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THE RELATIONSHIP BETWEEN PERSONALITY IMPULSIVENESS
AND EMOTIONAL DISTRESS DURING ONLINE SHOPPING
IN THE MODERN GENERATION

Impulsive online shopping among young people is becoming increasingly common in the digital
environment and may lead to financial and psychological problems. The aim of this study is to iden-
tify the relationship between emotional distress (depression, anxiety, stress), personality impulsivity,
and impulsive online purchasing behavior among youth. The scientific and practical significance lies in
understanding the psychological mechanisms of impulsive consumption to develop preventive inter-
ventions. The methodology includes a cross-sectional quantitative design using the DASS-21, Barratt
Impulsiveness Scale (BIS-11), and Richmond Compulsive Buying Scale (RCBS). The sample consisted
of 102 students aged 18-21 years. The results showed that emotional distress is positively correlated
with personality impulsivity but has no direct statistically significant relationship with impulsive online
purchases. Regression analysis revealed that personality impulsivity is the only significant predictor of
impulsive purchases (8 = .51, p <.001), explaining 26% of the variance. Mediation analysis demonstrat-
ed that depression symptoms have a significant indirect effect on impulsive buying through personality
impulsivity, indicating full mediation. The scientific value of this study is the empirical demonstration
that personality impulsivity serves as the central psychological mechanism underlying impulsive online
shopping, while depression influences consumer behavior indirectly through self-regulation processes.
The practical significance includes recommendations for developing self-regulation training, digital lit-
eracy programs, and psychological interventions aimed at improving impulse control among young
consumers.

Keywords: impulsive purchasing behavior, online shopping, personal impulsiveness, emotional dis-
tress, self-control, digital environment, youth.
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Kasipri >xactapAbIH, OHAQMH-CATbIN aAy Ke3iHAEeri UMMYAbCUBTIAIT
MeH 3MOLIMSIAbIK, AUCTPECi apacbiHAAFbl ©63apa 6alHAAHbICDI

LindpAbIK, OpTaaarbl UMIYAbCHMBTI CaTbIM aAy MiHE3-KYAKbI >KaCTapAbIH apacbiHAA XXMi GaKaAaAbl.
ByA >kacTapAbiH TeK Kap>KblAai MOCEAEAEPi eMEC, MCUMXOAOTMSIABIK, epekLUeAikTepiHe GalAaHbICTbI
6OAYbl MYMKiH. 3epTTeyAiH MakcaTbl — >KacTapAblH 3MOLUMSIAbIK, AMCTPECC (CTPEecC, MasacbI3AbIK,
AEMNpeccust), TYAFaAbIK, UMIMYAbCUBTIAIK AEHIeli MeH OHAQMH-CATbIN aAy Ke3iHAEri UMMYyAbCUBTI MiHe3-
KYAKbBIHbIH apakaTblHACblH alkblHAQY. MIMMYABCMBTI CaTbIM aAyAbIH MCUXOAOTUSIAbIK, MEXAaHU3MAEPIH
TYCIHAIPY apKblAbl NMCUXONPOMUAAKTUKAABIK, LIapaAapAbl 83ipAey MYMKIHAIT — 3epTTeyAiH FbIAbIMU
>)KOHE TMpaKTUMKaAbIK MaHbI3blH KepceTeai. 3epTTeyAiH aaicHamaablk, Herisi DASS-21 (aenpeccus,
Ma3acbI3AbIK,  XK8He CTpecc uWkaAacbkl), bappattTbiH BIS-11 MMNyAbCMBTIAIK  WIKaAacbl >KeHe
PrumoHATbIH RCBS KOMMyAbCMBTI caTbin aAy LWIKAAacCbl 8AiCTeMeAepi MariAaAaHbIAFAH CaHADIK,
AM3anHAbI Gipmesrinaik 3eptTey. 3eprreyre 18-21 kac apanbiFbiHAarbl 102 CTYAEHT KaTbICTbl.
HeTuxxeaep asMOUMSIAbIK, AMCTPECTIH, TYAFaAbIK, UMIMYAbCUBTIAIKMEH OH MBHAI GaiAaHbIC KOPCETETIHIH;
6ipaK, MMMYAbCMBTI OHAQMH-CATbIM aAyMEH TiKEAe CTaTUCTMKAABIK, MaHbI3Abl BaMAAHbICHI XKOK, eKeHiH
KepceTTi. Perpeccusabik, Taapay WMIYAbCUBTIAIK CaTbIl aAyAblH >KAAFbl3 MaHbI3Abl MPEAMKTOPbI
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(B = .51, p <.001) 60AbIM, AMcniepcHsiHbiH, 26 %-biH TYCIHAIPETIHIH aHbIKTaAbl. MeAMAUMSIABIK TarAQy
AEMNPeccusi CUMMTOMAAPbIHbBIH, TYAFAAbIK, MMIMYAbCUBTIAIK apKblAbl MMIMYAbCMBTI CaTbIM aAyFa anlTap-
AbIKTal AEHrenmAe >KaHama bIKMaA eTeTiHIH KepCeTTi, OYA TOAbIKKAHAbI MeAMaumsiHbl GirAipeai. bya
3epTTEYAIH FbIAbIMU KYHABIAbIFbl — TYAFAAbIK, UMMYAbCUBTIAIK MMMYAbCMBTI OHAQMH-CATbIMN aAYAbIH He-
ri3iHAE >KaTKaH OPTaAbIK, MCUXOAOTUSIABIK, MEXAHM3M EKEHIH, aA Aenpeccus e3iH-e3i peTTey npouecrtepi
APKbIAbI TYTbIHYLLbIAbIK MiHE3-KYAbIKKA >KaHama ocep eTeTiHiH 3MMMPUKAAbIK TYPAE ADAEAAEHYiIHEH
KepiHeAi. [MpakTUKaAbIK, MaHbI3bl — XKaC TYTbIHYLIbIAAPAA UMITYAbCHBTI BakblAayAbl )KaKCcapTyFa 6arbiT-
TaAFaH ©3iH-63i peTTey TPEHUHITePiH, LUMQPAbIK CayaTTbiAbIK, OaFAapAamMasapbl MEH MCUXOAOTMSIABIK,
MHTEpPBEHUMSAAAPADI 93ipAey OO0MbIHLLIA YCbIHLICTAPAbI KAMTUADI.

