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Effects of Demographic Factors on
Impulse Buying Behavior of Syrian
consumer

ABSTRACT

The research aimed to study the presence of impulsive purchasing
behavior among the Syrian consumers, and the effect of
demographic factors (age, gender, educational level and marital
status) on this type of behavior.

The study included the consumer in the Syrian society, where it
used the questionnaire method to collect the required data manually
on a sample of consumers whose living in Damascus and its suburbs
and via the Internet through social networking sites and e-mail. The
number of respondents reached (154).

The data was analyzed using the SPSS program, where t-tests and
ANOVA were adopted in order to study the presence of impulsive
buying behavior and the impact of the demographic factors on it
with the use of descriptive analysis of the sample.

The study concluded that there is a weak trend in the impulsive
buying behavior of the Syrian consumer, and the significant
differences of this behavior between the two categories of sex, age
groups, educational level and marital status varied.

The study recommended that companies intensify their promotional
efforts encouraging consumers and motivating their purchase,
especially for the female and youth groups, in addition to expanding
research into demographic variables that did not take in consider
into the current study.
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) die A gl Jatal) Ll
t Y1 Auhall L alAY Ldhaanl) chaaiall Sl sl Jpan selay

L) Y ) panal) cufpiiall @ )83 aussil) 12/ Jsand)

I gial) Aty ) Tdaaal) i)

%45.5 70 8 adad)
%54.5 84 Sl
%39.6 61 30-20 )
%21.4 33 40-31
%19.5 30 50-41
%19.5 30 50 e i

%26 40 dalal Blay) g0 | eaaladl) (g giasall
%39 60 daaa 35la)

%35 54 Lo el

40.9 63 Qe Ao laiay) A
24.7 38 a5

34.4 53 Juikf e za5ie

Ll ((%54) s by daws caly cpm 8 (%45.5) Ll 4 5831 L <y
Cialy 3§ (40-31) om L (%39.6) wily 5 (30-20) o lee¥) (553 A
o (P19) e cily 8 (50-41) op cngli S dudly (%21) Jss
el Auaillys ((%19) s s 50 oo ajleel cly Godll sl L cualy
Lnalal) 33AY) 0 claledl) dlaa AV e Aal) Ao Caaly 288 daalail) Al
s W (%39) dpalall bl e galalal) G cialy g 4 (%26)
Lelaa¥) Alall uial dullys L(%35) caly 2 Lall claledll e cplaalal
il s G (%41) Mo pamggiall e Ganlall DY) (e el Aas caaly b

(%34) s> Jkl agaal ol Gamsially ((%25) ss Sl 50 Cpmg sial
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Cmsaciveal) A Casly Cun QLA A8 e 16008 Gusatiial) ale] o Bau Lea Jai
Dlie) (Sag duall .))5\ %80 4. 50,5 20 ou eA)Lac\ Cingl cpdll Gluil)
eine (ypull gainall o Sliie) o (gypal) acinall o s daddu Zail) o3
Aibic At L legi ydiad Sy (%41) s Luadl 8 Gapilall dus caalyy . 8
Lol aala ailet g5d Aial) A1 e %74 sa o Lile
Ll cladap e 3oasl) LG
sl llgioal) ool dyilan) AV 53 oA L dalu dag Yt JsY) Luadl

LY e lay) Shal ol e Y 13 GLind) o ) aill panss
Aglany) chdsall by gals tySal Gulie (35 Aaad) 28 U8 (e Leaal o
ALY o Ll o) il 468 ge cunlis 288 )il LSl o3a daaal gadl duiasll
islaly 3 ealall dafd Jsa lpand LY Gllasgie gl 288 cday yladll
tobleS el dlglu dmg ate sad (o) bl olaily Luzany

Al cglact 4 jlaal) cildjad¥ly cillaugiall il :/3/ Jgaad)

Descriptive Statistics

Mean Std. Deviation

> e Lwadl Geuill Cad ] 3.01 [ 1.229
Y ol Jrdlly L) dalay i€ o g a0 (50 g iy Lol el g sl L lle | 2,25 | 1.031

Led Jaslaailly aad o8 ST ol ol o1 8 b ey Ll el (3 puilly ald el | 3,74 .892
$1 8 it oSail) Ay smm al dun L e i Lexe | 311 | 987

