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Abstract Impulsive buying grossly violates the assumptions of homo economicus. A
variety of perspectives on impulse buying are presented, which have been put forward in
consumer, economic, social, and clinical psychology. These include heuristic information
processing, time-inconsistent preferences, personality traits and values, self-identity,
emotions, conscious self-control, and compulsive buying. These perspectives may
sometimes lead to contradictory or paradoxical findings. For instance, impulse buying is
often associated with joy and pleasure but has also been found related to negative emotions
and low self-esteem. Our argument is that impulsive buying can be understood in terms of
psychological functioning, in particular as a form of self-regulation. Regulatory focus
theory is then used to bring the various perspectives together by classifying each as a
promotion focus strategy (e.g., seeking pleasure) or a prevention focus strategy (e.g.,
avoiding feelings of low self-esteem). Finally, the question is discussed whether consumers
can and should be protected against impulsivity. Our assertion is that regulation against
misleading practices that play on the vulnerabilities of impulsive buyers could be sharpened
and that information provision to consumers and retailers aimed at strengthening
consumers’ self-regulatory capacities may mitigate adverse consequences of impulse
buying.
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Most of us are familiar with returning home with products we never intended to buy
in the first place. Impulsive buying has long been identified as a significant
behaviour in retail business (e.g., Stern 1962). Impulsive buying is a universal
phenomenon, although it may be manifested in different ways subject to individual
differences such as gender (e.g., Dittmar et al. 1995, 1996; Verplanken and Herabadi
2001) or culture (Kacen and Lee 2002). Impulse buying is an interesting psychological
phenomenon. This was unequivocally put forward by Rook (1987), who described
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impulse buying as a psychologically driven urge to buy. Since this seminal article,
impulse buying has been approached from very different psychological perspectives,
each of which highlights different constructs or mechanisms which might explain this
behaviour, such as personality, emotions, identity concerns, cognitive processes, self-
control, or psychopathology. While these perspectives together provide a rich account of
the impulse buying phenomenon, they also lead to a degree of confusion, and produce
inconsistencies and discrepancies in research findings. In this article we will first discuss
the definition of impulse buying. We will then focus on the various perspectives on
impulse buying as these have been put forward in consumer, economic, social, and
clinical psychology. We continue by presenting an overarching framework of
psychological functioning, which has the potential to reconcile some of the seemingly
contradictory or paradoxical findings on impulse buying. Finally, we will discuss
implications for policy and regulation.

Defining and Positioning Impulse Buying1

Impulse buying is difficult to define. It is not merely doing “unplanned shopping” (Stern
1962). Purchases may be unplanned but not impulsive, such as habitual purchases,
purchases that unexpectedly solve an existing problem, or purchases that are simply too
unimportant to plan or think about. Purchases may also be impulsive, but planned, such as
shopping to find someone a present, or using the retail environment as “shopping list,” for
instance when finding ingredients for an Italian style meal. Taking the time or the location
of the purchase as a criterion for impulse buying does not provide a satisfactory definition.
For instance, Bellenger et al. (1978) considered impulse buying as a purchase decision
made “after entering a store,” but this may then include the examples we just disqualified.
Although certain products are more frequently bought on impulse than others, defining
impulse buying according to a fixed set of designated impulse products is not a viable
criterion either due to wide individual and cultural differences. Rook (1987) provided a
comprehensive definition of impulse buying, which includes three key features, i.e., a
purchase being unplanned, difficult to control, and accompanied by an emotional response:
“Impulse buying occurs when a consumer experiences a sudden, often powerful and
persistent urge to buy something immediately. The impulse to buy is hedonically complex
and may stimulate emotional conflict. Also, impulse buying is prone to occur with
diminished regard for its consequences” (p. 191). We consider this as a useful definition for
the purpose of this article.