Ty#iH ce3aep: MMMNYAbCUBTI CaTbIM aAy, OHAQMH-CATbIM aAY, TYAFAAbIK, UIMMYAbCUBTIAIK, SMOLUMSIABIK,
ANCTPECC, 63iH-03i bakblAay, LMGPAbIK, OpTa, >KacTap.
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B3anmocss3b UMNYAbBCUBHOCTU AUMHOCTHU U DMOLIMOHAABHOIO AUCTpPECCa
npu OHAAMH NMOKYMNKax y COBpeME€HHOIo nNOKOA€HUs

MMMyAbCHBHbBIE OHAQMH-MOKYNKM CPEAM MOAOAEXKM CTAHOBSTCS BCe GOAee pacnpoCTpaHeHHbI-
MW B LM(MPOBOI CpeAe U MOTYT MPUBOAMTb K (PUHAHCOBBIM M MCUXOAOTMYECKMM MpobAemam. Lleab
AQHHOTO MCCAEAOBAHMS — BbISIBUTb B3aMMOCBS3b MEXAY 3MOLIMOHAAbHbIM CTPECCOM (aenpeccuen,
TPEBOXKHOCTbIO, CTPECCOM), AMYHOCTHOM MMMYAbCUBHOCTBIO M MMMYAbCVMBHbBIM MOBEAEHWEM MPWU OH-
AQMH-TIOKYMKaX CPeAn MOAOAEXW. HayuHoe u npakTMyeckoe 3HaveHMe 3aKAIYaeTCs B MOHWUMaHMMU
MCUXOAOTUYECKMX MEXAHU3MOB MMIYAbCUBHOIO MOTPEOAEHUS AASI Pa3paboTKM MPOMUAAKTUYECKMX
mMep. MeToAOAOrMnS BKAIOUAET nonepeyHoe KOAMYECTBEHHOE MCCAEAOBAHME C MCMOAb30BaHNEM LLKAAbI
DASS-21, wkaabl umnyabcnBHoCTM bappartTta (BIS-11) 1 wKaAbl KOMMYAbCMBHBIX MOKYNOK PrumoHaa
(RCBS). B Bbi6opky Bowamn 102 cTyaeHTa B Bo3pacte 18—-21 roaa. PesyAbTaTbl mokasaau, U4To 3MOLMO-
HaAbHbI CTPECC MOAOXKUTEABHO KOPPEAMPYET C AMMHOCTHOM MMMYAbCMBHOCTbBIO, HO HE MMEeT NPSIMOM
CTATUCTUYECKM 3HAYMMOWM CBA3M C MMMYAbCUBHBIMM OHAQMH-MOKYMNKamn. PerpeccMoHHbIn aHaAm3 no-
Ka3aA, YTO AMYHOCTHAs UMMYAbCUBHOCTb SIBASIETCS €AMHCTBEHHbBIM 3HAaUMMbIM MPEANMKTOPOM MMIMYAb-
CUBHbIX MOKYNoK (B = 0,51, p <0,001), 06bsiCHAS 26% AMCrepcrn. AHaAM3 OMOCPEAOBAHMS MOKA3aA,
4YTO CUMMNTOMbI AEMPECCUN OKa3blBAIOT 3HAYMTEAbHOE KOCBEHHOE BAMSIHME HA MMMYAbCUBHbIE MOKYMKM
yepe3 AMYHOCTHYIO MMMYAbCMBHOCTb, YTO YKa3blBaeT Ha MOAHOE OnocpeaoBaHue. HayuHas LeHHOCTb
3TOr0 MCCAEAOBAHMS 3aKAIOHAETCS B IMMMPUUYECKOM AOKa3aTeAbCTBE TOrO, YTO AMYHOCTHAS MMIMYAb-
CMBHOCTb CAY>KUT LIeHTPAAbHbIM MCUXOAOIMYECKMM MEXAHM3MOM, AEXKALMM B OCHOBE MMMYAbCUBHbIX
OHAQIMH-TIOKYTOK, B TO BPEMSI KaK AENPeccus BAUSIET Ha MOTPEOUTEAbCKOE NMOBEAEHKE KOCBEHHO Yepes
npoLeccbl camoperyAsumu. INpaktnueckas 3HaUMMOCTb BKAIOYAET PeKOMeHAALMKM Mo pa3paboTke Tpe-
HWHIOB MO CaMOPEryAsLMM, NPOrpamm LUMMOPOBOA FrPAMOTHOCTU M MCUXOAOIMYECKMX BMELLATEABbCTB,
