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In this study, through two experiments, we consistently found that color (blue vs. red) did influence individual’s impulsive buying

behavior. Specifically, compared to individuals briefly exposed to red, individuals briefly exposed to blue had higher impulsive

buying intent. The findings suggest that color can serve as an important environmental cue that influences consumer impulsive buying

behavior. And the findings enrich the literature on color psychology and contribute to the literatures on consumer impulsive buying

behavior.
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after shopping. Eighteen shoppers did not redeem the coupon and were removed from the sample (non-redemption rates were equivalent 
across conditions). The final sample comprised 57 shoppers (22 males) between 18-70 years of age (M=29.79; SD=15.79).

RESULTS 
To analyze the data, we conducted planned contrast tests comparing the crowded/no-info condition with the other two conditions. A 

contrast weight sequence of 2, -1, -1 was used for all outcome variables (sense of control, number of items bought, expenditure, and number 
of utilitarian items bought) across: the crowded/no-info, uncrowded, and crowded/info conditions (respectively). Crowded/no-info shoppers 
perceived lower control over their environment (M =3.59; SD=2.06; n=17) than uncrowded shoppers (M=4.90; SD=1.25; n=20) and crowded/
info shoppers (M=4.50; SD=1.67; n=20), t(54)=2.30, p<.05. Therefore, crowding did reduce perceived control but this was prevented when 
shoppers received the information. 

Support was obtained for our prediction that crowded/no-info shoppers would buy and spend more than shoppers in the other conditions. 
Crowded/no-info bought more items (M=6.12; SD=5.72) than uncrowded shoppers (M=2.80; SD=1.58) and crowded/info shoppers (M=3.30; 
SD=1.81), t(54)=3.09, p<.005. They also spent more money (M=$17.28; SD =15.49) than uncrowded shoppers (M=$7.04; SD=4.62) and 
crowded/info shoppers (M=$8.34; SD=5.14), t(54)=3.53, p<.005. Two independent raters classified each product purchased by participants 
as “utilitarian”, “hedonic”, or “either utilitarian or hedonic” (Kappa=.72). For each participant, the quantity of items in each category was 
computed. Crowded/no-info shoppers bought significantly more utilitarian products (M=4.12; SD=4.40) than uncrowded shoppers (M=1.55; 
SD=1.28) and crowded/info shoppers (M=1.90; SD=1.62), t(54)=3.07, p<.005. The contrast test did not show any significant difference in 
number of hedonic products purchased, p=.83. Controlling for emotions and shopper characteristics (e.g., buying more because of long 
queues) did not alter the results. 

DISCUSSION 
Lacking control in crowded situations without an opportunity to restore it through information provision led shoppers to buy more and 

spend more. A finding by Chen et al. that control-deprived individuals tend to buy more utilitarian products was also replicated in this study. 
According to these authors, such products are typically viewed as means to certain ends, and thus help people feel that they are accomplishing 
some intended effect on the environment. In this experiment, shoppers who were not given the information bought more utilitarian prod-
ucts when the store was crowded. Shoppers in crowded situations who had the chance to regain it through information provision however 
resembled shoppers in the uncrowded situations in what they bought and spent. Hence, the current findings support our claim that control 
motivation underlies our effects. 

Shopping opportunities in contemporary life makes buying a convenient channel for compensating for one’s lack of control. While 
prudent use of this strategy may be helpful for control-deprived individuals, frequent employment may result in excessive spending. From a 
policy standpoint, shoppers should be informed that certain retail environments (e.g., crowding) can instill feelings of control loss that in turn 
may propel them to increase their purchasing. 
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Impulsiveness or impulsivity has long been extensively studied as a general trait by psychologists, educators and criminologists (Rook 
and Fisher 1995; Eysenck and McGurk 1980). Accordingly, to a large extent, impulsive buying behavior has been examined involving with 
long-term predisposed factors such as norms (Rook and Fisher 1995), cultural orientations (Kacen and Lee 2002), and fashion-involvement 
and lifestyle (Park et al., 2006). Scant research has empirically examined the environmental cue’s impact on consumers’ impulsive buying 
behavior. Also, large body of research on impulse buying has been studied in the developed western contexts. Attempting to fill the gaps in 
this area of consumer behavior, this research, contrast to prior research involving with predisposition factors, aims to examine the impact of 
brief exposure to color (blue vs. red) on impulsive buying behavior in China- a developing country recently with much transitions and many 
new international market experiences.

