent paths of the Sun, Moon, 

and planets. Dividing it into twelve mathematically equal parts gives us the zodiac signs 

(Woodwell, 2019). 

According to Clarke et al. (1996), astrology majorly depends on 3 signs to determine a person’s 

personality or behavior, namely, the sun sign, moon sign and rising sign. The sun sign relates to a 

person’s core identity, while the moon sign reflects the emotional nature of subjects. The rising 

sign or ascendant on the other hand indicates the outward behavior and first impression of a 

person as perceived by others. 

The main focus of the present study happens to be the Sun sign, which is the sign used to draw 

the widely popularized horoscopes published at the back of magazines (Hartmann et al., 2006). 

Mitchell (1995) published an article proposing that Sun signs of consumers had the potential to 

be used as segmentation variables, and several articles were published following the lead, 

attempting to empirically support or refute the proposition, most of which had complementary 

findings (Baş & Kubilay, 2016; Mustafa & Olgun, 2011; Özkan, 2013; Pathak & Holani, 2020). 

The sun sign of a person refers to the Zodiac sign in which the Sun is located at the time of birth 

(Woodwell, 2019), and it can be easily inferred from a person’s date of birth (Mitchell, 1995). 

Mitchell & Haggett (1997), in their study suggesting that sun sign astrology may as well be used 

as an additional variable in market segmentation, presented a table listing and describing the sun 

signs matching them with their corresponding psychological characteristics, which will be 

further discussed below: 

Aries (March 21 - April 19). Aries people are self-assured, independent, and active. They are 

stubborn and persistent but generally reticent of their feelings. Aries are social, yet selfish at 

times. 

Taurus (April 20 - May 20). Taurus is patient, tranquil, and stubborn. They are domestic and 

loving with a very high security awareness. They can be possessive, though. 
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Gemini (May 21 – June 20). Geminis are imaginative, adaptable, and inquisitive. They are 

communicative, rational, and extroverted and like variety in life. They are good company due to 

their imagination and adaptability. 

Cancer (June 21 – July 22). Cancer people are emotional and sensitive, tending to be most 

often pessimistic and insecure. They are perceptive and imaginative but tend to be moody and 

worried. 

Leo (July 23 – August 22). Leos are ambitious, proud, and willful. They aspire to authority and 

trust but are devious in pursuing the same. Their confidence turns them into a natural-born 

leader. 

Virgo (August 23 – September 22). Virgos are practical, logical, and health-conscious. They are 

responsible and active but excessively worried. Their perfectionism compels them to double-

check every step of the way. 

Libra (September 23 – October 22). Libra people are diplomatic, level-headed, and gentle. 

They are good negotiators but lack decisiveness. They are natural peacemakers due to their 

balanced nature. 

Scorpio (October 23 – November 21). Scorpios are ambitious, confident, and intense. They are 

probably stubborn or bitter but are highly motivated by goals. They are not sociable by nature but 

leave a lasting impact on others due to their intensity. 

Sagittarius (November 22 – December 21). Sagittarians are liberal, impulsive, and inventive. 

They like things outdoors and new experience. Risk is their passion but one they seek out for the 

sake of adventure. 

Capricorn (December 22 – January 19). Capricorns are cautious, practical, and persistent. 

They prefer things ordered and order well respected but come across as unemotional or risk-

averse. Their severity is what makes them pursue success. 

Aquarius (January 20 – February 18). Aquarians are thoughtful, creative, and intelligent. They 

are quirky and truthful and shy. Their unstable nature is because of the need to be unique. 

Pisces (February 19 – March 20). Pisces people are sympathetic, emotional, and dreamy. They 

are unfounded or indecisive but versatile in coping with difficulties. Their empathetic nature 

draws them strongly to others' feelings. 
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The twelve zodiac signs outlined above can also be classified into various groupings depending 

on different numerical divisions (Woolfolk, 2012). These are divisions into two (dualities), three 

(triplicities), four (quadruplicities), and six (polarities), each grouping representing a unique 

aspect of astrological classification. 

2.1.3.1 Dualities. When the zodiac signs are categorized into two groups of six signs 

each, the dualities are formed (Woolfolk, 2012). These groups are traditionally known as 

masculine and feminine and their characteristics corresponds to the dual nature of the 

masculine/feminine, diurnal(day)/nocturnal(night), odd/even, and positive(yang)/negative(ying) 

(Mayo et al., 1978; Rooij, 1994; Woodwell, 2019; Woolfolk, 2012).  

Woolfolk (2012) explains and describes details pertaining to the dualities per se: 

The first duality signs, i.e., Aries, Gemini, Leo, Libra, Sagittarius, and Aquarius, are described as 

masculine, day or diurnal, odd, and positive. They are normally outer-directed and gain power 

through action. They are external in their activities and relations and tend to express outwardly in 

the dramatic and forceful manner. Their positive nature encourages them to engage actively with 

their surroundings, seeking to make an impact through their actions. 

In this regard, the second group consists of Taurus, Cancer, Virgo, Scorpio, Capricorn, and 

Pisces, which are all feminine, nocturnal, even, and negative. These signs tend to be self-

sufficient in nature and derive their power from their internal resources. They are inward-looking 

and tend to be preoccupied with operations that are internal and may come across as reserved or 

inward-focused. They gain their strength by being capable of accessing their internal sources, 

hence being able to withstand problems with resilience and depth. 

2.1.3.2 Triplicities. When the zodiac signs are categorized into four groups of three signs 

each, the triplicities are formed (Woolfolk, 2012). Each triplicity corresponds to one of the 

classical elements: Fire, Earth, Air, and Water), and these elements represent fundamental 

characteristics of the signs they govern, and are discussed below as portrayed on Mitchell 

(1995)’s work. 

The Fire triplicity consisting of Aries, Leo, and Sagittarius is characterized by passion and 

inspiration. The signs are typically energetic and passionate, and as such have a tendency to drive 
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their endeavors with huge passion and imagination. Their passion is very infectious, inspiring the 

people around them. 

In contrast, the Earth triplicity comprising Taurus, Virgo, and Capricorn is characterized by 

stability and practical ability. These signs are grounded and reliable, focusing on tangible 

achievements and building solid foundations. Their stability provides a sense of security and 

dependability. 

The Air triplicity, consisting of Gemini, Libra, and Aquarius, is distinguished by intellectual 

ability. They are renowned to be curious and analytical in nature and tend to perform well in 

communication and relationships. Their rapid mental capacities make them comfortably handle 

complex ideas and relationships. 

Finally, the Water triplicity of Cancer, Scorpio, and Pisces is all sensibility and intuition. They 

are very emotional and compassionate signs and would rather trust their instincts to navigate the 

challenges of life. Their sensitivity also makes them very attuned to other people's feelings, 

enabling them to form strong emotional bonds. 

2.1.3.3 Quadruplicities. When the zodiac signs are categorized into three groups of four 

signs each, the quadruplicities or sign modes are formed (Woolfolk, 2012). These 

quadruplicities: Cardinal, Fixed, and Mutable represent different qualities that define how a 

zodiac sign interacts with the external world, and are discussed below as portrayed on Mitchell 

(1995)’s work. 

The Cardinal signs, Aries, Libra, Cancer, and Capricorn, are extrovert in nature. They are 

initiators and starters and prefer to take control in new ventures and tend to speak out freely. 

They are habitual initiators and always eager to start new projects or ventures because they are 

extroverts. 

Conversely, the Fixed signs, Taurus, Scorpio, Leo, and Aquarius, are stubborn in belief. Once 

they have formed an opinion or committed themselves to a course of action, they cannot be 

easily diverted. This makes them consistent and dependable but obstinate. 

The Mutable signs, including Gemini, Sagittarius, Virgo, and Pisces, are flexible. They are easy-

going and versatile, and easily adapt to new situations and views. They can easily move from one 
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environment and challenges to another without any problems, thus being highly capable of 

coping with change. 

2.1.3.4 Polarities. When the zodiac signs are categorized into six groups of two signs 

each, the polarities or the opposites are formed (Woolfolk, 2012). These signs express opposite 

characteristics. Woolfolk (2012) defines and discusses characteristics related to the polarities as 

such: 

Firstly, Aries and Libra form a polarity where Aries is self-oriented, focusing on personal goals 

and independence, while Libra is partnership-oriented, emphasizing harmony and balance in 

relationships. 

The second polarity is Taurus and Scorpio. Taurus is personally property oriented, wanting 

material security and stability, while Scorpio is legacies and common property oriented and tends 

to concentrate on intensity and depth in a relationship. 

The Gemini and Sagittarius is the other polarity. Gemini is self-expression oriented, living on 

communication and curiosity, while Sagittarius is philosophy and higher mind oriented, wanting 

bigger horizons and wisdom. 

Cancer and Capricorn is a polarity wherein Cancer is home and family focused, valuing family 

and domesticity, and Capricorn is career and public life focused, valuing career success and 

public standing. 

The Leo and Aquarius polarity brings Leo to be individually pleasure and creativity focused, 

valuing limelight and artistic imagination, and Aquarius to be focused on hopes and big-picture 

ideals, valuing humanitarian ideals and collective progress. 

Finally, Virgo and Pisces is a polarity where Virgo is work and self-oriented, seeking perfection 

and prudence, and Pisces is dream and self-illusion-based, apt to explore the realms of fantasy 

and intuition. 

The Astrological profile of a person includes but is not limited to information regarding the 

person’s sun sign, duality, triplicity, quadruplicity and polarity (See figure 2). 
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Figure 2: Astrological Profiling 

 

(Source: White, 1904) 

In the case of sun sign astrology, in order to infer information about a person’s sun sign duality, 

triplicity, quadruplicity, or polarity, we use the date of birth of the person to decide which zodiac 

sign the sun dwelt in at the time of the person’s birth, and use that sign to decide which category 

of signs it falls under (White, 1904). 

2.1.4 Astrology and Business 

Astrology has, over the course of its history, been linked with various business practices and 

strategies, stretching from ancient records to contemporary marketing methodologies. A case in 

point here is that of J.P. Morgan, a pioneer of America's corporate finance and Wall Street, who 
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was notoriously renowned for his quote, "Millionaires don't use astrologers; billionaires do" 

(Woods, 2024). The quote, as popular in financial as well as astrological quarters, has been 

published in magazines like 'Time' and the 'San Francisco Chronicle' (Weiss, 2008). Morgan's 

remark is typical of the perception by some influential individuals that astrology can offer great 

input into decision-making. 

Likewise, Donald Regan, the previous U.S. Secretary of Treasury, pointed out the overall 

ubiquity of the utilization of astrology in monetary networks by expressing, "It's common 

knowledge that a large percentage of Wall Street brokers use astrology" (Woods, 2024). This 

consideration substantiates the centuries-long utilization of astrology as a means in high-pressure 

monetary settings. John Kenneth Galbraith, a renowned economist and diplomat, provided 

satirical commentary on economic forecasting by jokingly suggesting that its main purpose was 

"to make astrology respectable" (Davidson, 2005; Weiss, 2008). 

In modern business, astrology has also found a niche in marketing and recruitment practices, 

serving a part in hiring activities (Astrea Recruitment,2024). It has also been growing in 

importance as a viable marketing strategy, with companies using its popular culture to effectively 

attract customers (Astrea Recruitment, 2024). Mitchell (1995) posited that astrology can be 

applied in market segmentation with the combination of demographic information and 

psychographic insight—knowledge of consumers' lifestyle and behavior—to design more 

focused strategies. Modern brands have tapped into this potential, with many having identified a 

"white space" for astrology-focused campaigns as a way to connect with their target market 

(WGSN Insider, 2022). A good example is Spotify, which demonstrated this trend through its 

"Audio Birth Chart," linking musical artists to users' sun, moon, and rising signs, and thus 

blending astrological principles with personalized music experiences. 