HarnpaBAEHHbIX Ha YAYULIEHWME KOHTPOAS HAA UMMYAbCAMM Y MOAOAbBIX NMOTPEOUTEAEN.

KatoueBble cAoBa: MMMYAbCMBHOE MOKYMNATEAbCKOE NOBEAEHME, OHAAMH-MIOKYMKN, AUMHOCTHAS MM-
MYAbCMBHOCTb, SMOLMOHAABHbBIA AMCTPECC, CAMOKOHTPOADb, LUM(PPOBas Cpeaa, MOAOAEXD.

Introduction

Currently, impulsive purchasing behavior in the
digital environment is a common problem among
young people and can have potentially negative
consequences for their well-being. In psychologi-
cal science, impulsive purchases are defined as un-
planned, spontaneous acquisitions of products under
the influence of a strong internal urge, which most
often occur without regard to long-term goals (Rook
& Fisher, 1995). The online space is characterized
by easy access, personalized, targeted advertising,

and social influence, which can create conditions
conducive to impulsive behavior.

In Kazakhstan, we see a picture of strong in-
frastructure, including consumer loans, installment
plans, and online shopping platforms, that, by re-
moving financial and geographical barriers, stimu-
late impulsive consumption. More than half of all
bank consumer loans are interest-free installment
plans (TALAP, 2024). Many marketplaces, such as
Kaspi and Wildberries, actively use this tool. Psy-
chologically, this can be perceived as ‘not a loan’,
which reduces awareness in consumption and in-
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creases the likelihood of impulsive purchases. Sup-
porting this, the report ‘Analysis of the Problem
of Over-indebtedness of the Population in the Re-
public of Kazakhstan’ (TALAP, 2024) points out
a problem: the commission charged to the seller is
embedded in the product price for all buyers, which
distorts market value and encourages consumption.
In Kazakhstan, as in the rest of the world, digital
behavior is on the rise. According to studies by
Akhmetova, Kozhankulova, and Kim (2022), young
people in Kazakhstan report spending more time on
social media (65.4% of respondents) and frequently
using delivery apps (58.7%). This creates an envi-
ronment that constantly generates consumer stimuli
(Akhmetova et al., 2022).