Impulsive buying may not easily be described by the prevalent models of behaviour,
most notably socio-cognitive models such as the theory of planned behaviour (e.g., Ajzen
1991). These models suggest that behaviour is inherently intentional and ultimately driven
by perceived personal or social consequences. Although the variables included in these
models may play a role in impulse buying, such as perceived costs and benefits (Puri 1996)
or normative influences (Rook and Fisher 1995), socio-cognitive models suggest a degree
of reflection which is typically absent in impulsive buying. Other models, in particular dual-
process models of attitude–behaviour relations that posit a distinction between deliberate
and more automatic processes (e.g., Fazio 1990; Petty and Wegener 1998; Strack and
Deutsch 2004), may be more appropriate to describe impulsive buying.

1 We use the terms “impulsive buying” and “impulse buying” interchangeably in this article.
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Perspectives on Impulse Buying

Impulse buying has been approached from different angles in consumer, economic, social,
and clinical psychology. In this section, we review these perspectives, each of which
represents a different view on the consumer and on impulsive consumer behaviour.

The Limited Information Processor

Consumer decisions often violate the most fundamental principles of what might be
considered as normative decision making, i.e., the view of the consumer as homo
economicus. In this view, decision makers have full access to information and consider all
relevant information in arriving at preferences and choices (e.g., Keeney and Raiffa 1976).
Consumers typically engage in much simpler decision-making processes, if only because of
the information overload and computational complexities which would be involved in
normative models. Such observations led to terms such as “bounded” or “approximate”
rationality (Simon 1955) and the “adaptive decision maker” (Payne et al. 1993). This
culminated in a range of descriptive models of decision making, which all involve
significantly reduced choice processes in terms of information processing and decision
rules, such as the elimination-by-aspects rule (Tversky 1972), the lexicographic model, or
the conjunctive model (Coombs 1964). Perhaps the simplest of all is Simon’s (1955)
satisficing heuristic. According to this strategy, alternatives are considered one at a time in
the order they occur to the decision maker. The value of each option is compared to a cut-
off level, and the first option that meets the criterion is chosen. Impulsive choices may be
considered as being driven by heuristic processes and probably by the most uncomplicated
ones. For instance, an impulsive purchase may simply be based on the heuristic whether or
not a product elicits a certain level of excitement, joy, and urge to buy.

Biased by Proximity

Why did Eve grab that apple in The Garden? Perhaps it looked particularly attractive
because it was physically near to her. People’s judgments are strongly influenced by the
proximity of the objects they consider (Trope and Liberman 2010). Things that are nearby
may seem bigger, more important, or more attractive than things further away. Matters
become more complicated when different response systems are in play, such as emotions
versus reasoning (e.g., Breckler 1984; Verplanken and Herabadi 2001; Verplanken et al.
1998). Although consumers may be perfectly able to weigh short-term and long-term costs
and benefits, the impulse buying phenomenon suggests that short-term emotions can have a
relatively large impact on preferences at the expense of long-term rational concerns (Ainslie
1975; cf., Trope and Fishbach 2000).

Hoch and Loewenstein (1991) presented an explanation of impulsive purchases that goes
beyond the notion of mere discounting of delayed rewards in favour of immediate ones.
These authors proposed that time-inconsistent preferences such as impulsive purchases can
be explained by a shift in the consumer’s reference point. Not being in possession of a
product is a consumer’s default reference point, whereas being in possession of a product is
his or her reference point after a purchase has been made. However, if a consumer has the
sudden urge and feelings of excitement that are typical for an impulsive purchase, these
feelings may shift the reference point to a position that normally is taken after the purchase.
In other words, the consumer experiences “already possessing” the product before any
purchase has been made. The consequence of a reference point shift is that when an
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impulsive buyer walks away from the desired product, he or she experiences deprivation
and loss.