Various brands have utilized astrology-themed marketing initiatives in a bid to boost consumer 

interaction. In March 2022 to May 2022, established brands such as McDonald's, Kraft Mayo, 

and Del Taco introduced astrology-themed initiatives, an indicator of the rising popularity of 

astrology as a branding tool (Hall, 2022). The initiatives reflect the elastic use of incorporating 

astrology when designing successful marketing campaigns aligned with consumers' tastes and 

prevailing cultural trends. 
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2.2 Empirical Review 

2.2.1 Openness to Experience and Impulsive Buying Behavior  

The findings of previously conducted studies regarding the relationship between openness to 

experience and impulse buying are divergent. While some studies (Khan, 2021; Miao et al., 

2019; Pacheco et al., 2024; Rizki et al., 2022) found openness to experience to be a positive 

predictor of impulse buying behavior, others (Altınkan & Armağan, 2024; Astutik et al., 2020; 

Parsad et al., 2019) could not find a significant relationship between the variables. Olsen et al. 

(2015) found openness to be a strong predictor of variety seeking tendency, but found it to be 

unrelated to impulsive buying tendency. Aligning with Olsen et al. (2015)’s findings, Parsad et 

al. (2019), upon having found openness to be negatively associated with social conformity, 

suggested that it may not predict impulsive buying behavior positively, since social conformity 

was found to be positively associated with impulsive buying behavior.   

As opposed to Olsen et al. (2015) and Parsad et al. (2019), Ningrum & Widanti (2023), having 

modelled openness as a moderator influencing the relationship between sales promotion and 

impulsive buying, found that it has a positive intensifying influence on impulsive buying 

variable. In support to Ningrum & Widanti (2023), Pacheco et al. (2024) brought forth evidence 

regarding Openness’s positive influence on impulse buying tendency, in the context of online 

shopping.   

The potential gaps detected through the review of literatures on the topic are empirical and 

population gaps. The empirical gap stems from contradictory findings of previously conducted 

researches, whereas the population gap stems from the lack or insufficiency of studies exploring 

the relationship between openness and impulsive buying behavior in Ethiopian context. 

Therefore, given these insights about previous empirical findings and detected gaps, the 

following hypothesis is developed: 

H1: Openness to Experience has a significant effect on impulsive buying behavior. 

2.2.2 Conscientiousness and Impulsive Buying Behavior 

The findings of previously conducted studies regarding the relationship between 

conscientiousness and impulse buying behavior are conflicting. While some studies (Khan, 2021; 
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Pacheco et al., 2024; Qureshi et al., 2024) found significant relationship between the variables, 

others (Altınkan & Armağan, 2024; Rizki et al., 2022) have reported otherwise.  

Regarding the direction of relationship between conscientiousness and impulsive buying 

behavior, researchers’ reports are contradictory. Miao et al. (2019) reported that their findings 

failed to support a hypothesis that proposed that conscientiousness and impulsive buying 

behavior have a negative relationship. As opposed to Miao et al. (2019), Qureshi et al. (2024) 

found that conscientiousness was negatively associated with impulsive buying. On the same 

year, in support to the findings of Qureshi et al. (2024), Pacheco et al. (2024) reported having 

found that conscientiousness negatively influences impulse buying tendency, in online shopping 

context.  

The potential gaps detected through the review of literatures on the topic are empirical and 

population gaps. The empirical gap stems from divergent findings of previously conducted 

researches, whereas the population gap stems from the lack or insufficiency of studies exploring 

the relationship between conscientiousness and impulsive buying behavior in Ethiopian context. 

Therefore, given these insights about previous empirical findings and detected gaps, the 

following hypothesis is developed: 

H2: Conscientiousness has a significant effect on impulsive buying behavior. 

2.2.3 Extraversion and Impulsive Buying Behavior 

The findings of previously conducted studies regarding the relationship between extraversion 

and impulse buying behavior are contradicting. While some studies (Khan, 2021; Pacheco et al.,  

2024; Raza et al., 2022; Rizki et al., 2022) found a significant relationship between the variables, 

others reported otherwise (Altınkan & Armağan, 2024).  

Miao et al. (2019) reported that their findings failed to support a hypothesis that proposed that 

extroversion and impulsive buying behavior have a positive relationship. In contrast, Khan 

(2021) and Rizki et al. (2022) argued that extraversion positively impacts impulsive buying 

behavior. Pacheco et al. (2024), in support to both, reported to have found that extroversion has a 

positive impact on the impulse buying tendency, in online shopping context.  

The potential gaps detected through the review of literatures on the topic are empirical and 

population gaps. The empirical gap stems from contradictory findings of previously conducted 
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researches, whereas the population gap stems from the lack or insufficiency of studies exploring 

the relationship between extraversion and impulsive buying behavior in Ethiopian context. 

Therefore, given these insights about previous empirical findings and detected gaps, the 

following hypothesis is developed: 

H3: Extraversion has a significant effect on impulsive buying behavior. 

2.2.4 Agreeableness and Impulsive Buying Behavior 

The findings of previously conducted studies regarding the relationship between agreeableness 

and impulse buying behavior are conflicting. Some studies (Altınkan & Armağan, 2024; Rizki et 

al., 2022) found significant relationships between the variables, while others (Olsen et al., 2015) 

reported to have not detected a relationship.  

Miao et al. (2019) reported that their findings failed to support a hypothesis that proposed that 

agreeableness and impulsive buying behavior have a negative relationship. As opposed to Miao 

et al. (2019), Khan (2021) reported that the study’s findings failed to support a hypothesis that 

proposed that agreeableness and impulsive buying behavior have a positive relationship.  

Regarding the direction of relationship between the variables, researchers’ reports are 

contradictory. Rizki et al. (2022) found that agreeableness has a positive impact on impulsive 

buying behavior, whereas Altınkan & Armağan (2024) reported a significant negative 

relationship between agreeableness and impulsive buying behavior. 

The potential gaps detected through the review of literatures on the topic are empirical and 

population gaps. The empirical gap stems from contradictory findings of previously conducted 

researches, whereas the population gap stems from the lack or insufficiency of studies exploring 

the relationship between agreeableness and impulsive buying behavior in Ethiopian context. 

Therefore, given these insights about previous empirical findings and detected gaps, the 

following hypothesis is developed: 

H4: Agreeableness has a significant effect on impulsive buying behavior. 

2.2.5 Neuroticism and Impulsive Buying Behavior 

The findings of previously conducted studies regarding the relationship between neuroticism and 

impulse buying behavior are divergent. Some studies (Khan, 2021; Miao et al., 2019; Pacheco et 
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al., 2024; Qureshi et al., 2024; Raza et al., 2022) found significant relationships between the 

variables, while others (Altınkan & Armağan, 2024; Rizki et al., 2022) reported to have not 

detected a relationship. 

Regarding the direction of relationship between the variables, researchers’ reports are 

contradictory. While Khan (2021), Raza et al. (2022), and Qureshi et al. (2024) had found 

neuroticism to have a positive impact on impulsive buying behavior, others such as Pacheco et 

al. (2024) had reported a significant negative relationship between the variables. 

The potential gaps detected through the review of literatures on the topic are empirical and 

population gaps. The empirical gap stems from divergent findings of previously conducted 

researches, whereas the population gap stems from the lack or insufficiency of studies exploring 

the relationship between neuroticism and impulsive buying behavior in Ethiopian context. 

Therefore, given these insights about previous empirical findings and detected gaps, the 

following hypothesis is developed: 

H5: Neuroticism has a significant effect on impulsive buying behavior. 

2.2.6 Astrological Profile’s Relationship with Impulsive Buying Behavior and Personality  

The findings of previously conducted studies regarding the relationship between consumers’ 

astrological profile and impulse buying behavior, even though scarce in number, indicate the 

presence of significant relationship. Mustafa & Olgun (2011), after having used the date of birth 

of respondents to build their astrological profile which was treated as a categorical variable, did 

statistical analysis to reach the conclusion that water zodiac groups exhibited the least impulsive 

behavior. Kwak et al. (2015), five years later, found supportive evidence, positively emphasizing 

the proposition that those that aren’t born under water signs were more likely to engage in 

impulsive purchasing than those born under water signs. Moreover, Kwak et al. (2015) had used 

additional category of even/odd signs in profiling consumers, and the findings indicated that odd 

signs were positively associated with consumer's impulsive buying tendencies. 

Regarding published studies exploring the relationship between consumers’ astrological profile 

and personality, the findings appear to be timely dispersed and evidentially contradicting. Some 

studies (Mayo et al., 1978; Singh, 2024) found association between the variables while others 

(Steyn, 2011; Veno & Pamment, 1979) failed find evidence of relationship.  
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Regarding the relationship between certain astrological profile categories and specific 

personality traits, studies have reported contradicting empirical findings. Mayo et al. (1978) after 

having employed the Eysenck Personality Inventory to infer the personality traits of consumers, 

attempted to detect their association with certain categories in respondents’ astrological profile. 

The findings revealed that extraversion relates to being born under odd-numbered zodiac signs, 

and that the neuroticism level for people born under water signs tends to be higher than those 

born under other signs.  

Replicating Mayo et al. (1978)’s study in the southern hemisphere, Veno & Pamment (1979), 

attempted to see if the results would match. But the findings were rather contradictory. Veno & 

Pamment (1979), refuting Mayo et al. (1978)’s claims, reported to have found no significant 

relationship between astrological profiles of consumers and personality traits.  

Decades later, Steyn (2011), utilized Taylor & Bruin (2006)’s Basic Traits Inventory to build the 

personality trait profile of 65,268 South African respondents, in attempt to examine its 

association with their astrological profile, and failed to report empirical proof regarding the 

influence of the signs on personality traits. Several years later, Singh (2024) conducted a 

comparative study to investigate the potential correlation between consumers’ astrological 

profile and personality traits within the framework of the Big Five model. The researcher 

reported that the findings implied a potential correlation between ‘fire signs and extraversion’ 

and ‘water signs and neuroticism’, moreover declaring that these correlations might vary across 

cultural traditions. 

The potential gaps detected through the review of literatures on the topic is empirical and 

population gap. The empirical gap stems from divergent findings of previously conducted 

researches, whereas the population gap stems from the lack of studies exploring the relationship 

of consumers’ astrological profile with consumer personality and impulsive buying behavior in 

Ethiopian context. 

Therefore, given these insights about previous empirical findings and gaps detected, the 

following hypotheses were formulated: 

H6a: The relationship between openness and impulsive buying behavior is significantly 

moderated by Astrological Profile of consumers. 
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H6b: The relationship between conscientiousness and impulsive buying behavior is significantly 

moderated by Astrological Profile of consumers. 

H6c: The relationship between extraversion and impulsive buying behavior is significantly 

moderated by Astrological Profile of consumers. 

H6d: The relationship between agreeableness and impulsive buying behavior is significantly 

moderated by Astrological Profile of consumers. 

H6e: The relationship between neuroticism and impulsive buying behavior is significantly 

moderated by Astrological Profile of consumers. 

2.3 Conceptual Framework 

The various elements portrayed under this heading include personality traits: openness, 

conscientiousness, extraversion, agreeableness and neuroticism, all representing dimensions of 

the independent variable; impulsive buying behavior, representing the dependent variable, and 

consumers’ astrological profile representing the moderating variable. 