The goal of our research is to identify the psy-
chological determinants of impulsive behavior
among the modern generation during the online
shopping to develop theoretical and practical rec-
ommendations to increase consumer awareness and
improve the psychological well-being of contempo-
rary youth.

The following tasks are set within the scope of
the study:

- Are emotional experiences a psychological de-
terminant of impulsive purchases?

- Does an increase in personal impulsiveness,
such as a lack of self-control, lead to impulsive on-
line shopping?

- How can psychological interventions influence
increasing awareness in online consumption and
generally reduce the level of impulsive online pur-
chases among modern youth?

We hypothesize that the influence of emotional
distress on impulsive online purchasing behavior is
mediated by trait impulsivity. It is assumed that trait
impulsivity is positively related to impulsive online
shopping behavior and that impulsive online shop-
ping behavior is positively related to emotional dis-
tress.

Literature review

Modern consumer behavior, particularly among
the younger generation, is undergoing significant
changes due to digitalization and the transforma-
tion of social relations. Impulsive online purchases
are a prominent phenomenon among youth, making
them an important subject for study. The goal of this
theoretical analysis is to review the results of recent
empirical research regarding the psychological de-
terminants of impulsive online purchases among
young people and to analyze the situation among
Kazakhstani youth.

Low self-control is one of the stable predictors
of impulsive shopping behavior. In many foreign
studies examining impulsivity, the theoretical ba-
sis is the Theory of Planned Behavior by 1. Ajzen
(1991). For example, in the study by Bosnjak et al.
(2020), the Theory of Planned Behavior is used,
where self-control is a manifestation of behavioral
control that can either facilitate or hinder the ex-
ecution of an action. Here, low self-control is the
inability to restrain immediate impulses in pursuit
of long-term goals, indicating a direct connection
between this phenomenon and impulsive purchases
(Baumeister, 2002).

In recent studies, it is worth highlighting the
work of Nyrhinen et al. (2024), who modified the
classic Theory of Planned Behavior by excluding
‘intention’ as an essential mediator between atti-
tudes and behavior. Instead, they proposed a new
model where the components of planned behav-
ior are behavioral control, attitude, and subjective
norm. Additionally, the study’s authors indicate
that, according to this model, impulsive behavior is
more prevalent among the most active young people
aged 18 to 29 who consume digital media and social
media. The study identified a direct and positive re-
lationship between low self-control and a tendency
toward impulsive online purchases among Finnish
youth aged 18-29 (Nyrhinen et al., 2024).

These results are reflected in the studies by
Wang et al. (2022), which indicate that self-control
is negatively associated with impulsive shopping
behavior in digital commerce and that this relation-
ship is partially mediated by negative emotions. The
research by Xie et al. (2025) deepens these observa-
tions, showing that self-control is not only a predic-
tor but also a mediator of the relationship between
personality traits and impulsive purchases. The au-
thors found that when self-control increases, traits
such as conscientiousness and agreeableness can
predict impulsive purchases, whereas when self-
control decreases, neuroticism and extraversion can
positively predict impulsive purchases. This means
that a deficit in self-control is one of the main fac-
tors that drives vulnerability to marketing stimuli in
the marketing environment.

A significant number of studies examine the
influence of basic personality traits on impulsive
consumption within the Big Five model. Among
personality traits, neuroticism was consistently cor-
related with impulsive purchases. In a study con-
ducted in Portugal during the COVID-19 pandemic,
neuroticism was positively associated with all types
of consumer behavior examined, including impul-
sive, compulsive, and panic buying (Aquino and
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Lins, 2023). The authors refer to the personality trait
neuroticism as a ‘joker’, reflecting a tendency to ex-
perience negative emotions, and they argue that in-
dividuals seek to alleviate these emotions through
shopping.

Wang et al. (2022) also confirmed that neuroti-
cism is positively related to impulsive purchases,
both directly and indirectly: in impulsive purchases,
the study found increased negative emotions.

Tomar et al. (2023), in their study among In-
dian youth, emphasize that impulsive purchases are
a reaction to external stimuli and can develop into
compulsive behavior, a response to chronic internal
negative experiences. The Richmond Scale (RCBS;
Ridgway et al., 2008) was used in the study, and as
a result, it was found that among Indian youth with
compulsive buying disorder, the impulsive compo-
nent contributes more significantly to explaining the
variance than the obsessive-compulsive component.