Trope and Liberman’s (2010) construal level theory of psychological distance provides a
comprehensive account of effects of spatial, temporal, and social distance. Similarly to
Hoch and Loewenstein (1991), these authors suggested that the underlying mechanism that
drives distance effects is how individuals subjectively understand an object or event. Trope
and Liberman (2010) argued that more distant objects are construed at a higher and more
abstract level and than more proximal objects. This implies that certain responses are more
likely to emerge as a function of distance. For instance, emotions such as anticipated regret
require a relatively high level of construal, i.e., taking a more distant perspective. This may
occur when someone merely thinks of an object but is difficult when he or she is physically
near the object. Excitement, on the other hand, is typically triggered at lower levels of
construal, such as when being directly confronted with an object. Fujita et al. (2006)
demonstrated that the activation of high-level construals, rather than low-level construals,
resulted in decreased preferences for immediate over delayed outcomes and promoted self-
control. At higher construal levels, it is easier to associate tempting stimuli with both the
(obvious) positive as well as negative features and thus to exert self-control in resisting the
temptation.

The Impulse Buyer Personality

Some people are frequent impulse buyers and do this whenever an opportunity arises,
whereas others seldom buy anything without thorough deliberation. There may be
chronic individual differences in the tendency to buy on impulse (Verplanken and
Herabadi 2001). If this is true, impulse buying tendency should correlate with other stable
individual differences, such as long-term goals, personality traits, or adherence to
particular values.

In the search of stable individual differences in impulse buying, it seems reasonable to
start with impulsivity itself. Chronic individual differences in impulsivity are deeply rooted
in our biological make-up. Gray (1975) postulated the existence of two systems in the
brain. The first system is the behavioural activation system (BAS). This system is
responsive to incentives and cues for reward, and regulates approach behaviour. The second
system is the behavioural inhibition system (BIS), which is responsive to cues for
punishment, frustration, and uncertainty, and regulates avoidance behaviour. Each of the
two systems varies in sensitivity across individuals. People with a highly reactive BIS are
vulnerable to stress and anxiety. People with a highly reactive BAS are prone to
impulsivity, i.e., they are less able to resist stimuli that trigger approach behaviour.
Impulsive individuals typically learn from rewards and much less from punishments. This
may be the reason that impulsive buyers may find it difficult to quit their habit even when
they have been confronted with adverse consequences, such as a depleted bank balance.
The biological basis of impulsivity then provides the foundation for chronic individual
differences in impulsive buying. Indeed, Ramanathan and Menon (2006) reported a
correlation of .35 between scores on the BAS scale and impulse buying tendency.

Differences in impulsive buying between individuals may also stem from chronically
held goals or values. For instance, it is not unreasonable to suggest that impulsive buying is
associated with adhering to materialistic values (Kasser et al. 2007). This has indeed been
strongly corroborated by empirical evidence. For instance, Dittmar and colleagues asserted
that materialistic values are deeply ingrained drivers of impulse buying motives and
behaviour (e.g., Dittmar 2005a, b; Dittmar and Bond 2010; Dittmar et al. 2007).
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Ramanathan and Menon (2006) demonstrated that both impulsive and prudent participants
may experience spontaneous desires when confronted with tempting stimuli. However,
contrary to the impulsive participants, the prudent participants were able to mobilize
avoidance defences and thus did not persist in indulging the temptations.

A straightforward demonstration of the relationship between the tendency to buy on
impulse and chronic personality traits was provided in a study by Verplanken and Herabadi
(2001). These authors found relatively strong correlations between impulse buying
tendency and an assessment of the Big Five personality traits. The Big Five represent
five basic personality dimensions, which have been found universal and relatively chronic
over the life span: extraversion, agreeableness, conscientiousness, emotional stability and
autonomy, or openness. Impulse buying tendency correlated positively with extravertedness
(r=.37) and negatively with conscientiousness (r=−.39) and autonomy (r=−.20). These
results suggested that impulsive buying has a chronic component which is rooted in
personality.