The diagrammatical expression of the conceptual framework portrays all the variables mentioned 

above, and is presented below: 
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Figure 3: Conceptual Model 

  

H3 
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CHAPTER THREE 

3. METHODOLOGY 

The present section deals with the research methodology, constituted of subsections informing 

readers on the research’s study area, approach, design, population and sampling techniques, data 

sources and types, data collection instruments and procedures, ethical considerations and data 

processing and analysis. 

3.1 Description of the Study Area  

The study is geographically focused on Lemi Kura Sub-City, located in Addis Ababa, Ethiopia. 

The target population comprises consumers residing in Lemi Kura who frequently visit one of 

three selected supermarkets: Queens Supermarket (Summit Branch), Shoa Supermarket (Summit 

Branch), and Lomyad Supermarket (Ayat Branch). 

These supermarkets were selected due to their strong reputations and relatively large customer 

bases compared to other, less well-known alternatives in the area. The researcher considered that 

the high foot traffic at these locations would facilitate access to a sufficient number of potential 

respondents. Furthermore, individuals who learn, work, or reside within the sub-city are likely to 

shop at one or more of these supermarkets, making them strategically relevant for data 

collection. 

3.2 Research Approach  

Creswell & Creswell (2023) define quantitative research as an approach for testing objective 

theories by examining the relationship among variables, which in turn can be measured typically 

on instruments, so that numbered data can be analyzed using statistical procedures. Basing the 

selection of a research approach upon the stated definition, the present study aims to assess the 

moderating effect of consumers’ astrological profile on the predictive relationship between 

personality and impulsive buying behavior. 

3.3 Research Design  

Research designs are types of inquiry within research approaches that provide specific direction 

for procedures in a research study (Creswell & Creswell, 2023). Thus, the research design opted 

for to guide the present study is a non-experimental design, particularly the explanatory research 

design.  
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Since the aim of the present study is to explain quantitatively, the predictive relationship between 

consumer personality and impulsive buying behavior, considering the moderative influence of 

consumers’ astrological profile, the selected design appears to perfectly fit the intent of the study.  

3.4 Population and Sample  

Due to the absence of a reliable sampling frame and limited access to complete data representing 

the number of adults that qualify to participate in the study, the target population of this study 

was considered infinite. In such cases, it is appropriate to determine the minimum sample size 

using Cochran’s (1977) formula for an infinite population (Ahmed,2024): 

n0 = Z2.p.(1-p)/e2  

Where, 

n0 = sample size 

Z = z-value from z-table 

p = percentage of population 

e = confidence interval 

Given a 95% confidence level, the z-value is 1.96. The proportion ‘p’ was set to 0.5 to maximize 

the required sample size under uncertainty, and the margin of error ‘e’ was set at 0.05. 

Substituting these values into the formula yields: 

N0 = 1.962.0.5.(1-0.5)/0.052 = 384.16 

Based on this calculation, the minimum sample size required to ensure statistical 

representativeness is 384 respondents.  

3.4.1 Sampling Technique 

This study employed a non-probability convenience sampling technique to recruit participants 

within the selected sub-city. Participants were not pre-identified but were approached in real-

time at or near the premises of the three targeted supermarkets. To ensure the relevance of the 

responses, a screening question was applied to confirm that only individuals who self-identified 

as customers of either Queens (Summit), Shoa (Summit), or Lomyad (Ayat) supermarkets were 

included in the sample. 
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While convenience sampling tends to limit the generalizability of findings introducing selection 

bias, it was deemed appropriate for this exploratory study, given the time constraints and the 

need for practical access to respondents within near bounds of the natural shopping 

environments. 

3.5 Data Sources and Types 

Data essential for the conducting of the present study was collected from customers of either of 

the three purposively selected supermarkets, and both the data type and data sources were of 

primary nature. Nominal data was collected to gain demographic insights and also measure the 

moderating variable; and ordinal data, to measure the main variables on a Likert scale. 

3.6 Data Collection Instrument and Procedure  

3.6.1 Data Collection Instrument 

The data collection instrument to be used in the present study was designed based on insights 

from literatures reviewed, to measure the three main variables of the study: personality (the 

independent variable), impulsive buying behavior (the dependent variable), astrological profile 

(the moderating variable), and gather essential demographic data of respondents. 

The questionnaire was thus structured into three parts. The first part gathered demographic data 

and data about the moderating variable. The second part measured the independent variable, 

personality, through five measurable dimensions, using standardized questionnaires for each, and 

the third part measured the dependent variable, impulsive buying behavior, using a standardized 

scale. 

Information regarding the Supermarket often visited by respondents and demographic data was 

collected, in nominal form, on the first part. The demographic data gathered included gender 

(male/female), marital status (single/married) and occupational status 

(student/employed/unemployed).  

The data later used to build the respondent’s astrological profile was collected in the format 

DD/MM, through the first part of the questionnaire. The date of birth of the respondents was 

used to determine under which duality group they fall, and the categories were later used to test 

for the moderation effect of astrological profile. 
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The data regarding respondents’ personality, were measured ordinally through five dimensions 

through standardized scales (See Table 1), through the second part of the questionnaire. Out of 

the five scales measuring the dimensions, a couple were 5-point Likert scales (Conscientiousness 

and Neuroticism) whereas the remaining three were 7-point Likert scales (Openness, 

Extraversion, and Agreeableness). Jebb et al. (2021) found that even though 7-point scales offer 

slightly higher internal consistency, the difference between 5-point and 7-point scales in terms of 

reliability and validity is often negligible, especially when the questions are well-constructed. 

Thus, the researcher adapted the 7-point Likert scales into 5-point Likert scales. 

Table 1:Personality Data Collection Instrument 

Dimensions Scales Number 

of Items 

Items Type 

Before 

Adaption 

Source 

Openness Shortened 

Mini IPIP 

scale 

 

3 O1. I see myself 

as someone who 

has a vivid 

imagination. 

O2. I see myself 

as someone who 

is interested in 

abstract ideas. 

O3. I see myself 

as someone who 

has a good 

imagination. 

seven-

point 

Likert-

type 

items. 

Rajavi et al. 

(2019) 

Conscientiousness Mini IPIP 

scale  

 

4 C1. I get chores 

done right away. 

C2. I often 

forget to put 

things back in 

five-point 

Likert-

type 

items.  

Donnellan et al. 

(2006) 
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Dimensions Scales Number 

of Items 

Items Type 

Before 

Adaption 

Source 

their proper 

place. (R) 

C3. I like order.  

C4. I make a 

mess of things. 

(R) 

Extraversion Shortened 

Mini IPIP 

scale 

 

3 E1. I see myself 

as someone who 

is the life of the 

party. 

E2. I see myself 

as someone who 

talks a lot. 

E3. I see myself 

as someone who 

talks to a lot of 

different people 

at parties. 

seven-

point 

Likert-

type 

items. 

Rajavi et al. 

(2019) 

Agreeableness Shortened 

Mini IPIP 

scale 

 

3 A1. I see myself 

as someone who 

sympathizes 

with others’ 

feelings. 

A2. I see myself 

as someone who 

seven-

point 

Likert-

type 

items. 

Rajavi et al. 

(2019) 
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Dimensions Scales Number 

of Items 

Items Type 

Before 

Adaption 

Source 

feels others’ 

emotions. 

A3. I see myself 

as someone who 

is really 

interested in 

others. 

Neuroticism Mini IPIP 

scale 

4 N1. I have 

frequent mood 

swings.  

N2. I am 

relaxed most of 

the time. (R) 

N3. I get upset 

easily.  

N4. I seldom 

feel blue. (R) 

five-point 

Likert-

type 

items 

Donnellan et al. 

(2006) 

Regarding Impulse buying behavior, ordinal data was collected using Rook and Fisher (1995)’s 

Impulse Buying Scale (See Table 2), comprised of 9 five-point Likert type items. The data 

regarding Impulse buying behavior was collected through the third part of the questionnaire. 

Table 2: Impulse Buying Data Collection Instrument  

Scale Number 

of Items 

Items Type Source 

Impulse 9 I1. I often buy things spontaneously. five-point, Rook and 
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Scale Number 

of Items 

Items Type Source 

Buying 

Scale 

 

I2. “Just do it” describes the way I buy 

things. 

I3. I often buy things without thinking. 

I4. “I see it, I buy it” describes me. 

I5. “Buy now, think about it later” 

describes me. 

I6. Sometimes I feel like buying things on 

the spur of the moment. 

I7. I buy things according to how I feel at 

the moment. 

I8. I carefully plan most of my purchases. 

(R) 

I9. Sometimes I am a bit reckless about 

what I buy. 

Likert-type 

items. 

Fisher 

(1995) 

To enhance clarity for respondents and accommodate the native language of respondents, the 

questionnaires were translated into Amharic, and used alongside the English. To ensure the 

validity of the translated items, a back-translation process was employed prior to the inclusion of 

the items. A back-translation method involves re-translating the translated text back into the 

original language to identify any discrepancies and ensure accuracy (Tyupa, 2023). Moreover, 

linguistic experts reviewed both versions to confirm their equivalence.  

In order to minimize the risk of receiving biased responses, leading information about what is 

being measured through date of birth was not included in the instrument. 

3.6.2 Data Collection Procedure 

Data collection for this study employed a self-administered hybrid approach. Respondents were 

provided with a printed version of the structured questionnaire for reading the survey items, and 
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a digital device (smartphone or tablet) for entering their responses. This method allowed 

participants to review the questions on paper while inputting their answers directly into the 

Notepad application on the provided digital device. 

The survey was conducted in person within the designated sub-city by the researcher and five 

trained enumerators. Participants were approached in areas surrounding the three purposively 

selected supermarkets (Queens, Shoa, and Lomyad) in Lemikura sub-city, and screened using a 

preliminary question to ensure they were actual customers. Only individuals who met the 

eligibility criteria and gave verbal informed consent were included in the study. 

The enumerators provided participants with instructions on how to complete the questionnaire; 

however, responses were self-entered. Data were recorded in comma-separated values (CSV) 

format, allowing for direct import into Microsoft Excel for subsequent analysis. This method 

minimized data entry errors, reduced paper consumption, and streamlined the data cleaning 

process. Each enumerator was expected to collect responses from at least 77 participants to meet 

the required sample size. Responses collected by the researcher served either to exceed the 

sample threshold or to compensate for any unusable data gathered by the enumerators. The entire 

data collection process was completed over a period of three weeks. 

3.7 Ethical Consideration  

Ethical considerations are fundamental to the integrity of any research endeavour. According to 

Scribbr (2023), ethical considerations encompass a set of principles that guide researchers in the 

design and implementation of their studies. These principles include, but are not limited to, 

voluntary participation, informed consent, anonymity, and confidentiality. 

In this study, ethical standards were strictly upheld throughout the data collection process. 

Participants were treated respectfully and informed of their rights, including the right to 

withdraw from the study at any point without penalty or consequence. Informed consent was 

obtained prior to survey participation, ensuring that respondents understood the general purpose 

of the study and the nature of their involvement. All responses were kept confidential and data 

were anonymized. By adhering to these ethical guidelines, the research maintained integrity. 
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3.8 Data Processing and Analysis 

The data collected from participants was imported to excel, cleaned and coded therein to be 

analyzed using Smart PLS 4.0. Descriptive statistics were computed to summarize demographic 

characteristics and provide insights into distributional nature of the data relating to the main 

variables. 

To examine the hypothesized relationships among the constructs in the model, Partial Least 

Squares Structural Equation Modelling (PLS-SEM) was used. PLS-SEM was selected due to its 

suitability for predictive modelling, its robustness in handling complex models with reflective 

constructs, and its capacity to work with non-normally distributed data (Hair et al., 2021). 