In their work, Trubnikov and Garber (2019)
analyze the psychological foundations of attitudes
toward money and consumption. They analyzed
Western psychologists’ classifications of individu-
als’ attitudes toward money and consumption and
demonstrated that money can serve not only as
a medium of exchange but also as a psychologi-
cal symbol of security, power, love, and freedom
(Trubnikov & Garber, 2019). This means that shop-
ping can become a way to cope with stress or loneli-
ness. Purchases can fulfill the need for power and
prestige, enhancing status and self-assertion. Addi-
tionally, this research revealed that when forming
entitlement levels and consumption norms, a factor
involves the influence of the reference group and a
person’s social status (Trubnikov & Garber, 2019).

Although psychological traits can predispose
individuals to impulsive online shopping, the digi-
tal environment is the strongest catalyst for action.
The study by Akhmetova, Kozhamkulova, and Kim
(2022) shows a significant increase in consumer
stimuli, including greater time spent on social media
and more frequent use of delivery apps (Akhmetova
etal., 2022).

In another study by Nurkhanova et al. (2025),
the concept of the ‘third place’ by R. Oldenburg
is used to understand the online environment as a
space for online shopping, where shopping and en-
tertainment centers have become the main places for
socialization. In this context, 44% of respondents in
the study reported making more spontaneous pur-
chases (Nurkhanova et al., 2025). Currently, we
observe that marketplaces and social networks have
become the ‘third place,” where the functions of
shopping and entertainment centers are seamlessly

integrated, and shopping has become part of social
interaction and leisure activities.

A study on impulsive behavior among Kazakh-
stani student youth was conducted as part of a survey
by Bogatyreva, Bogorodskaya, and Osipova (2024).
In the survey, 70.6% of participating students admit
to making impulsive purchases; results also show
that, upon realizing their spontaneous spending,
some students report experiencing negative emo-
tions (Bogatyreva et al., 2024). Moreover, the report
“Analysis of the Population’s Debt Problem in the
Republic of Kazakhstan” by the Center for Applied
Research «TALAP» (2024) provides data indicat-
ing a link between irrational consumer behavior and
catastrophic growth in the population’s debt levels.
According to these data, 86% of the working-age
population have loans, and 90% of them have loans
exceeding 1 million tenge, which directly points to
the accumulation of small, including impulsive, ex-
penditures.

The analysis conducted allows for a compre-
hensive understanding of the psychological deter-
minants of impulsive behavior among the modern
generation and demonstrates the relevance of this
research in Kazakhstan. Among the psychological
determinants, self-control plays a key role by miti-
gating impulsiveness, a personality trait that influ-
ences susceptibility to targeted advertising and so-
cial influence. Studies show that emotional states,
especially negative ones, significantly contribute to
the development of impulsive shopping behavior.
The aim of this study is to examine the influence of
negative emotions (emotional distress) and the level
of impulsiveness (a measure of self-control) on im-
pulsive buying behavior.

Materials and methods

This study aims to identify the psychological
determinants of impulsive online purchases among
the young generation. The main research question is
to explore the relationship between impulsive buy-
ing, emotional distress, and personality impulsivity.
The following hypothesis was proposed: personality
impulsivity is positively associated with impulsive
online shopping behavior, and, at the same time,
impulsive online shopping behavior is positively as-
sociated with emotional distress.

The study used a quantitative, cross-sectional
design.

According to the selection criteria, 102 students
(N=102) participated in the study, who, according to
previous research, are more susceptible to impulsive
online purchases and impulsive behavior:
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- The participants’ ages ranged from 18 to 21
years.

- The group of participants has a moderate level
of emotional distress without pronounced extreme
deviations (based on the obtained results), which
allows the study to be conducted within the set re-
search objectives.

- Informed consent for participation in the study
was obtained from all participants, in accordance
with the study’s goals, as well as consent for the
processing of personal data, including participants’
personal information and age.

The study used the following psychodiagnostics
tools, which are valid for the research objectives:

- The Barratt Impulsiveness Scale—Brief (BIS-
Brief; Steinberg et al.,2013)

- Richmond Compulsive Buying Scale (RCBS;
Ridgway et al., 2008)

- The Depression Anxiety and Stress Scale
(DASS; Lovibond & Lovibond, 1995)

All data for the study were collected through a
survey administered via Google Forms.