Purchasing Symbols of Values and Identity

Products may serve purposes other than utilitarian or hedonistic goals; they may have
symbolic meaning. For instance, products may symbolize life style, social groups, status,
class, values, religion, regional identities, or political positions. Buying such products may
thus be an act of reaching out to what these symbols stand for. Wicklund and Gollwitzer
(1982) proposed a theory of symbolic self-completion. This theory argues that we have a
need to define and confirm our identity, and do so through “symbols of completion,” i.e.,
symbols that represent a particular identity. Possessions and purchases of products may be a
way to do so. This motivation to affirm one’s self-definition becomes especially salient
when individuals feel uncertain or threatened, or when their identity is in any way
compromised. Verplanken and Holland (2002) demonstrated that participants who had
previously indicated that environmental values were part of their self-description and
subsequently were made to act contrary to these values were more motivated to choose an
environmentally friendly product later in the experiment. Impulsive purchases may thus
also function to clarify, affirm, or express an aspect of a person’s identity, for instance
because the product symbolizes an aspired social group or life style. As our self-concept
consists of a multitude of identities, products may serve as different symbols of completion
(cf., Verplanken et al. 2009).

The symbolic meaning of products has long been documented in consumer psychology
(e.g., Dittmar 1992; Gutman 1982; Mick and DeMoss 1990; Richins 1994). The symbolic
goals of impulsive purchases may be reflected in the type of products that are typically
bought on impulse, such as jewelry, perfume, or particular sportswear (e.g., Dittmar et al.
1995, 1996; Verplanken and Herabadi 2001). The assumption that impulse buying may be
driven by identity concerns was tested in a study by Dittmar et al. (1996). Drawing on
Wicklund and Gollwitzer’s (1982) theory of symbolic self-completion, these authors assessed
the discrepancy between what participants perceived as their actual self versus what they
perceived as their ideal self. They found the highest levels of impulse buying tendency among
those who endorsed materialistic values and had the highest actual-ideal self discrepancies.

Of course, identity considerations may enter consumer decisions in general and may
thus, for instance, be responsible for brand loyalties such as subscribing to a particular
newspaper or drinking a particular brand of whisky (Dijksterhuis 2008). However, the
research reviewed above suggests that identity concerns may be involved in impulsive
buying to a larger extent than in “ordinary” buying.
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Hunting for Pleasure and Forgetting Your Sorrows

Impulse buying is fun. At least, pleasure is perhaps what most people associate with
impulse buying. There are several ways such an association may occur. Positive emotions
may lead to impulse buying. For instance, Rook and Gardner (1993) found that a positive
mood was mentioned most when participants were asked which mood states encouraged
them to make impulsive purchases. The act of buying on impulse may thus be an
expression of feeling good. Impulse buying may also cause positive emotions. A basic tenet
in all domains of psychology is that people are fundamentally motivated to seek pleasure
and avoid pain. Impulse buying may fulfil these hedonistic motives. Holbrook and
Hirschman (1982) contrasted the information processing account of consumer behaviour,
which prevailed at that time, with the view that consumers are often driven by the
hedonistic and aesthetic nature of consuming. Pleasant feelings or a good mood may thus
be an important goal of impulsive buying. Holbrook and Gardner (2000) presented a
dynamic model in which mood is an outcome of a consumer experience. The model
suggests that an initial mood combines with consumption experiences and thus produces an
“updated” mood. Such a cycle may repeat over time and may induce variations in mood
depending on the emotional tone of the consumption experience.

A closer observation of the impulse buying act is indeed revealing. Herabadi et al.
(2009) observed shoppers in situ, i.e., in a large department store, which sold common
impulse products such as clothes, hobby items, personal ornaments, and body care
products. Participants were interviewed immediately after they had made a purchase. The
researchers obtained emotion statements as well as an assessment of the customer’s
impulse buying tendency and the self-reported impulsiveness of the purchase they had
just made. The study revealed the emotional experiences that come with impulsive
purchases, which were represented by emotions such as “excited,” “enthusiastic,” “feeling
an urge,” and “happy.” The occurrence of these emotions correlated strongly with high
scores on the impulse buying instrument (r=.75) and with the reported impulsiveness of
the purchase (r=.63). The study thus demonstrated that impulsive shoppers do experience
elated and positive emotions at the time and place of the actual purchase.