The analysis proceeded in several stages to assess the measurement and structural models, as 

well as to test for moderation effects via multi-group analysis. 

3.8.1. Measurement Model Evaluation 

The reliability and validity of the measurement model were evaluated using several criteria. 

Indicator reliability was first assessed by inspecting the outer loadings of individual items. To 

assess internal consistency reliability, Cronbach’s alpha, composite reliability (ρa), and 

composite reliability (ρc) were examined. Convergent validity was established through the 

average variance extracted (AVE) for each construct. Discriminant validity was assessed using 

both the Fornell–Larcker criterion and the Heterotrait–Monotrait ratio (HTMT). 

3.8.2. Structural Model Evaluation 

Once the measurement model met the validity and reliability requirements, the structural model 

was evaluated. Path coefficients were estimated using bootstrapping with 5,000 resamples. 

Significance of structural paths was determined based on t-statistics, p-values, and bias-corrected 

95% confidence intervals. 

Model’s explanatory power was examined using R², and effect sizes (f²) were also computed to 

assess the individual contribution of each independent variable. Multicollinearity was assessed 

using Variance Inflation Factor (VIF) values. 
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3.8.3 Moderation Analysis: Multi-group Permutation Testing 

To examine the moderating effect of astrological sign classification (feminine vs. masculine), a 

permutation-based multi-group analysis was conducted. This method allows for testing of path 

coefficient differences across groups without assuming equal variances or distributional 

similarity (Hair et al.,2021). Prior to MGA, Measurement Invariance of Composite Models 

(MICOM), a prerequisite for moderation analysis using MGA (Cheah et al., 2020), was assessed 

in three steps, step one assessing configural invariance, step two assessing compositional 

invariance, and step three assessing equality of composite mean values and variances. 
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CHAPTER FOUR 

4. RESULTS AND DISCUSSION 

4.1 Demographic Characteristics of Respondents 

As shown in Table 3, a total of 404 individuals participated in the study. Regarding customers 

relating to the three select supermarkets, most respondents were from Queens Supermarket (n = 

230, 57%), followed by Shoa Supermarket (n = 100, 25%) and Lomyad Supermarket (n = 74, 

18%). The sample was predominantly female, comprising 80% of the respondents (n = 325), 

while male respondents accounted for 20% (n = 79) of the total sample. Regarding marital status 

of respondents, majority of respondents were single (n = 329, 81%), with a smaller proportion 

identifying as married (n = 75, 19%). Such distribution may reflect the younger age or student-

dominated nature of the sample. The occupational status of participants appears to fit the age 

profile suggested above, since majority of the samples were students (n = 269, 67%). Employed 

individuals constituted 31% (n = 126), while only 2% were unemployed (n = 9), further 

indicating that the sample is heavily weighted toward an academic or early-career demographic. 

Respondents were also classified according to astrological sign (based on their reported birth 

date and month), into feminine and masculine groupings, each comprising approximately half the 

sample (feminine: n = 201, 50%; masculine: n = 203, 50%). Feminine signs included those under 

the Earth (Virgo: n = 40, Taurus: n = 30, Capricorn: n = 33) and Water elements (Cancer: n = 33, 

Scorpio: n = 29, Pisces: n = 36). Masculine signs were drawn from Fire (Aries: n = 34, Leo: n = 

37, Sagittarius: n = 29) and Air signs (Libra: n = 31, Gemini: n = 38, Aquarius: n = 34). 

Table 3: Demographic Characteristics of Respondents 

Demographic 

Variable 

Groups Frequenc

y 

Sub 

Group

s 

 Categorie

s 

 Tota

l 

Percent 

Supermarket 

Queens 230      57% 

Lomyad 74     404 18% 

Shoa 100     
 

25% 

Gender Male 79     
 

20% 
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Demographic 

Variable 

Groups Frequenc

y 

Sub 

Group

s 

 Categorie

s 

 Tota

l 

Percent 

Female 325     404 80% 

Marital 

Status 

Single  329     404 81% 

Married 75     
 

19% 

Occupational 

Status 

Student 269     
 

67% 

Employed 126     404 31% 

Unemploye

d 
9 

    

 
2% 

Astrological 

Sign 

Feminine 

201 

Earth 

103 

Virgo 40 
 

50% 

Taurus 30 
  

Capricorn 33 
  

Water 

98 

Cancer 33 
  

Scorpio 29 
  

Pisces 36 
  

Masculine 

203 

Fire 

100 

Aries 34 404 50% 

Leo 37 
  

Sagittarius 29 
  

Air 

103 

Libra 31 

  

Gemini 38 
  

Aquarius 34   

 

4.2 Descriptive Statistics 

According to Bhandari (2023), descriptive statistics may be categorized into three, the first 

category is concerned with distribution relating to frequency of each variable, as is presented in 
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subsection 4.1. The second and third categories are respectively concerned with central tendency 

relating to averages of values, and variability relating to how spread out the values are.  

Thus, the central tendency and variability related statistics are presented in this subsection, as 

shown in table 4. The variables in focus include five independent variables (Openness, 

Conscientiousness, Extraversion, Agreeableness, and Neuroticism) and one dependent variable 

(Impulsive Buying Behavior).  
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Table 4: Descriptive Statistics 

 
Mean Median 

Observed 

min 

Observed 

max 

Standard 

deviation 

Excess 

kurtosis 
Skewness 

Number 

of 

observatio

ns used 

Cramér

-von 

Mises 

test 

statistic 

Cramér-

von Mises 

p value 

Agreeableness  -0.000 0.250 -2.704 1.982 1.000 -0.775 -0.385 404.000 1.182 0.000 

Conscientiousness  -0.000 -0.097 -1.886 1.902 1.000 -1.368 -0.163 404.000 2.188 0.000 

Extraversion  -0.000 0.199 -2.389 2.030 1.000 -0.386 -0.542 404.000 0.945 0.000 

Impulsive Buying  0.000 0.026 -2.095 2.070 1.000 -0.850 -0.138 404.000 0.240 0.002 

Neuroticism  -0.000 0.154 -2.485 2.019 1.000 -0.742 -0.237 404.000 0.389 0.000 

Openness  -0.000 0.231 -2.258 2.013 1.000 -0.585 -0.274 404.000 0.613 0.000 
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As shown in table 4, all variables were standardized (M=0, SD=1) before analysis to ensure 

comparability. Medians were found to range from -0.097 (Conscientiousness) to 0.250 

(Agreeableness), indicating minor asymmetries in the distributions. The range of approximate 

observed values (-2.7 to +2.0) indicate a reasonable spread of responses without evidence of 

extreme outliers. 

Regarding distribution shape, all variables were found to have negative skewness, ranging from 

from -0.138 (Impulsive Buying) to -0.542 (Extraversion). According to Turney (2022a) skewness 

in the measure of asymmetry of a distribution, indicating that its left and right side fail to mirror 

each other. A distribution is said to have a right (positive) skewness if its longer on the right side 

of its peak, and left (negative) skewness if its longer on the left side of its peak (Turney,2022a). 

Since, the skewness value of our data falls in the negative, we may infer that the distribution 

tends to be longer on the left side of its peak. 

Continuing to draw interpretation about distribution shape, excess kurtosis values were found 

ranging from –0.386 to –1.368. Turney (2022b) defines kurtosis as the measure of tailedness of a 

distribution, and excess kurtosis as the tailedness of distribution relative to a normal distribution. 

The same author discusses that excess kurtosis values can be categorized into three groups based 

on their excess kurtosis values: mesokurtic (0), Platykurtic (Negative) and Leptokurtic (Positive), 

their distributional descriptions being normal, uniform, and laplace respectively. Based on these 

insights, we may interpret our negative excess kurtosis values (-0.386 to -1.368) as distributions 

falling under the platykurtic category which may be described as uniform distribution. Additional 

inference we may make based on the values include the thin-tailedness of the distribution and 

low outlier frequency (Turney,2022b). 

Although we inferred from the excess kurtosis and skewness values about the normality of the 

distribution, we found interpreting Cramér-von Mises test as complementing information. 

According to Withanawasam et al. (2016) we may reject the hypothesis that the data is normally 

distributed if the Cramér-von Mises p-value is lower than the significance level. Thus, according 

to these insights, since all variables’ Cramér-von Mises p-value is lower than the significance 

level (0.05), we infer that none of the variables follow a normal distribution at an alpha level of 

0.05.  
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The absence of normality in these distributions lead the researcher to consider a non-parametric 

estimation technique, particularly PLS-SEM.   

4.3 The PLS-SEM Algorithm, Bootstrapping, Permutation Multi-group Analysis and 

MICOM 

Hair et al. (2021) describe Partial Least Squares Structural Equation Modelling (PLS-SEM) as a 

composite-based method of estimating structural equation models whose goal is to maximize 

endogenous latent variables' explained variance. In the present study, the PLS-SEM algorithm 

served as the primary analytical technique to estimate the scores of all latent variables within the 

model, which were subsequently used to calculate the path relationships among constructs (Hair 

et al., 2021). According to Hanafiah (2020), the approach of PLS-SEM is similar to that of basic 

regression analysis since it explains variance as does regression, but happens to be more 

advantageous for being able to handle various independent variables at once even having 

detected multicollinearity. 

Since the analysis did not rely on distributional assumptions, bootstrapping, a non-parametric 

resampling technique (Hair et al.,2021), was employed to determine the standard errors of model 

coefficients by drawing a large number of subsamples from the original dataset and estimating 

the model for each subsample.  

Regarding the moderation analysis, Multi-group Analysis (MGA) was used to test whether 

structural relationships differ significantly across groups, in our case, feminine vs. masculine 

astrological profiles. According to Hair et al. (2021), MGA is particularly appropriate when the 

moderator is categorical and is hypothesized to affect all structural paths. While several 

approaches to MGA exist, the present study adopted the permutation-based MGA approach. 

Measurement Invariance of Composite Models (MICOM) procedure was performed, prior to 

conducting MGA, to verify whether meaningful group comparisons could be made (Hair et 

al.,2021). 

In summary, three core analytical procedures were conducted to evaluate the measurement 

model, structural model, and moderation effects, and those are: PLS-SEM algorithm, 

bootstrapping, and permutation-based multi-group analysis preceded by the MICOM procedure. 

The detailed results and interpretations of these analyses are presented in the subsequent sections 

on measurement model assessment, structural model evaluation, and moderation effect testing. 
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4.4 Measurement Model Assessment 

In Partial Least Squares Structural Equation Modelling (PLS-SEM), measurement models (outer 

models) represent the part of the path model that specifies the relationships between latent 

constructs and their observed indicators (Hair et al.,2021). 

This study employed reflective measurement models, in which the indicators are viewed as 

manifestations or effects of an underlying latent construct, and causality flows from the construct 

to its indicators, implying that changes in the latent variable are expected to lead to changes in all 

associated indicators (Hair et al., 2021). In such models, PLS-SEM, estimates indicator loadings 

based on correlations between indicators and their respective latent variables, and this estimation 

technique is appropriate because the indicators are assumed to be highly correlated and 

interchangeable (Hair et al., 2021; Hanafiah,2020). 

Thus, measurement model assessments discussed in subsequent subsections include: Reliability 

(Indicator Reliability and Internal Consistency Reliability) and Validity (Convergent Validity and 

Discriminant Validity). 

4.4.1 Reliability 

According to Creswell & Creswell (2023), reliability refers to the consistency and stability of 

measurement encompassing the internal consistency of item scores (whether responses are 

consistent across items within the same construct), the stability of scores over time (test-retest 

reliability), and the consistency in test administration and scoring.  

This study primarily focused on internal consistency reliability, evaluated at both the indicator 

level and construct level. 