This study is one of the first investigations into
the psychological determinants of impulsive on-
line shopping behavior and has significant practical
importance in increasing awareness of online con-
sumption and reducing the level of impulsive online
purchases among the modern generation.

Results and discussion
A statistical analysis was conducted on a sample
of 102 participants to study the psychological de-

terminants of impulsive purchases among the mod-
ern generation. No missing values were identified

Table 1

during the analysis; the full sample (valid N=102)
was used in all analyses. Primary data processing
was performed in Excel; statistical data analysis was
carried out using JASP 0.95.4 (Apple Silicon). The
data analysis includes descriptive statistics, normal-
ity tests, correlation analysis, regression analysis
and mediation analysis.

The study examined impulsiveness (the Barratt
Impulsiveness Scale, BIS-11; Barratt, 1959, 1995),
levels of depression, stress, and anxiety (DASS-21
scales; Lovibond & Lovibond, 1995), as well as the
dependent variable of impulsive buying behavior
(the Richmond Compulsive Buying Scale, RCBS;
Ridgway et al., 2008).

According to the conducted descriptive statis-
tics, all examined variables demonstrate sufficient
variability. The skewness indicators ranged from
0.042 to 0.523, and the kurtosis indicators ranged
from -0.873 to 0.282, which do not exceed accept-
able limits and indicate a moderate deviation from
normality. Additionally, a visual inspection using a
Q-Q plot revealed clear asymmetry and a platykur-
tic distribution, which are characteristic of psycho-
metric data in non-clinical samples. For this rea-
son, the decision was made to use non-parametric
tests. The descriptive statistics data are presented
in Table 1.

The spread of indicators indicates sufficient
variability in the sample, which allows for correla-
tion and regression analysis.

Based on the results of the study, the level of
psycho-emotional distress in the sample can be
characterized as moderate, while indicators of im-
pulsivity and compulsive buying behavior demon-
strate significant inter-individual variability.

Descriptive statistics of data for the DASS-21, BISS-11, and RCBS scales (N=102)

Variable M SD Min Max Skewness Kurtosis
Stress (DASS-21) 10.19 3.85 1 21 .05 .01
Anxiety (DASS-21) 7.81 3.77 0 19 31 .28
Depression (DASS-21) 6.97 3.76 0 19 .52 .16
Impulsivity (BIS-11) 30.89 5.60 19 46 37 .03
Compulsive Buying (RCBS Total) 19.38 8.53 6 38 18 -.87
RCBS Compulsivity 8.53 4.49 3 19 43 =78
RCBS Impulsivity 10.85 4.90 3 21 .04 -.83

Note. M = mean; SD = standard deviation.



R. Berkinbay et al.

Given moderate deviations from normality and
possible uneven distribution across subscales, the
decision was made to use Spearman’s rank correla-
tion coefficient. During the correlation analysis, the
relationships between the DASS-21 scores and im-
pulsivity, impulsive buying behavior, and personal
impulsivity, as measured by the BIS-11 general
impulsivity scale, and impulsive buying behavior,
as measured by the Richmond Compulsive Buying
Scale, were examined. The obtained data are pre-
sented in Table 2.

Table 2
Spearman Correlations Among Study Variables (N=102)

Based on the results of the correlation analy-
sis, impulsive shopping behavior indicators on the
RCBS scale do not have a significant relationship
with emotional distress, in the form of stress indi-
cators (r =.19, p > .05), anxiety (r= 0.11; p > .05),
and stress (r=0.07; p >.05). No direct significant re-
lationships between emotional states and impulsive
shopping behavior were identified. A significant
correlation was found between the overall impulsiv-
ity indicators (BISS-11) and the impulsive shopping
indicators on the RCBS scale (r = .49, p <.001).

Variable 1 2 3 4 5
1. Depression -

2. Anxiety ST -

3.Stress N el SoFE* -

Impulsivity (BIS-11) Rk 21% 32%* -

RCBS Impulsivity .19 11 .07 49H** -

Note. Spearman's p reported. p <.05%, p <.01**, p <.001***,

When analyzing the relationship between the
overall impulsivity level and the DASS-21 scales, a
positive correlation was found between depression
scores and the overall impulsivity level (r = .42, p
<.001). Thus, it can be assumed that impulsivity acts
as a more direct psychological mechanism of online
shopping behavior, while depression, anxiety, and
stress are indirectly related to shopping behavior
through personality impulsivity.