455l lalaal i€ Lea ST eyl ) el s L se sl Laxie | 3.45 964

Y Gl 84y yedl e e ol cLs) (s o il (@ suilly old el | 3.23 1.082
A bl e ol eﬁi Laxie 3 )BYL il | 3,19 1.103

sl Lo iy o8 Gan T seie ST ULST| 313 | 1.065

sl e e "l il deid )" s ske cami] 2,79 | 1,001

sady o s "laaY V) S8 oY) i s e o) | 2.60 1.057

o sidie alanal 4y Lhal | 3.61 .903

L dala a1 LadY) Gany I e il | 282 | 1,129

lgeatind Yyl Jaala ¥ clil g sl Lesae | 2,24 1.061

S A & gladl alal) b giall | 3.01
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Shall Sl Jea Ll ol gl pypall Al e bl culy @ il

Sl G o Aplite el Siews Loty Lad dplimal) Cliha) Cylig e i)
: Y1 (335 one sample t test Jilas «afid ) 13 ales augiall Jsa
3aball aa wlilay) hugial one sample t test jLad) :/1-4/ Jgaal)

One-Sample Statistics

N Mean Std. Deviation | Std. Error Mean
Beh 154 3.0130 53956 .04348

Lusiall oo @l L) Lelaly Sgaball s zaby el Tawsiall of (o
Balall ded e lpagn aling ¥ e JSG Sl laugie o (/2-4/ Jsaal)
Aolull a5 duhall de aagi pe o dy e %5 @yslad dysine ssieas
@b Hsla dsag aae A el (A dpapdl dis JAlls L oelay) 2

(sl lgid) o2 Aflasl AN b e lax)

33bal) aa clilaY) hugial one sample t test Lol :/2-4/ Jgaal)

One-Sample Test

Test Value = 3
95% Confidence Interval
Mean of the Difference
Mean t df | Sig. (2-tailed) | Difference Lower | Upper
beh ] 3.01 ] .299 | 153 .766 .01299 -.0729 .0989

4o Gl ) Ll e jdseS gaball Jea @lblaY) jeaa I kil (Ka
S sl LY sl Al AalaiY) A Jl 3 gyend) i
! bt Sal sale)s Lbjidal Tapladill e dl) 21 Aplle Jany e iy

Lo Ll Ale V) sal 5l A2l S5as o) 4galsi o (San el

V) e la) ehall gyoudl dllgindl Jue any a3 Gacmill Wgd (e a2l
Al hgiall sfee o gl s G Ay gaall G
gyl

70



s agla 2022 ale 30 2l 44 alaall Gl daals Ao

Algiall oBAY) Ahal deludl Llas) AN ) Ggd aag ¥ A0EN o dl
riall g () gl

Oe Lol iy (oileie oyinel INndependent Sample T Test lial ¢l sl

=1 Ll S ST aa Gl ol 1 Jgand) s il siall 43 ae A

=B bl A il gial) 4584l Independent Samples test :/1-5/ J g
uindl L2 g
Group Statistics
gender N Mean Std. Deviation | Std. Error Mean
male 70 2.8692 .59762 .07143
female 84 3.1328 .45584 .04974

Slls sSal @lla) ugie e el QLYY @lls) ugie of g8l iy Eua
S e e T bl e B Galull g LY Jie

G Ssiars Gsine (3 sas O cAag paall Al (sl) ana k) 3 Gl
t A Jsanll el LS (.002) Laall s

ouiall g olay) dglud) B 55,8 JL33Y Independent Samples t test :/2-5/ Jgaad)

Independent Samples Test

Levene's Test for

Equality of Variances t-test for Equality of Means

F Sig. t df Sig. (2-tailed)
beh  Equal variances assumed | 5.238 .023 -3.102- 152 .002
Equal variances not assumed -3.028- | 127.259 .003

Sl Cum o LY S G GLLY) langie G e B4 e il
LByl 3l

71



sl Agioall Lo BN Ayl & gludl o 48 iagall Jal gal) i

dlginall eBay) Ahal deludl Lulas) AYa @il Gg0h aagi ¥ A Lbd
3 el ) G (g gaad)

dalas e Ladie) a8 dyjee mihd 4 asa lie) oy Ayl sda sl Cang

il Gy cdgpenll AN Glbaugie o G948l 4wl One Way ANOVA

Ji (1038) dysine (s5ime crly 3 Appenll U G Ailian) AN I3 G558 25a

(-05) ¢
aad) cilidl by o Ba) ol glud) & (39 80 JLIAY ANOVA s 1/6/ Jsaall
ANOVA
beh Sum of Squares | df | Mean Square F Sig.
Between Groups 2431 3 .810 2.886 | .038
Within Groups 42.111 150 .281
Total 44.542 153