4.4.1.1 Indicator Reliability. Indicator reliability refers to the extent to which an 

individual item (indicator) reflects its associated latent construct, and is calculated as the square 

of the standardized outer loading (Hair et al., 2021). According to Hair et al. (2021), a loading of 

0.708 or higher is generally considered acceptable, as it implies that at least 50% of the 

indicator's variance is explained by the underlying latent construct. 
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Table 5: Indicator Reliability 

Indicators Outer loadings  

A1 <- Agreeableness 
I see myself as someone who sympathizes with 

others’ feelings. 
0.899  

A2 <- Agreeableness  
I see myself as someone who feels others’ 

emotions. 
0.891  

A3 <- Agreeableness  
I see myself as someone who is really interested 

in others. 
0.893  

C1 <- Conscientiousness  I get chores done right away. 0.815  

C2 <- Conscientiousness  
I often forget to put things back in their proper 

place. (R) 
0.873  

C3 <- Conscientiousness  I like order. 0.851  

C4 <- Conscientiousness  I make a mess of things. (R) 0.880  

E1 <- Extraversion  
I see myself as someone who is the life of the 

party. 
0.819  

E2 <- Extraversion  I see myself as someone who talks a lot. 0.806  

E3 <- Extraversion  
I see myself as someone who talks to a lot of 

different people at parties. 
0.763  

IB1 <- Impulsive Buying  I often buy things spontaneously. 0.787  

IB2 <- Impulsive Buying  “Just do it” describes the way I buy things. 0.792  

IB3 <- Impulsive Buying  I often buy things without thinking. 0.791  

IB4 <- Impulsive Buying  “I see it, I buy it” describes me. 0.841  

IB5 <- Impulsive Buying  “Buy now, think about it later” describes me. 0.789  

IB6 <- Impulsive Buying  Sometimes I feel like buying things on the spur 0.765  
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Indicators Outer loadings  

of the moment. 

IB7 <- Impulsive Buying  
I buy things according to how I feel at the 

moment. 
0.811  

IB8 <- Impulsive Buying  I carefully plan most of my purchases. (R) 0.826  

IB9 <- Impulsive Buying  Sometimes I am a bit reckless about what I buy. 0.828  

N1 <- Neuroticism  I have frequent mood swings. 0.788  

N2 <- Neuroticism  I am relaxed most of the time. (R) 0.840  

N3 <- Neuroticism  I get upset easily. 0.746  

N4 <- Neuroticism  I seldom feel blue. (R) 0.795  

O1 <- Openness  
I see myself as someone who has a vivid 

imagination. 
0.810  

O2 <- Openness  
I see myself as someone who is interested in 

abstract ideas. 
0.785  

O3 <- Openness  
I see myself as someone who has a good 

imagination. 
0.786  

As we may infer from table 5, all indicators demonstrated loadings above the commonly 

accepted threshold of 0.70, confirming that they reliably reflect their respective latent constructs, 

establishing indicator reliability. 

4.4.1.2 Internal Consistency Reliability. Internal consistency reliability assesses the 

extent to which items within the same construct yield similar responses. It reflects whether the 

indicators consistently measure the same underlying latent variable, based on the strength of 

inter-item correlations (Hair et al., 2021; Creswell & Creswell, 2023). 

Internal consistency is typically gauged by way of three statistical measures, i.e., Cronbach's 

Alpha, Rho A (ρₐ) and Composite Reliability (ρc), whose magnitudes are intended to be above 
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the minimum threshold of 0.7 necessary for their validation (Hair et al.,2019). It’s worth 

mentioning that, among the three metrics formerly discussed as measures of internal consistency, 

Rho A (ρₐ), is the most relied upon by scholars, for its more accurate estimate of true reliability, 

unlike Cronbach’s alpha, which tends to underestimate, and composite reliability, which tends to 

overestimate internal consistency related reliability values (Hair et al.,2021). 

Table 6: Internal Consistency Reliability 

 
Cronbach's alpha 

Composite reliability 

(rho_a) 

Composite reliability 

(rho_c) 

Agreeableness  0.875 0.878 0.923 

Conscientiousness  0.877 0.878 0.916 

Extraversion  0.712 0.714 0.839 

Impulsive Buying  0.931 0.933 0.943 

Neuroticism  0.803 0.806 0.871 

Openness  0.706 0.707 0.836 

As may be inferred from table 6, Impulsive Buying, the dependent variable, was found to have 

the highest reliability, with α = 0.931 and ρc = 0.943, implying consistent response patterns 

across its nine items. Agreeableness and Conscientiousness also demonstrated very high internal 

consistency, with composite reliabilities above 0.90. Extraversion and Openness showed 

acceptable but lower reliability, with α values of 0.7 and 0.71, which still fall within the 

acceptable range for exploratory research (Hair et al.,2019). 

Summing it up, all six constructs exceeded the recommended threshold for all three reliability 

metrics, indicating strong internal consistency reliability across the measurement model. 

4.4.2 Validity 

In quantitative research, validity refers to the degree to which evidence and theory support the 

interpretations of test scores for their intended purpose. It answers the question of whether the 

instrument accurately measures what it purports to measure (Creswell & Creswell, 2023).  
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In this study, validity was established through convergent and discriminant validity assessments 

discussed in subsequent subsections. 

4.4.2.1 Convergent Validity (AVE). Hair et al (2021) defined convergent validity as a 

subtype of construct validity that evaluates whether items intended to measure the same 

construct are indeed highly correlated and share a high proportion of variance. In reflective 

measurement models, it is assessed using Average Variance Extracted (AVE), which quantifies 

the amount of variance a construct captures from its indicators relative to the amount due to 

measurement error (Hair et al., 2021). Computed as the mean of the squared loadings of each 

construct's indicators, an AVE value of 0.50 or higher usually indicates adequate convergent 

validity, signifying that a construct explains at least 50% of the variance in its indicators (Fornell 

& Larcker, 1981). 

Table 7: Construct Validity 

 
Average variance extracted (AVE)  

Agreeableness  0.800  

Conscientiousness  0.731  

Extraversion  0.634  

Impulsive Buying  0.646  

Neuroticism  0.629  

Openness  0.630  

 

As may be inferred from table 7, agreeableness demonstrated the strongest convergent validity 

(AVE = 0.800), suggesting remarkable alignment among its indicators. The dependent variable, 

Impulsive Buying also met the AVE criterion (0.646), affirming that its measurement is both 

statistically and theoretically robust. Extraversion, Neuroticism, and Openness all exhibited 

moderate to strong convergent validity (AVEs between 0.629 and 0.634), which is well above the 

minimum threshold.  
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Summing it up, all constructs surpassed the recommended AVE threshold of 0.50, confirming 

that each latent variable captures a substantial proportion of variance from its associated 

indicators. 

4.4.2.2 Discriminant Validity. According to Hair et al. (2021), discriminant validity 

refers to the extent to which a construct is empirically distinct from other theoretically distinct 

constructs (McLeod,2024) in the model, ensuring that each latent variable captures phenomena 

not represented by other constructs, thus confirming the uniqueness of the measured concepts. 

Discriminant validity, in the present study, was assessed using HTMT and Fornell-Larcker 

Criterion, the former of which happens to be more acceptable in the research society than the 

latter (Hair et al.,2021) 

4.4.2.2.1 Heterotrait–Monotrait Ratio (HTMT). According to Henseler et al. (2016), the 

HTMT is a modern and more stringent method for evaluating discriminant validity, defined as 

the ratio of the average correlations across constructs (heterotrait-heteromethod) to the average 

correlations within the same construct (monotrait-heteromethod). Though the recommended 

threshold for conceptually distinct constructs is <0.85, a more lenient threshold of <0.90 may be 

used for closely related constructs (Hair et al.,2021). 

Table 8: Discriminant Validity HTMT Ratio 

 
Heterotrait-monotrait ratio (HTMT)  

Conscientiousness <-> Agreeableness  0.548  

Extraversion <-> Agreeableness  0.490  

Extraversion <-> Conscientiousness  0.503  

Impulsive Buying <-> Agreeableness  0.448  

Impulsive Buying <-> Conscientiousness  0.729  

Impulsive Buying <-> Extraversion  0.533  

Neuroticism <-> Agreeableness  0.038  

Neuroticism <-> Conscientiousness  0.676  
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Neuroticism <-> Extraversion  0.563  

Neuroticism <-> Impulsive Buying  0.693  

Openness <-> Agreeableness  0.746  

Openness <-> Conscientiousness  0.722  

Openness <-> Extraversion  0.848  

Openness <-> Impulsive Buying  0.779  

Openness <-> Neuroticism  0.631  

As shown in table 8, all HTMT values are well below the 0.85 threshold, providing strong 

evidence of discriminant validity across all construct pairs. 

4.4.2.2.2 Fornell–Larcker Criterion. The Fornell–Larcker Criterion assesses 

discriminant validity by comparing the square root of the Average Variance Extracted (AVE) of 

each construct with the correlations between that construct and all others in the model, and 

discriminant validity is established if a construct’s AVE square root is greater than any of its 

inter-construct correlations (Fornell & Larcker, 1981). 

While the Fornell–Larcker criterion has been widely used, some credible studies (Henseler et al., 

2015; Hair e al,2021) suggest it may lack sensitivity in detecting discriminant validity issues, 

especially when indicator loadings are similar. Nevertheless, it is reported here to complement 

the more reliable HTMT results. 

Table 9: Discriminant Validity Fornell-Larcker Criterion 

 

Agreeablen

ess  

Conscientious

ness  

Extraversi

on  

Impulsi

ve 

Buying  

Neurotici

sm  

Openne

ss  

Agreeableness  0.895  
     

Conscientious

ness  
0.480  0.855  
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Extraversion  -0.384  -0.397  0.796  
   

Impulsive 

Buying  
-0.406  -0.662  0.435  0.804  

  

Neuroticism  -0.025  -0.567  0.426  0.604  0.793  
 

Openness  -0.586  -0.568  0.600  0.634  0.478  0.794  

 

As shown in Table 9, the diagonal elements (bolded) represent the square roots of AVEs and are 

consistently greater than the off-diagonal inter-construct correlations, thereby satisfying the 

Fornell–Larcker condition for discriminant validity. 

Summing up, the demonstration of empirical distinction of each latent construct in the model 

from the others through both HTMT analysis and Fornell-Larcker criterion provides a solid 

support for the discriminant validity of the measurement model. 

4.3 Structural Model Assessment 

According to Hair et al. (2019), once the measurement model assessment is satisfactory, one may 

proceed to assessing the structural model. The structural model refers to the component of the 

PLS-SEM model that includes the latent constructs and the hypothesized relationships among 

them derived from theory and prior empirical evidence, assessing the strength and significance of 

the direct and indirect relationships specified in the model and tests the study’s hypotheses (Hair 

et al., 2021).  

This section evaluates the structural model by examining the path coefficients, significance 

levels, and the explanatory power of the model in predicting the dependent variable (Impulsive 

Buying).  

4.3.1 Multicollinearity Check (VIF) 

According to Hair et al. (2019), collinearity must be examined before assessing structural 

relationships, lest it biases the regression results. A common metric used to assess 

multicollinearity is Variance Inflation Factor (VIF) which is a diagnostic metric used to assess 

the presence and severity of multicollinearity among predictor constructs in the structural model, 
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which usually occurs when predictor variables are highly correlated, potentially distorting the 

estimation of path coefficients by inflating their standard errors (Hair et al., 2021). 