Impulsive purchases are not exclusively associated with positive emotions. Rook and
Gardner’s (1993) also reported that a significant portion of participants mentioned negative
moods as causing them to buy on impulse. Negative emotions may have many sources.
Some of these are transient, such as experiencing an unexpected setback, while others are
more chronic. Verplanken et al. (2005) documented how impulse buying tendency may be
part of a complex of negative affective states. They found that general impulse buying
tendency was correlated with long-term negative mood and low self-esteem on the one
hand, and with habitual unhealthy snacking and eating disorder propensity on the other
hand. That study suggested that impulse buying may be part of an unhealthy eating pattern
and that both behaviours are driven by chronic negative feelings of low self-worth. The
relationship between impulse buying tendency and low self-esteem has been found in other
studies as well (e.g., Silvera et al. 2008).

Apparently, impulse buying can be elicited both by positive and negative emotions.
However, the evidence thus far is correlational and does not allow strong conclusions about
causality. Recently, Sato and Verplanken (2010, unpublished data) obtained experimental
evidence of causal relations. Participants in the lab were given a mood induction task,
which elicited either a negative, positive, or neutral mood. At the end of the experiment,
they were given £5.00 for participation and were also provided with the opportunity to use
(some of) this money to buy food products. Half of the products were unhealthy snacks, i.e.,
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products that are typically bought on impulse. Participants in the neutral mood condition spent
on average 37% of their money on these unhealthy products, whereas participants in the
negative and positive mood conditions spent 49% and 59%, respectively on the unhealthy
snacks. The differences between the neutral mood condition on the one hand and the negative
and positive mood conditions on the other hand were statistically significant.

Conscious Self-Control or the Lack of It

Impulsive buying has been framed as a result from a lack of self-control (e.g., Baumeister
2002; Faber and Vohs 2004; Vohs et al. 2008a, b; Vohs and Faber 2007). According to these
authors, the task at hand is to exert conscious self-control in resisting the temptations of
buying desired products. Self-control may consist of actions such as thinking about
spending the money, walking away from the displayed product, or down-regulating elated
emotions. However, the task of exerting self-control may fail. Baumeister (2002) discussed
three causes why this might happen. The first may be a conflict of goals, for instance saving
money versus satisfying the desire to possess an item. Secondly, self-control may break
down when people stop monitoring their behaviour. This is a well-known phenomenon in
the realm of eating. For instance, once dieters feel they have broken their standard, they
may stop monitoring food intake and overeat much more (e.g., Polivy et al. 1986). Finally,
effective self-control requires a certain amount of mental resources, and sometimes people
lack those resources, for instance due to mental exhaustion. This has been denoted as ego-
depletion. For instance, Vohs and Faber (2007) tested this hypothesis by having participants
to conduct a task that required either no or a certain amount of self-control (e.g., avoiding
reading words on a screen), which was then followed by a task that assessed their tendency
to buy on impulse. It was found that when participants had exerted self-control, they were
less able to resist their impulses to buy, and spent more money compared to participants
who did not exert self-control in the first task. Depletion of resources may occur for various
reasons. One that is particularly ironic with respect to impulsive shopping is the very act of
shopping itself. Vohs et al. (2008) demonstrated that making choices has the potential to
deplete mental resources, which, when depleted, may result in less self-control and thus
make customers on a shopping expedition even more vulnerable to impulsive buying.

Compulsive Buying

So far, we have addressed impulsive shopping as a relatively innocent consumer behaviour.
However, impulsive shopping is less innocent if it takes the form of compulsive shopping
(e.g., d’Astous 1990; DeSarbo and Edwards 1996; Dittmar 2005a, b; Dittmar and Drury
2000; Dittmar et al. 2007; Faber and O’Guinn 1992, 2008; Hanley and Wilhelm 1992;
Kyrios et al. 2004; Mowen and Spears 1999; O’Guinn and Faber 1989; Roberts 1998;
Scherhorn 1990; Yurchisin and Johnson 2004). We are thus entering the arena of
psychopathology, where this form of consumer behaviour is known as compulsive buying
disorder (e.g., Black 2007). Compulsive buying may lead to extreme suffering in the form
of financial debt and the disruption of family life and personal relationships.