Cipgls 38 gl sda o) G a8 Apenll i) G LY Glawgie b Gaxlg
Ll Slls) Slhagie o and U JS30 Couny s ) dgpend) 280 (o
gl Sl s o s 8 e lia) dllul) slanly cilS pral) dypendl liall
@ ol sagmge 2 ol (40-31) LSV Agpenll A8 ool slall sai and

(>41) T HSY) dypeal) il

3.20]

.10

3.00

Mean of beh

2.90]

=80

T T T T
20-30 31-40 41-50 =50

age

A panl) il T8 g cililay) o gia G 1/1/ JSaY)
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lgiuall LB )il dolall dulas) AY¥s @l Gad g Y rdall dus
el (g gicnal) gifpad Uy (g gl

dalad o Ladie] a8 dpagled il 3 aga Hlie] oy dpdll 20 Ll Chag

dpag il iy My cdpadadl) Gl G 3408 A One Way ANOVA

(-05) o Bl (.046) disine (ssise il Cua lgiy dglasl VS ) G555

I3 Gy dgmss iy Anm il (b i daiil) Conpars Wl ) L lgie Tan A o)

) Jsaad) Cua @y L dpaladl) i) g ddlas) AV

el (5 gheaal) cilidl WBhg oA glud) A (394l JLIAY ANOVA sl 2/7/ Jgsad)

ANOVA
beh Sum of Squares | df | Mean Square F Sig. |
Between Groups 1.779 2 .889 3.140 | .046
Within Groups 42.763 151 .283
Total 44.542 153

Sae Y1 A8 G W s ) JSED) s laugiall cilylial 8 aaal sl
A i) oanyy Jaddl 13 o Lo Lpnalall eyl dles (o pb o liaiY) o]l
Lolss alad) udls el gl Wle 3 salad) e Tan gy a5 (3.13) slasy
SV A ) Ll Ll oS (el BaY) o5) Lades J8) 45 (o)

(Lle «wlaly) [P

3.00

Mean of beh

2,95

T T
aaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa
education

(il (s glusal) cilid) B8 g llaY) o gia (s 22/ JSE)
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llgiuall oY) Ahdl) daludl dlanl AYa @l 98 205 Y dawaldd) du Y
Lo Laia¥) Adlal) iy Tady g gul

dalas o Ladie) a8 deldinl Gl 3 aeas el oy dunydll sda jlial) Chag

Ao Q) 55 aa Al iy My eln (358 Aull One Way ANOVA

Wl Julls .(.05) e i (1002) Aysime (ssime il i lgiy Aflaal

ellyy Ao ldnll QU G dilas) ANS G @558 5as Jiiy Apdadll (b

V) Jsaal) ca

Lelaiay) ciliall By e Bay) dolad) A (39,40 JLEAY ANOVA sl 1/8/ Jgaad)

ANOVA
beh Sum of Squares | df | Mean Square F Sig. |
Between Groups 3.665 2 1.832 6.769 | .002
Within Groups 40.877 151 271
Total 44.542 153

S N Can DN Lo Laia ) il cpn LlaY) Glawsie b Gl o
Jkal gl G Gamg3ial (e o) 6 1yall Sae JSYI aa Gaiilall o it 8
JE) 136l Jlidal agal Gl Cpmg Fiall 4agial 3 aball die agilla) Cingli Cua

kLY e lelayl

3.20]

310

3.00]

Mean of beh

2.90]
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A 8yl iy (ol gl (N sl gl s (a5 ¢ A
43 2n Guppaad) asedall Jon moiasl) pie e Ala (el llginall o) 5oy
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Algiaall oAl 4dlie €T Ko (Sl Gl DU 4) ey @) 2L aagll
G b pre ) LS et 8 a1 DY) sl e anglly
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Lo Gliyly S iapil Ty e b Cilig 8 dgmy oansy gl cjelal LS

281dkall 138 3 LYl ae anasy
ob Jsil) WSy ol W) alal) ) 3y pand) clial) Calida Aigel) Jue il cjelal LS
aay ae LSV bl (e oY) Solal) i S ST aa il (Slgial
Ll el &) G V) (e B 28] bl 38 3 ALl caluhall ae Gy
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O Ao ARl Hlie) Sy (Ml o hpilly dalatiall agihl @ 3 2DlEalls ¢ saedl
Gl Gluhy ae Gl Lo 1y elall Jhall bl dppeall clid)
ge Gobly N Y1 Apaledl) bl Aually awds eYls L70310230019]Cay
oy 2 loaiy) Ll ) Laelad) 5y dles (pe A58l Jse a2y 281 Ll
b G Lo laa¥) Alal) el dually Lad 51 5 Sy olall e Taa 408
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