According to Hair et al. (2019), for collinearity issues not to exist, the derived VIF values are 

expected to be higher than 0.2 and lower than 5. However, some scholars recommend a stricter 

upper threshold of 3.3 for greater rigor (Diamantopoulos & Siguaw, 2006). 

Thus, in this study, the evaluation of potential collinearity among the Big Five personality traits 

as predictors of Impulsive Buying was calculated for each path in the structural model through 

the VIF metric, and the results are presented in table 13 

Table 10: Variance Inflation Factor (VIF) 

 
VIF 

Agreeableness -> Impulsive Buying  2.194 

Conscientiousness -> Impulsive Buying  2.186 

Extraversion -> Impulsive Buying  1.662 

Neuroticism -> Impulsive Buying  2.201 

Openness -> Impulsive Buying  2.562 

 

As shown in the table above, all VIF values fall well below the conservative threshold of 3.3, 

indicating no significant multicollinearity among the predictor constructs. The lowest VIF was 

observed for Extraversion (1.662), suggesting minimal collinearity, whilst Openness registered 

the highest VIF (2.562), yet still within acceptable bounds. 

Thus, these findings confirm that the path coefficients in the structural model are estimated with 

precision, and that multicollinearity does not compromise the model’s explanatory power or the 

interpretation of individual predictor effects. 

4.3.2 R-Squared (R2) 

Hair et al. (2021) defines the coefficient of determination (R²) as the proportion of variance in a 

dependent construct that is explained by its independent predictors within a structural model, 

which serves as an indicator of the model’s explanatory power for a particular outcome variable.  
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R2 may as well be referred to as predictive power (Rigdon,2012). Thus, based on the guideline 

for interpreting R2 values, values of 0.75, 0.5 and 0.25 may translate as substantial, moderate and 

weak (Hair et al.,2019) predictive power. However, Hair et al. (2021) advises consideration of R2 

values in the context of model complexity and the field of study. 

In this study, the predictive accuracy of the of the structural model was evaluated through 

examination of R² statistic for the dependent variable, Impulsive Buying. The value was 

computed by regressing the endogenous construct on five exogenous variables: Agreeableness, 

Conscientiousness, Extraversion, Neuroticism, and Openness. 

Table 11: R-Squared 

 
R-square  R-square adjusted  

Impulsive Buying  0.587  0.582  

  

As shown in table 11, the model explains 58.7% of the variance in Impulsive Buying, with an 

adjusted R² of 58.2%, accounting for model complexity and number of predictors. 

Thus, an R² of 0.587 in the present model demonstrates a moderate to strong level of explanatory 

power, implying that personality traits collectively account for a meaningful proportion of 

variability in impulsive buying behaviour. 
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4.3.3 Direct Effects 

The path model is defined by as a visual representation of the hypothesized relationships among 

constructs, serving as the blueprint for empirical testing using structural equation modelling 

(SEM), where each path corresponds to a testable hypothesis (Hair et al., 2021). The path model 

of this study is presented in Figure 4, and shows the direct effects of independent variables on the 

dependent variable before bootstrapping. Hair et al. (2021) defines direct effect as the 

relationship between two constructs that is depicted by a single arrow in the path model, 

indicating a hypothesized unmediated connection. 
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Figure 4: Path Model 
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In the present study, the direct effects of the Big Five personality traits (Agreeableness, 

Conscientiousness, Extraversion, Neuroticism, and Openness to Experience) on Impulsive 

Buying Behaviour were assessed using the PLS-SEM algorithm and bootstrapping. These 

analyses allowed for an evaluation of the path coefficients’ significance, directionality, and 

magnitude. The results are discussed in detail in subsequent subsections. 

4.3.4 Structural Path Significance in Bootstrapping 

Hair et al. (2021) defines path coefficients as estimated path relationships in the structural model 

(between constructs in the model), corresponding to standardized betas in a regression analysis. 

Post determination of path coefficients, before the path coefficients could be interpreted, the data 

had to be bootstrapped with 5000 subsamples to allow for assessment of significance and to 

make up for the absence of distributional assumptions. 

According to Cresswell & Cresswell (2023), a p-value of .05 or .01 is often considered indicative 

of statistical significance. Thus, the path coefficients were interpreted based these insights, 

evaluating the p-values of each path. Complementing result based on p-values, the robustness of 

the effect was assessed based on an expected absence of zero within the 95% bias corrected 

confidence interval (Hair et al.,2021).  

Table 12: Bootstrapping Path Significance 

 

Original 

sample 

(O)  

Sample 

mean 

(M)  

Standard 

deviation 

(STDEV)  

T statistics 

(|O/STDEV|)  
P values  Bias  2.5%  97.5%  

Agreeableness -> 

Impulsive Buying  
-0.115  -0.114  0.050  2.281  0.023  0.002  

-

0.212  
-0.014  

Conscientiousness 

-> Impulsive 

Buying  

-0.281  -0.284  0.054  5.241  0.000  -0.002  
-

0.385  
-0.177  

Extraversion -> 

Impulsive Buying  
-0.016  -0.014  0.040  0.390  0.696  0.002  

-

0.097  
0.062  



59 
 

 

Original 

sample 

(O)  

Sample 

mean 

(M)  

Standard 

deviation 

(STDEV)  

T statistics 

(|O/STDEV|)  
P values  Bias  2.5%  97.5%  

Neuroticism -> 

Impulsive Buying  
0.323  0.323  0.049  6.555  0.000  -0.001  0.225  0.415  

Openness -> 

Impulsive Buying  
0.262  0.261  0.054  4.887  0.000  -0.001  0.163  0.373  

The results in table 12 show that, Openness has a significant positive relationship with impulsive 

buying (β = 0.262, p < .001, CI [0.163, 0.373]), indicating the acceptance of Hypothesis 1. 

Neuroticism also was found to have a strong and significant positive relationship with impulsive 

buying (β = 0.323, p < .001, CI [0.225, 0.415]), leading to the acceptance of H5. 

Conscientiousness, had a reversed directionality as compared to Openness and Neuroticism, 

since it was found to have a strong and highly significant negative relationship with impulsive 

buying (β = –0.281, p < .001, CI [–0.385, –0.177]). Implying the acceptance of H2. Similarly, 

Agreeableness was found to have a small but statistically significant negative relationship with 

impulsive buying (β = –0.115, p = .023, CI [–0.212, –0.014]), guaranteeing the acceptance of H4. 

On the other end, Extraversion was the only variable that did not exhibit a statistically significant 

relationship with impulsive buying (β = –0.016, p = .696, CI [–0.097, 0.062]), indicating that H3 

was rejected. 

Summing up, four of the five proposed hypotheses regarding significant direct relationship 

between the dependent and independent variables were accepted. 

4.3.5 Effect Sizes (f2) 

The f² effect size is a metric used to evaluate the relative impact of each independent variable on 

a dependent variable within the structural model, and it specifically assesses how much a 

predictor contributes to the explained variance (R²) in the outcome construct when it is included 

in the model (Hair et al., 2023). Regarding interpretation of f2 values, values of 0.35, 0.15 and 

0.02 translate as large, medium, and small effect, and their magnitude is expected to align with 
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the strength of corresponding path coefficients (Cohen,1988). The alignment is demonstrated in 

table 12. 

The predictive contribution of each Big Five personality trait on Impulsive Buying, is presented 

below: 

Table 13: Effect Size 

 
f-square Effect 

Path Coefficients 

and P-values 

Agreeableness -> Impulsive Buying  0.015 Negligible to Small -0.115, 0.023  

Conscientiousness -> Impulsive 

Buying  
0.088 Small 

-0.281, 0.000  

 

Extraversion -> Impulsive Buying  0.000 None -0.016, 0.696  

Neuroticism -> Impulsive Buying  0.115 Small to Moderate 0.323, 0.000  

Openness -> Impulsive Buying  0.065 Small 0.262, 0.000 

As shown in table 13, Agreeableness demonstrated a near-negligible effect (f² = 0.015), 

indicating that while statistically significant, its practical impact on impulsive buying is minimal. 

Conscientiousness and Openness had small effect sizes (f² = 0.088 and 0.065, respectively), 

implying that they play meaningful but not dominant roles in explaining variance in impulsive 

buying. The largest effect was that of Neuroticism (f² = 0.115), approaching the medium effect 

threshold, and indicating a relatively stronger individual influence on impulsive buying 

behaviour. As for Extraversion, it contributed no observable effect (f² = 0.000), consistent with 

the non-significant path coefficient reported in earlier subsections. 

4.3.6 Moderation Effects 

Apart from examining direct effects, this current study examines the moderator role of zodiac 

signs (divided into feminine and masculine) on the association between personality traits and 

impulse buying behavior. Hair et al. (2021) state that if a moderator is categorical and has to 

moderate all paths of the path model, then a Multi-group analysis would be the ideal choice to 
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examine moderation. Thus, the results of both MICOM (a prerequisite for Multi-group analysis) 

and permutation-based MGA will be discussed thoroughly in subsequent subsections. 

4.3.6.1 MICOM. Given the potential for measurement differences across groups, the 

Measurement Invariance of Composite Models (MICOM) procedure was employed to ensure 

valid multi-group comparisons, and authorize proceedings to an interpretable multi-group 

analysis. 

According to Hair et al. (2021), Step 1 of MICOM is configural Invariance, and it is by default 

established when Permutation MGA is run, ensuring that the same model structure is applied 

across groups. Step 2 relates to Compositional Invariance and assesses whether the correlations 

between composites are equivalent across groups. Equality of Composite Means across groups is 

assessed in step 3a, and equality of composite variances in step 3b. Table 14 presents results of 

all three steps. 



62 
 

Table 14: MICOM Result 

 

 

 

 

 

 

 

 

 

 

Note. Const.= Construct; Agr = Agreeableness; Consc = Conscientiousness; Ext = Extraversion; Imp Buy = Impulsive Buying Behvaior; Neuro = Neuroticism; 

Op = Openness; Config Inv = Configurational Invariance; Orig Corr = Original Correlation; 5% Quant = 5% Quantile; Comp Inv = Compositional Invariance; 

M.Dif = Mean Difference; CI (M) = Confidence Interval (Mean); Eq M = Equal Mean; Var Diff = Variance Difference; CI (Var) = Confidence Interval 

(Variance); Eq Var = Equal Variance; Meas Inv = Measurement Invariance 

 Step 1 Step 2 Step 3a Step 3b 

Const Config 

Inv 

Orig 

Corr 

5% 

Quant 

Comp 

Inv 

M.Dif CI (M) Eq 

M 

Var 

Diff 

CI (Var) Eq 

Var 

Meas 

Inv 

Agr 
Yes 

0.998 0.993 
Yes 

1.564 -0.193, 0.194 
No -

0.801 
-0.210, 0.215 

No Partial 

Consc 
Yes 

0.999 0.999 
Yes 

0.831 -0.200, 0.185 
No -

0.515 
-0.160, 0.165 

No Partial 

Ext Yes 0.991 0.976 Yes -1.399 -0.184, 0.192 No 1.020 -0.258, 0.221 No Partial 

Imp 

Buy  

Yes 
1.000 0.999 

Yes 
-0.896 -0.192, 0.176 

No 
0.382 -0.218, 0.210 

No Partial 

Neuro Yes 0.997 0.996 Yes -0.318 -0.193, 0.189 No 1.602 -0.220, 0.224 No Partial 

Op Yes 0.999 0.992 Yes -1.453 -0.194, 0.179 No 0.576 -0.230, 0.226 No Partial 
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As shown in table 14 step 2, the original correlation of each construct was found to be greater 

than or equal to the 5% quantile, indicating compositional invariance (Henseler et al.,2016), also 

the permutation p-values exceeded the 0.05 threshold, complementing the finding, and thereby 

the major condition of partial measurement invariance was established (Hair et al,2021). 