O’Guinn and Faber (1989) defined compulsive buying as “(…) chronic, repetitive
purchasing that occurs as a response to negative events or feelings. The alleviation of these
negative feelings is the primary motivation for engaging in the behaviour. Buying should
provide the individual with short-term positive rewards, but result in long-term negative
consequences. Once developed, the individual should face great difficulty in controlling
buying even after its detrimental effects are recognized” (p. 149). Compulsive buying is

The Psychology of Impulse Buying 203



typically associated with the darker sides of psychological functioning such as low self-
esteem and negative affect (d’Astous 1990; DeSarbo and Edwards 1996; Hanley and
Wilhelm 1992; Kyrios et al. 2004; O’Guinn and Faber 1989; Roberts 1998), high but
unstable self-esteem, such as the narcissist personality (Rose 2007), deep-seated
pathological conditions such as mood and anxiety disorders and disorders of impulse
control such as those related to substance use and eating (e.g., Black 2007). At first glance,
compulsive buying may seem an extreme form of impulse buying. Compulsive buying is
linked to factors that also drive impulsive purchases, such as materialistic values and
identity concerns (DeSarbo and Edwards 1996; Dittmar 2005a; Dittmar et al. 2007; Hanley
and Wilhelm 1992; Mowen and Spears 1999; Yurchisin and Johnson 2004). Vice versa,
impulsive buying tendency has been found related to low self-esteem and negative affect
(Rook and Gardner 1993; Silvera et al. 2008; Verplanken et al. 2005). Both compulsive and
impulsive buying have been found related to lack of conscientiousness and openness to
change (Mowen and Spears 1999; Verplanken and Herabadi 2001). However, Mowen and
Spears (1999) found compulsive buying related to emotional instability, whereas this was
not the case for impulsive buying in the Verplanken and Herabadi (2001) study, and the
latter found a relationship with extravertedness, which was not found in the former. These
differences between impulsive and compulsive buying support the argument that the two
phenomena should be classified as being qualitatively distinct (Faber and O’Guinn
2008).

A Self-Regulation Perspective on Impulse Buying

Why is impulse buying associated with positive and negative emotions? Why is it linked to
low self-esteem, but also with hedonistic values, extravertedness, narcissism, and symbols
of identity? Considering this wide variety of factors, and some seemingly inconsistent
findings, the conclusion must be that there is no simple model of antecedents that could
explain this type of consumer behaviour. Rather, impulse buying is part of complex and
dynamic psychological functioning and can be considered as a form of psychological self-
regulation (Vohs and Faber 2007). Self-regulation refers to the ability to regulate thoughts,
feelings, and behaviours such that the outcome is in line with a standard (e.g., Baumeister
and Vohs 2004; Gross 2007; Vohs et al. 2008a, b).2 Many of the problems some people
experience, such as overeating, addictions, aggression, breakdown of relationships, or
burnout can be traced back to failures to self-regulate.

Self-regulation theories represent a system approach (e.g., Carver and Scheier 1998).
Key features of system models are the presence of a standard, the monitoring of the current
status of the system, a comparison of the current status with the standard, and the potential
for action to balance out discrepancies. A simple example of a system is the heating of a
house, which has a standard (desired temperature), a monitoring and comparison device
(thermostat), and a machine to restore the balance (heater). Such feedback systems not only
govern much of our biology but are also essential in our psychological functioning, where it
is known as self-regulation. In line with a system approach, self-regulation implies
standards, monitoring, and action. Standards can be held in the form of goals, norms, rules,

2 Self-regulation is sometimes equated with self-control (e.g., Baumeister 2002). Although exerting self-
control may often be an important tool for self-regulation, self-control refers to conscious and deliberate
processes, whereas self-regulation may also encompass automatic and nonconscious processes (e.g.,
Dijksterhuis and Aarts 2010; Vohs and Baumeister 2004).

204 B. Verplanken, A. Sato



ideals, or values, i.e., a certain state an individual aspires to accomplish or acquire.
Monitoring occurs through our perceptions, which include not only the world around us but
also our internal world, such as bodily sensations, emotional states, and thinking. “Action”
may involve overt behaviour but may also imply shifts of attention, attempts to change
emotional states, or reviewing perceptions and standards.