To examine the relationship between impul-
sive shopping behavior and psychological determi-
nants, multiple regression analysis was used. The
dependent variables were indicators of impulsive
shopping behavior on the RCBS scale, and the psy-
chological determinants included stress, anxiety,
emotional distress, and overall impulsiveness.

Before interpreting the regression model, the
statistical assumptions of linear regression were
checked. This involved assessing the normality of
the residuals’ distribution. The standardized residu-
als ranged from -2.82 to 2.74, which does not exceed
the critical threshold of +3 and indicates the absence
of significant outliers. The Q—Q plot analysis of the
standardized residuals showed their proximity to a
normal distribution, as seen in Figure 1.

Figure 1
Normal Q—Q Plot of Standardized Residuals for the Multiple
Regression Model

Q-Q Plot Standardized Residuals
3 —

= N
| |

Observed quantiles

-3 -2 -1 0 1 2 3
Theoretical quantiles

Note. The distribution of standardized residuals is approximately
normal.
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According to the Q-Q Plot, the distribution of
residuals relative to the predicted values did not
indicate heteroscedasticity. This indicates the cor-
rectness of the model interpretation and that the as-

Table 3
Multiple Regression Determining RCBS Impulsivity (N=102)

sumptions of linear regression were not violated at
a significant level, thereby confirming the reliability
of the regression analysis results. The regression
analysis results are presented in Table 3.

Determinant B SE B B t p

Intercept -2.33 2.53 - -0.92 .360
BIS-11 Total 0.45 0.08 51 5.40 <.001
Depression 0.06 0.16 .05 0.36 717
Anxiety 0.11 0.15 .09 0.75 456
Stress -0.18 0.15 -.14 -1.19 238

Note. B = Unstandardized Coefficient; SE (B) = Standard Error of B; p = Standardized Coefficient.
Model summary: R?= .26, Adjusted R*= .23, F' (4, 97)= 8.72, p <.001.

The constructed model explains 26% of the
variance in impulsive online shopping behavior
(R* = .26, Adjusted R? = 23, F (4, 97) = 8.72,
p < .001), which corresponds to a moderate effect size.
Regression analysis results showed that impulsivity
personality (BIS-11) is the only statistically significant
predictor (p = .51), making a substantial contribution
to explaining the variation in the dependent variable.
Indicators of emotional distress did not demonstrate an
independent direct contribution to the model (p > .05).

This allows for viewing personal impulsiveness
as a key psychological determinant of impulsive on-
line shopping behavior. At the same time, it was hy-
pothesized that emotional distress might influence
this indirectly through increasing impulsiveness. To
test this hypothesis and clarify the mechanism of the
identified relationships, a mediational analysis was
conducted.

Table 4
Standardized coefficients of the structural model (N=102)

The results of the mediative model partially
confirmed the proposed hypotheses. As shown in
Table 4, personality impulsiveness continues to
exert a statistically significant influence on impul-
sive online purchases (p =.51, p <.001), whereas
the direct effects of stress, anxiety, and depres-
sion indicators remain statistically insignificant
(p > .05).

At the same time, depressive symptoms showed
a significant positive influence on the level of per-
sonality impulsivity (B =.37, p=.007), unlike stress
and anxiety indicators (see Table 5). The analysis
of indirect effects revealed that the impact of de-
pression on impulsive online shopping is mediated
through personality impulsivity (B = .19, p = .012),
indicating full mediation (see Table 5). The indirect
effects of stress and anxiety were not statistically
significant.

Predictor Criterion B SE p 95% CI

BIS-11 RCBS 51 .08 <.001 [.35,.65]

Stress RCBS -.14 12 255 [-.39, .10]
Anxiety RCBS .09 12 461 [-.14, 31]
Depression RCBS .05 13 721 [-.22, .28]
Stress BIS-11 .09 .14 542 [-.18,.37]
Anxiety BIS-11 -.08 13 518 [-.32,.18]
Depression BIS-11 37 .14 .007 [.08, .62]

Note. § — standardized coefficient; SE — standard error; CI — confidence interval.
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Table S
Standardized Indirect Effects (N=102)

Way B SE p 95% CI
Stress — BIS-11 — RCBS .04 .07 551 [-.09, .20]
Anxiety — BIS-11 — RCBS -.04 .07 .524 [-.18,.09]
Depression — BIS-11 — RCBS .19 .07 .012 [.04, .33]

Note. Standardized indirect effects are shown. CI — 95% confidence interval.