Moving on to step three, one may infer from table 14 step 3a and 3b, that the mean and variance 

difference values don’t fall within their respective 95% confidence intervals, indicating that 

equality of composite mean and variance is not established. Permutation p-values of all 

constructs in step 3 falling below 0.05 further complemented the finding (Cheah et al., 2020). 

Summing up the findings from all three steps, partial measurement invariance was found to be 

established, validating the subsequent multi-group analysis, which may be computed only if 

partial or full measurement invariance was established (Cheah et al., 2020). 

4.3.6.2 Path Coefficients Post MGA. Permutation-based multi-group analysis was used 

to investigate whether the structural relationships between personality traits and impulsive 

buying are moderated by astrological sign classification (feminine vs. masculine signs). Hair et 

al. (2021) highlights that this method provides robust testing for differences in path coefficients 

between groups without assuming data normality. 

Table 15: Post MICOM MGA 

 

Orig 

(G.Fem) 

Orig 

(G.Masc) 

Orig 

Diff 

Perm 

M.D 
2.5% 97.5% 

Perm p 

val 

Agreeableness 

-> Impulsive 

Buying  

0.147 -0.299 0.445 0.002 -0.208 0.201 0.000 

Conscientious

ness -> 

Impulsive 

Buying  

-0.173 -0.267 0.095 -0.002 -0.220 0.216 0.394 

Extraversion -

> Impulsive 

-0.022 -0.099 0.077 0.002 -0.157 0.172 0.356 
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Orig 

(G.Fem) 

Orig 

(G.Masc) 

Orig 

Diff 

Perm 

M.D 
2.5% 97.5% 

Perm p 

val 

Buying  

Neuroticism -

> Impulsive 

Buying  

0.376 0.109 0.267 -0.000 -0.198 0.203 0.009 

Openness -> 

Impulsive 

Buying  

0.196 0.114 0.082 -0.002 -0.224 0.206 0.486 

Note. Orig (G.Fem) = Original (Group Feminine); Orig (G.Masc) = Original (Group Masculine); Orig Diff = 

Original Difference; Perm M.D = Permutation Mean Difference; Perm p val = Permutation p value 

As may be inferred from table 15, agreeableness showed a statistically significant moderation 

effect (p = .000), and was found to be positively related to impulsive buying (β = 0.147) among 

individuals with feminine signs (water and earth sign), whereas for those with masculine signs 

(fire and air signs), the relationship proved to be negative and stronger (β = -0.299).  Neuroticism 

also displayed a significant group difference (p = .009), and Its path coefficient was stronger in 

the feminine group (β = 0.376) compared to the masculine group (β = 0.109). But as for 

Conscientiousness, Extraversion, and Openness, they did not show significant group differences 

(p > .05), suggesting their effects on impulsive buying are consistent across astrological 

classifications. 

4.3.7 Summary of Hypotheses Testing Results 

Tabulated summary of the study hypotheses is presented below: 

Table 16: Summary of Hypotheses Testing 

DIRECT EFFECT Tests 

Employed 

Values RESULT 

H1 
Openness to Experience has a significant 

effect on impulsive buying behavior. 

PLS-SEM & 

Bootstrapping 

t=2.281, 

p=0.023, CI= [-

0.212, -0.014] 

Accepted 
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H2 
Conscientiousness has a significant effect 

on impulsive buying behavior. 

PLS-SEM & 

Bootstrapping 

t=5.241, 

p=0.000, CI= [-

0.385, -0.177] 

Accepted 

H3 
Extraversion has a significant effect on 

impulsive buying behavior. 

PLS-SEM & 

Bootstrapping 

t=0.390, 

p=0.696, CI= [-

0.097 ,0.062]  

Rejected 

H4 
Agreeableness has a significant effect on 

impulsive buying behavior. 

PLS-SEM & 

Bootstrapping 

t=6.555, 

p=0.000, CI= 

[0.225 ,0.415]  

Accepted 

H5 
Neuroticism has a significant effect on 

impulsive buying behavior. 

PLS-SEM & 

Bootstrapping 

t=4.887, 

p=0.000, CI= 

[0.163 ,0.373] 

Accepted 

MODERATION EFFECT    

H6a The relationship between openness and 

impulsive buying behavior is significantly 

moderated by Astrological Profile of 

consumers. 

Permutation-

based MGA  Permutation p-

value=0.000 

Rejected 

H6b The relationship between 

conscientiousness and impulsive buying 

behavior is significantly moderated by 

Astrological Profile of consumers. 

Permutation-

based MGA Permutation p-

value=0.394 

Rejected 

H6c The relationship between extraversion and 

impulsive buying behavior is significantly 

moderated by Astrological Profile of 

consumers. 

Permutation-

based MGA  Permutation p-

vaiue=0.356 

Rejected 

H6d The relationship between agreeableness 

and impulsive buying behavior is 

significantly moderated by Astrological 

Profile of consumers. 

Permutation-

based MGA  Permutation p-

value=0.009 

Accepted 
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H6e The relationship between neuroticism and 

impulsive buying behavior is significantly 

moderated by Astrological Profile of 

consumers. 

Permutation-

based MGA  Permutation p-

value=0.486 

Accepted 

 

4.4 Discussion 

This study investigated the direct influence of the Big Five personality traits on impulsive buying 

behavior and the moderating influence of astrological profile on their relationship within the 

Ethiopian context, addressing the detected empirical and population gaps based on literatures 

reviewed. The results discussed in preceding subsections, provide both confirmation and contrast 

to existing findings discussed in the empirical review section of the study. The findings are 

discussed thoroughly relative to other authors’ findings in the subsequent paragraphs. 

 Consistent with several prior studies (Khan, 2021; Miao et al., 2019; Pacheco et al., 2024; Rizki 

et al., 2022), this study found that openness to experience significantly and positively predicts 

impulsive buying behavior (β = 0.262, p < 0.001), implying that imaginative individuals duly 

interested in abstract ideas (Rajavi et al.,2019) are more inclined toward unplanned purchases. 

The result gives weight to Ningrum & Widanti's (2023) argument that openness can reinforce 

impulsive buying behavior, especially in exciting shopping atmospheres, since it contradicts 

Olsen et al. (2015) and Parsad et al. (2019) findings challenging openness as an impulsive 

buying predictor since it was discovered to have a negative relationship with conformity. 

As for Conscientiousness, Qureshi et al. (2024) and Pacheco et al. (2024) termed it as a 

significant predictor of impulsive consumption (β = -0.281, p < 0.001), thus supporting the 

notion that conscientious consumers deliberately and intentionally make plans and tend to be 

seen as responsible (Judge et al., 2024) and would hence be less likely to pursue impulsive 

consumption. The outcome is the opposite of the reverse outcome of Miao et al. (2019) since 

they had not yet created any significant connection. 

Contrary to the expectations and prior findings (Khan, 2021; Rizki et al., 2022; Pacheco et al., 

2024), this study found no significant relationship between extraversion and impulsive buying (β 
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= -0.016, p = 0.696), challenging the assumption that talkative and gregarious individuals (Rajavi 

et al, 2019) are inherently more prone to impulse purchasing. 

Regarding agreeableness, the study found a significant negative relationship between it and 

impulsive buying behavior (β = -0.115, p = 0.023), in line with Altınkan & Armağan (2024) but 

in contrast with Rizki et al. (2022), who found a positive association, suggesting that individuals 

that are sympathetic and are concerned about others (Rajavi et al., 2019) are less likely to be 

impulsive in making purchases, possibly due to consideration of others in making purchase 

decisions.  

The results obtained are in consonance with the assumptions of Trait Theory, which holds that 

personality traits are reasonably consistent throughout a person's life and engender long-

lasting behavioral patterns (McCrae & Costa, 1999). The predictive connections found, 

evidenced in the negative correlation of Conscientiousness and Agreeableness with impulsive 

buying, and positive correlations found with Openness and Neuroticism, 

confirm the notion that long-standing psychological traits have a profound impact on consumer 

behavior across areas. 

The relationship between neuroticism and impulsive buying tendency was found to be most 

significant (β = 0.323, p < 0.001), corroborating Khan (2021), Raza et al. (2022), and Qureshi et 

al. (2024) findings. This is proof of the hypothesis that people who are emotionally unstable, 

having symptoms of extreme mood swings, irritability, and nervousness (Judge et al., 2024), will 

be more impulsive in their buying, possibly coping through shopping. On the other end, the 

finding was found to contrast with the findings of Pacheco et al. (2024), who reported a negative 

relationship.  

Impulse buying behavior associated with these traits is also demonstrated, by the Theory of 

Planned Behavior (Küçükkambak & Çelik, 2024; Li & Kang, 2023; Rahmasari & Sugiyanto, 

2024), suggesting behavior may be determined by attitudes, subjective norms, and perceived 

behavioral control. Traits such as Neuroticism may decrease perceived behavioral control, hence 

susceptibility to impulse purchasing. Furthermore, the Stimulus-Organism-Response (S-O-R) 

framework (Safeer, 2024; Sen, 2024) describes the way in which external stimuli, i.e., shopping 

environments, combine with internal organismic states, i.e., personality traits, to elicit responses, 
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i.e., impulsive buying behaviors. Openness and Neuroticism are personality traits that can 

enhance the internal affective reaction to stimuli, thereby inducing spontaneous behavior. 

The study also explored whether astrological profile moderates the relationships between 

personality traits and impulsive buying behaviour. Of the five moderated paths tested, only two 

showed significant moderation effects: The relationship between agreeableness and impulsive 

buying was found to be significantly moderated by astrological profile (Permutation p < 0.001), 

suggesting that consumers' zodiac group may influence how traits like sympathy and concern 

about others (Rajavi et al., 2019) impact their buying decisions. This supports early findings by 

Mustafa & Olgun (2011) and Kwak et al. (2015) indicating that zodiac elements may reflect 

behavioural tendencies. 

The relationship between neuroticism and impulsive buying was also found to be significantly 

moderated (Permutation p = 0.009), reinforcing observations by Mayo et al. (1978) and Singh 

(2024) that water signs may display higher levels of neuroticism and, consequently, impulsivity. 

On the other end, moderation effects were not significant for openness, conscientiousness, or 

extraversion. These findings align with the skeptical conclusions of Steyn (2011) and Veno & 

Pamment (1979), who found no reliable empirical link between zodiac signs and personality 

traits.  

The role of astrological profiles in moderating the personality-impulse buying relationship can be 

explained theoretically using the Astropsychology Theory, which bridges the gap between 

psychological principles and astrological symbolism. According to the Astropsychology Theory, 

planetary alignments affect personality trait expression and emotional inclinations (Singh, 2024). 

For instance, the increased impulsiveness among individuals characterized by water signs may 

be an indication of the sophistication and sensitivity of emotions typically associated with these 

astrological signs. However, we must point out that astropsychology is a controversial paradigm 

with little empirical backing, and its use must be considered exploratory in nature, rather than 

confirmatory. 

These mixed results build ground for further investigation into the matter. 
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CHAPTER FIVE 

5. SUMMARY, CONCLUSION, AND RECOMMENDATION 

5.1 Summary 

As may be noted from the findings, Openness to Experience, Conscientiousness, Agreeableness, 

and Neuroticism, were found to have significant direct effects on impulsive buying behavior, 

with conscientiousness, and agreeableness showing a negative relationship and neuroticism and 

openness to experience showing positive relationships. Extraversion, however, did not have a 

significant effect. Among the moderation tests, astrological profile significantly moderated only 

the relationship between agreeableness and neuroticism with impulsive buying. No significant 

moderating effects were observed for the other personality traits. 