It makes much sense to apply the self-regulation perspective on impulse buying. Our
view aims at integrating not only the battle between hedonistic urges and self-control but
also the wider spectrum of factors that have been found related to impulse buying,
including the seemingly contradictory findings such as the associations of impulse buying
with both positive and negative feelings. We do this by drawing on regulatory focus theory
proposed by Higgins (1997, 1998, 2002). This theory proposes two distinct basic motives,
each of which is associated with a different self-regulation strategy. The first motive is
based on the desire to reach out for good things. This motive makes a person focus on
accomplishments, growth, hopes, wishes, or aspirations and is referred to as a promotion
focus. A promotion focus induces a state of eagerness to attain advancement and gains and
thus regulates the presence or absence of rewards and positive outcomes. The second
motive is based on the need to avoid bad things. This motive makes us focus on duties,
obligations, or responsibilities and is referred to as a prevention focus. A prevention focus
induces a state of vigilance so as to avoid pain and losses and thus regulates the presence or
absence of punishments and negative outcomes.

A particular self-regulatory focus may be elicited by external demands. For instance,
buying a lottery ticket implies a promotion focus, whereas taking out an insurance implies a
prevention focus. But a self-regulation strategy may also be induced by internal forces. For
instance, activating hedonistic values may elicit a promotion strategy, such as looking for
opportunities or bargains that fulfil such desires. On the other hand, feeling anxious may
elicit a prevention strategy, such as looking for opportunities to avoid fear and feel safe.
One of the reasons why impulsive buying has been found associated with such a diversity
of antecedents and perspectives may be that this behaviour may serve different self-
regulatory functions, according to which type of self-regulation strategy is in place. The
perspectives on impulse buying which we sketched in this article may thus fit in either a
promotion or a prevention self-regulation strategy. We summarize this in Table 1.

Promotion Strategies

Accounts of impulsive buying as reaching out for positive experiences, fulfilling hedonistic
urges and meeting materialistic values are most prominent as promotion strategies.
Impulsive purchases thus serve as vehicles to accomplish promotion-focused goals. We also

Table 1 Classifying perspectives on impulsive buying as promotion-focused versus prevention-focused self-
regulation strategies

Promotion-focused strategies Prevention-focused strategies

Proximity bias Limited information processing

Seeking pleasure, hedonistic values Alleviating negative affect and mood repair

Fulfilling materialistic values Dealing with low self-esteem

Purchasing symbols of identity Personality traits: emotional instability

Personality traits: extravertedness, autonomy Exerting conscious self-control

Compulsive buying
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consider identity-driven impulse buying as being a promotion strategy. Closing the gap
between one’s actual self and ideal self is at the heart of promotion-oriented self-regulation
(Higgins 1998). There is also an argument for associating extraverted personalities with a
promotion strategy; as impulse buying episodes are often experienced in the presence of
others, these may set a stage for extraverts to thrive. A similar reasoning holds for those
who score high on autonomy, who may use impulse buying as a way to fulfil such
aspirations. Finally, impulse buying was described as a form of proximity bias. As
immediate rewards constitute the dominant force behind this bias, this may thus be
classified as promotion-oriented self-regulation.

Prevention Strategies

Impulse buying may function as a prevention-oriented self-regulation strategy. Cutting
down on information processing may be classified as such a strategy; impulse buyers
typically avoid information overload and eschew deep information processing, such as
comparing products and evaluating whether or not a product provides good value for
money. The most prominent prevention strategy is represented by the relationship between
impulsive buying and negative affect and low self-esteem. In these contexts, impulsive
purchases may function as attempts to repair or distract from low moods. Such self-
regulation strategies may, at least temporarily, be successful. However, they may also
backfire, especially if the strategy involves active attempts to suppress unwanted thoughts
or feelings, which has been found to lead to rebound effects (Wegner 1994). Emotional
instability may instigate prevention-oriented self-regulation in which impulsive buying is
used as an attempt to repair emotional imbalance. The view of impulsive buying as failed
self-control should also be classified as prevention-oriented, as impulse control is aimed at
stopping uncontrolled behaviour. Finally, compulsive buying is typically a prevention-
oriented strategy, as it may be an attempt to deal with psychological distress or
psychopathological conditions (e.g., Black 2007).