Color is ubiquitous in people’s life. And it influences human perception, cognition and behavior (Meth and Zhu 2009; Elliot et al 2007). 
As to research studying color topics, most of them have focused on “two of the three primary colors-red versus blue (green)” (P.1226, Meth 
and Zhu 2009). Elliot et al 2007 demonstrated that prior to an anagram test, participants briefly exposed to red performed worse than those 
briefly exposed to green. Meth and Zhu 2009 suggested that short exposure to red (versus blue) could enhance performance on detail-oriented 
(versus creative) cognitive tasks. Gorn et al 2004 found that participants who were exposed to the blue background screen perceived the page 
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download as quicker than did participants exposed to the red background screen. The empirically examined consequence differences between 
brief exposure to red versus blue (green) result from different learned associations, which are likely to activate different motivations (ap-
proach vs. avoidance) and possibly different levels of relaxations (Meth and Zhu 2009; Elliot et al 2007; Gorn et al 2004). In line with prior 
research, we propose that compared to individuals briefly exposed to red, individuals briefly exposed to blue have higher impulsive buying 
intent in general.      

Two experimental studies were conducted among several hundred subjects to test our hypothesis using both online and traditional paper-
and-pencil surveys. In experiment 1, 68 participants were randomly assigned to one of the two between-subjects experimental conditions: the 
red condition or the blue condition. The study was conducted by an experimenter blind to the experimental hypothesis. Impulsive purchase 
decision served as the dependent measure. The impulsive purchase decision measure was used and justified by Rook and Fishier 2004. An 
imaginary shopping situation was provided and participants were asked to make a purchase choice out of five purchase decision alternatives 
ranging from low to high impulsiveness. Participants assigned to the red condition filled up a survey printed in red paper whereas participants 
assigned to the blue condition filled up a survey printed in blue paper. The two groups were asked to fill in the paper-and-pencil survey start-
ing with some filler questions first, followed by the dependent measure and demographic information. A unifactorial (color condition: red 
vs. blue) between subjects analysis of covariance was conducted on impulsive purchase decision. The analysis revealed an effect of color 
on impulsive purchase decision, F(1, 66)=5.10, p<.05. More specifically, consistent with our hypothesis, participants in the blue condition 
achieved higher impulsiveness on specific impulsive purchase decision (means=3.16 vs. 2.44).

In experiment 2, we verified our findings by conducting an online survey. Rather than to fill up a paper-and-pencil survey respectively 
in red or blue, 122 participants were randomly assigned to fill up an online survey respectively with blue or red computer background screen. 
The procedure was similar with the first experiment. Similarly a unifactorial (color condition: red vs. blue) between subjects analysis of co-
variance revealed an effect of color on impulsive purchase decision, means=2.87 vs. 2.45; F(1, 120)=3.71, p=.05. 

In sum, in this study, through two experiments, conducted among almost 200 participants, we consistently found that color (blue vs. 
red) did influence individual’s impulsive buying behavior. Specifically, compared to individuals briefly exposed to red, individuals briefly 
exposed to blue had higher impulsive buying intent. The findings suggest that color can serve as an important environmental cue that has large 
impact on consumer impulsive buying behavior. Our findings contribute to the literatures both on consumer impulsive buying behavior and 
color psychology. Also our findings have practical implications on how to help retailing stores to create an environment to enhance consumer 
impulsive buying and also bring up the question that whether Santa Clause still wears red in the large shopping malls when the shopping 
spree season comes. 
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Many events in life constitute conjunctive events (e.g., getting tenure). A conjunctive event consists of more than simple event (e.g., get-
ting a paper published). The likelihood of a conjunctive event is the probability that all simple events occur. Past research has examined how 
people interpret the probability occurence of the conjunctive events (e.g., Bar-Hillel, 1972; Brockner et al. 2002; Mandel, 2008). For instance, 
Bar Hillel (1973) has found that people overestimate the likelihood of conjunctive events. Research by Brockner et al. (2002) demonstrates 
that promotion-focused individuals may do better at estimating conjunctive events than prevention-focused individuals. The present research 
aims at extending the previous research. We posit that estimates of a conjunctive event may be affected by the framing of its simple events 
(i.e., gain e.g., accepted vs. loss, e.g., not rejected) and the effect is mediated by processing fluency.  We aim at making contribution to framing 
and consumer decision making literature.

Recent research has examined a strict refocusing framing effect (Mandel, 2008), which refers to the description of a conjunctive event as 
consisting a series of simple event framed as either a gain or loss (e.g., two acceptances out of three paper submissions or its complementarity 
of one rejection out of three paper submissions). Despite extant research on framing, strict refocusing framing effect was paid little attention. 
The main aim of the present research is to examine the effect of strict refocusing framing on the estimation of conjunctive events.