5.2 Conclusion 

Research investigating the link between personality and impulse purchasing behavior has 

consistently produced inconclusive and culturally limited results. Therefore, there is a need to 

investigate this link to a greater extent and to incorporate additional moderating variables, 

including astrological profiling, in underrepresented environments like Ethiopia. 

By exploring the impact of the Big Five personality factors on impulsive buying behavior, as 

well as the moderating role played by people's astrological sign categories (feminine versus 

masculine), this study established that certain personality factors, in this case, Conscientiousness 

and Agreeableness, are negative predictors of impulsive buying behavior. Conversely, 

Neuroticism and Openness to Experience emerge as positive predictors of this behavior. 

Additionally, the study confirmed the absence of a significant relationship between Extraversion 

and impulsive buying behavior. The lack of significance observed can be a consequence of 

cultural or situational disparities in extraversion expression and its influence on consumer 

behavior in Ethiopia. In contexts where public expression is governed by traditional norms or 

economic limitations, the anticipated spontaneity of extraversion cannot necessarily be reflected 

in impulsive consumption habits. 

The inverse correlation between Conscientiousness and impulsive consumer buying behavior 

that is found on observation suggests that consumers that show higher conscientiousness levels 

are typically less susceptible to impulsive buying. As such, the discovery suggests that 

businesses and marketers should think about having separate approaches when targeting 
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conscientious consumers: perhaps by offering products that appeal to their self-disciplined and 

organized nature, since ads that aim to induce impulsive action might be ineffective on this 

group. At a consumer level, conscientiousness seems to be a protective characteristic, possibly 

keeping people safe from post-purchase remorse or fiscal tension. 

On the other hand, the inverse correlation of Agreeableness with impulsive buying tendencies 

suggests that consumers high in agreeableness will be less prone to make impulse purchases. The 

result can be useful for consumers who desire to curb impulsive buying by being more 

interpersonally sensitive and thoughtful when making decisions. 

Marketers may need to try harder to convince the agreeable ones, as they will be more prone to 

exhibit more caution or indecisiveness. Campaigns based on trust establishment and social value 

may prove to be most effective in targeting this very group. 

In contrast, the positive relationship between Neuroticism and impulsive buying shows that 

individuals scoring high in neuroticism have a greater likelihood of making unplanned 

purchases. Although this trait can have a deleterious effect on consumer well-being, it also 

presents itself as an avenue for marketers to leverage this attribute through products that resonate 

emotionally and serve as coping mechanisms. Marketing strategies emphasizing emotional 

comfort, stress alleviation, or instant gratification stand to resonate with this group.  

The positive correlation observed between Openness to Experience and impulsive purchasing 

mirrors the notion that consumers who are more open are likely to engage in unplanned 

purchasing activities. Marketers may not always view this behavior as negative, as open 

consumer may derive utility from trying new products. For marketers, it also portrays a potential 

avenue through which to attract open consumers by providing new products and casting 

purchases as new experiences. Positioning products as new or breakthrough would likely 

resonate well with this trait. 

For the moderating role of astrological profiling, the research established that the influence of 

Agreeableness and Neuroticism on impulsive buying behavior was significantly different for 

individuals who were categorized under feminine and masculine astrological signs, whereas the 

relationships for the remaining traits were not moderated. One explanation for why Openness, 

Conscientiousness, and Extraversion are not moderated is that these dimensions are more under 

internal direction and less influenced by external or symbolic identity dimensions such as 
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astrological sign. That is, conscientious individuals, for instance, are perhaps always in control 

and goal-oriented irrespective of their astrological sign. Likewise, openness is a more 

experiential and cognitive trait that might not be highly sensitive to emotional and symbolic 

differences inherent in astrological types. For extraversion, situational and cultural forces 

operating in Ethiopia might overshadow any fine-grained astrological influences and thus dilute 

its relation with sign-based types. 

The finding that Agreeableness is positively related to impulse buying in those with feminine 

signs, but negatively related in those with masculine signs, would suggest that marketers must 

consider making their campaigns gender and astrological subgroup-contingent. Such promotional 

targeting may be even more successful if they include both personality and astrological identity, 

especially in cultures where astrological opinion still carries social significance. 

On the other hand, the greater influence of Neuroticism among individuals with feminine signs 

indicates that emotionally appealing marketing messages would be most effective for this group. 

These could include calls to emotional security, comfort, or reassurance, particularly for 

campaigns aimed at emotionally susceptible segments.  

Nonetheless, astrological profiling has to be handled with care. Although the results provide 

initial support for its moderating role, as a psychological tool, astrology is empirically weak and 

prone to interpretational variability and cultural bias. Thus, any use of astrological results in 

consumer psychology or marketing has to be handled with care, refraining from spurious 

correlations without making decisions based on pseudoscientific premises. 

Overall, the current study provides theoretical and practical significance to consumer 

psychology, marketing, and behavior research. In a nation that boasts cultural wealth and an 

extensive historical legacy of astrological philosophies (Lucian & Harmon, 1936), the usage of 

zodiac-based psychographics in marketing initiatives may turn out to be valuable for firms, 

particularly in relation to improving consumer segmentation and aligning marketing approaches 

with culturally relevant belief systems. 
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5.3 Recommendations for Future Research 

Further studies could replicate this model in other cultures in which astrology holds varying 

symbolic or instrumental importance, to determine generalizability. Complementing that, the use 

of behavioral or observation data, for instance, purchase records, would be useful to reduce self-

report bias and offer a less biased measure of actual consumer behavior. Because this was a 

cross-sectional study, future studies could use longitudinal designs to determine how buying 

behavior impulsivity changes over time, particularly as personality changes or as one goes 

through different stages of life or extrinsic influences. Moderation-wise, variables other than 

astrology, like gender, emotional intelligence, and financial knowledge could be explored as 

potential moderators. Furthermore, since this study used a rather broad categorization to 

represent the moderator variable, subsequent researches can test more fine-grained astrological 

categorizations (i.e., types of modality, elements, zodiacal signs) to see if more detailed 

categorizations offer greater explanatory power.  
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ADDIS ABABA UNIVERSITY 

COLLEGE OF BUSINESS AND ECONOMICS 

DEPARTMENT OF MANAGEMENT  

QUESTIONNAIRE 

Dear Respondent, 

This questionnaire is part of a research study examining the relationship between personality 

traits and consumer behaviour. Your participation will contribute to a better understand these 

dynamics. Thus, you are kindly requested you to fill this questionnaire honestly assured that the 

data will be used only for the intended academic purpose (for partial fulfillment of Degree of 

Masters of Arts in Business Administration). All responses will be treated confidentially and 

anonymously.  

Thank You for your Cooperation. 

Part 1: Demographic Information 

Dear respondent, please put a tick mark, or blacken the box which represents your response. 

1. I visit ________ supermarket more often than I do the others. 

 Queens 

 Lomyad 

 Shoa 

2. Gender   

 Male 

 Female 

3. Marital Status 
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 Single 

 Married 

4. Occupational Status 

 Student 

 Employed 

 Unemployed 

5. When were you born? Please write your response in DD/MM format: _________________ 

Part 2: Personality Scale 

Dear respondent, please provide truthful responses to the questions presented, based on these 

ratings.  

(1) strongly disagree  

(2) disagree   

(3) neither agree nor disagree  

(4) agree  

(5) strongly agree  

You may put a tick mark on, or blacken the box which represents your response in the response 

table.  

Item 

no. 

Parameters 
1 2 3 4 5 

Openness 
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Item 

no. 

Parameters 
1 2 3 4 5 

O1  I see myself as someone who has a vivid imagination. 

(እእእእ እእእ እእ እእእ እእእእእ እእ እእእእእእእእ) 

     

O2  I see myself as someone who is interested in abstract 

ideas. (እእእእ እእእ እእእ እእእእ እእእእእእ እእ 

እእእእእእእእ) 

     

O3  I see myself as someone who has a good imagination. 

(እእእእ እእ እእእ እእእእእ እእ እእእእእእእእ) 

     

Conscientiousness 

C1  I get chores done right away. (እእእእ እእእእ 

እእእእእእ) 

     

C2  I often forget to put things back in their proper place (R). 

(እእ እእ እእእእእ እእእእእእእ እእእእ እእ እእእእ 

እእእእእእእ ) 

     

C3  I like order (እእ እእእ እእእ እእእእእእ)      

C4  I make a mess of things. (እእእእእ እእእእእእእእእ)      

Extraversion 

E1  I see myself as someone who is the life of the party. 

(እእእእ እእእ እእእ እእእእ እእ እእእእእእእእ) 

     

E2  I see myself as someone who talks a lot. (እእእእ እእ 

እእእእእእእ እእ እእእእእእእእ) 
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Item 

no. 

Parameters 
1 2 3 4 5 

E3  I see myself as someone who talks to a lot of different 

people at parties. (እእእእ እእእእ እእእ እእእእ 

እእእእእ እእእ እእ እእእእእእእ እእ እእእእእእእእ) 

     

Agreeableness 

A1  I see myself as someone who sympathizes with others’ 

feelings. (እእእእ እእእእ እእእ እእእ እእ እእእእእ እእ 

እእእእእእእእ) 

     

A2  I see myself as someone who feels others’ emotions. 

(እእእእ እእእእ እእእ እእእ እእእእእእእ እእ 

እእእእእእእእ) 

     

A3  I see myself as someone who is really interested in others. 

(እእእእ እእእእእ እእእ እእእእእእእእ እእ 

እእእእእእእእ) 

     

Neuroticism 

N1  I have frequent mood swing. (እእእእእ እእእ 

እእእእእእእ) 

     

N2  I am relaxed most of the time (እእ እእ እእ እእእ እእ 

እእእ) 

     

N3  I get upset easily. (እእ እእእእእእእ)      

N4  I seldom feel blue. (እእእእ እእ እእእ እእ እእእእእእ)      
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Part 3: Consumer Behavior Scale 

Dear respondent, please provide truthful responses to the questions presented, based on these 

ratings.  

(1) strongly disagree  

(2) disagree   

(3) neither agree nor disagree  

(4) agree  

(5) strongly agree  

You may put a tick mark on, or blacken the box which represents your response in the response 

table. 

Item 

no. 

Parameters 1 2 3 4 5 

I1  I often buy things spontaneously. (እእእእ እእእእእ 

እእእእ እእእእእእ) 

     

I2  “Just do it” describes the way I buy things. 

(እእእእእ እእእእእእእ እእእእ እእእእእእእ 

"እእእእእ እእእእእ" እእእእ እእእ) 

     

I3  I often buy things without thinking. (እእእእ እእእእ 

እእ እእእእእ እእእእእእ) 

     

I4  “I see it, I buy it” describes me. ("እእእእ እ እእእእ" 

እእእእ እእእእእእእ) 
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Item 

no. 

Parameters 1 2 3 4 5 

I5  “Buy now, think about it later” describes me. 

("እእእ እእ እ እእ እእእእእእእ" እእእእ 

እእእእእእእ) 

     

I6  Sometimes I feel like buying things on the spur of the 

moment. (እእእእእ እእእእእ እእእእእእ 

እእእእእእ) 

     

I7  I buy things according to how I feel at the moment. 

(እእእእእ እእእ እእእእ እእእእእእ እእእ እእ 

እእእእእ እእእ) 

     

I8  I carefully plan most of my purchases. (እእእእእ እእ 

እእእእእ እእእእእእ) 

     

I9  Sometimes I am a bit reckless about what I buy. 

(እእእእእ እእእእእእ እእእ እእእ እእእእእ እእእ) 
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