Thus, the results obtained clarify the initial con-
clusions: emotional distress overall does not have a
direct impact on impulsive online shopping behav-
ior; however, depressive symptoms contribute to an
increase in personality impulsivity, which, in turn,
predicts a tendency toward impulsive online shop-
ping.

These results are consistent with the assump-
tion that negative affect reduces self-regulation and
increases the tendency for impulsive reactions (Bil-
lieux et al., 2008). However, within the scope of this
study, this mechanism was empirically confirmed
primarily for depressive symptoms.

Conclusion

The aim of this study was to identify the psycho-
logical determinants of impulsive online purchasing
behavior among young people, specifically the re-
lationship between emotional distress (depression,
anxiety, stress), personality impulsivity, and impul-
sive buying. A quantitative cross-sectional design
was employed, involving 102 students aged 18-21
years. The methods included the DASS-21 scale,
the Barratt Impulsiveness Scale (BIS-11), and the
Richmond Compulsive Buying Scale (RCBS). Data
analysis comprised descriptive statistics, Spearman
correlation analysis, multiple regression, and me-
diation analysis.

In the first stage, correlation analysis did not
reveal any statistically significant relationships be-
tween impulsive purchasing behavior indicators
(RCBS) and components of emotional distress de-
pression (r =.19, p >.05), anxiety (r=".11, p > .05),
and stress (r = .07, p > .05). Thus, no direct linear
relationships between emotional states and impul-
sive online purchases were found. At the same time,
a pronounced positive correlation was identified be-
tween overall personality impulsivity (BIS-11) and
impulsive purchases (r = .49, p <.001), indicating a
significant role of impulsivity as an individual psy-
chological characteristic of consumer behavior.

Additional analysis of the relationships between
impulsivity measures and the DASS-21 scales re-
vealed a significant positive correlation between
depression and the level of personality impulsivity
(r=.42,p <.001), while the connections with anxi-
ety and stress were less pronounced. This suggests
that emotional distress may be indirectly related to
consumer behavior through personality mechanisms
of self-regulation.Trait impulsivity stands out as the
main psychological factor influencing impulsive
online shopping. In the regression analysis, it was
the sole significant predictor, accounting for a large
portion of the variance in impulsive buying behav-
ior. The high standardized effect (B = .51) and the
large effect size (> = .35) suggest that impulsivity is
not just one of many factors but a key explanatory
element in the model.

To test the hypothesis of a possible indirect
mechanism, a mediational analysis was conducted.
Its results clarified the identified patterns. Personal
impulsivity maintains a stable and statistically sig-
nificant influence on impulsive online purchases,
while the direct effects of depression, anxiety, and
stress remain insignificant. At the same time, de-
pressive symptoms show a significant positive
impact on the level of personal impulsivity, and
their indirect effect on impulsive online purchases
through impulsivity is statistically significant. This
indicates full mediation: the influence of depressive
symptoms is realized solely through an increase in
personal impulsivity. For anxiety and stress, such a
mechanism of empirical confirmation was not ob-
tained.

Personality impulsivity is the central psycholog-
ical mechanism underlying impulsive online shop-
ping among youth. Emotional distress, particularly
depression, does not directly trigger impulsive pur-
chases but may increase vulnerability to impulsive
buying by elevating trait impulsivity. These findings
support a hierarchical model in which emotional
distress influences maladaptive consumer behavior
indirectly through self-regulatory personality traits.
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The results can be applied in: (1) university
psychoeducation programs to increase awareness
of impulsive online shopping risks; (2) digital lit-
eracy courses teaching self-regulation strategies;
(3) psychological counseling for young people with
problematic buying behavior; (4) the development
of preventive interventions focusing on impulse
control training (e.g., delayed gratification exer-
cises, budgeting skills). Future research should test
this mediation model using longitudinal designs and
structural equation modeling (SEM) with larger,
more diverse samples.

Limitations

The problem of impulsive shopping behavior is
an under-researched area in Kazakhstani psychol-
ogy. This study is among the first to address this
issue. Because of this, the research is limited to a
cultural context and a single age group. The cross-
sectional design used in this study does not allow
for causal conclusions. Additionally, because self-
report methods were used, there is a risk of sys-
tematic error. A promising direction is to test a me-
diational model using structural equation modeling
(SEM) and to expand the sample size.
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