Consumer Self-Regulation or Regulation of Consumers?

As this article is part of a special issue on behavioural economics, consumer policy, and
consumer law, we wish to add a few comments on implications of our review for consumer
policy. In particular, the question arises whether consumers should be protected against
detrimental consequences of impulsivity. Most countries have extensive legal regulation in
place regulating the sale and use of alcohol and tobacco or gambling. Behaviours in these
domains are prone to being impulse-driven and may have detrimental personal and social
consequences if consumers fail to self-regulate. Impulsive buying usually will not lead to
consequences of that level of severity. However, exceptions may be found amongst
compulsive buyers and consumers for whom impulsive buying serves as a way to deal with
severe psychological problems. In terms of our promotion–prevention self-regulation
framework, these individuals typically suffer from extreme forms of prevention-focused
self-regulation failure. They may benefit from information on where to find help, for
instance regular mental health services or self-help groups (e.g., Dittmar and Drury 2000).

In many countries, consumers enjoy at least some protection against negative
consequences of impulsive purchases. For instance, in the UK, the Sale of Goods Act
1979 requires that goods meet a standard that reasonably can be regarded as satisfactory
given the price, are fit for purpose, and are as described by the seller. Consumers are
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entitled to a full refund if the product bought does not meet these criteria. However,
consumer protection laws do not protect consumers from making impulsive purchases in
the first place. An exception is when one buys goods or services from a catalogue, on the
internet, or by any other form of distance selling. In these cases, consumers often have the
right to a “cool-off” period, during which an order can be cancelled without any reason and
a full refund made.

Consumer self-regulation is often difficult to exercise. There are many reasons why
this is the case, such as the lack of insight in internal processes (Nisbett and Wilson
1977), information overload, the suggestive power of advertising, or ironic processes such
as shopping resulting in decreased control (Vohs et al. 2008a, b). Consumers are
particularly vulnerable to the range of tricks which play on their desire for immediate
rewards, often by trying to conceal costs. Such dubious practices include tactics such as
drip pricing, complex pricing, reference pricing, high-low pricing, artificial bargains,
supply restriction, baiting sales, and time-limited offers. Stricter regulation against such
practices can certainly be argued for, which would undoubtedly benefit the impulsive
consumer.

Finally, information provision may be a positive step toward mitigating adverse
consequences of this consumer style. Such information may aim at strengthening
consumers’ self-regulation capacities, such as campaigns focusing on monetary prudence,
prefactual thinking, or anticipated regret. Initiatives may also be taken to promote
information search and product comparison. This has been made much easier nowadays
by the increasing availability of websites set up for that purpose, and such enterprises can
even be made profitable. Information provision may also be directed at retailers. In many
branches, retailers do not necessarily wish consumers to make impulsive purchases, such as
when selling durables or high quality products, while in some retailers actively dissuade
consumers from doing so, such as in the funeral industry (Bailey 2010). However, in many
other contexts, retailers may be made more aware of the benefits of customers making more
balanced and deliberate purchase decisions.

Conclusion

Impulse buying is an interesting phenomenon; it grossly violates the assumptions
represented by the notion of homo economicus. As we have summarized in this article,
there are many views on impulse buying, none of which is true or false; each perspective
reflects a different slice of reality and highlights different psychological mechanisms. Taken
together, these different perspectives can lead to seemingly contradictory or paradoxical
findings. We argued that impulsive buying occurs as part of wider psychological
functioning, in particular in the form of self-regulatory behaviour. Self-regulation may
take various forms, and we used Higgins’ (1997, 1998, 2002) theory of self-regulatory
focus to categorize the various perspectives on impulse buying as either a promotion or a
prevention focus. While Higgins’ theory is applicable to consumer behaviour in general, it
seems particularly useful for bringing together the perspectives on impulsive buying.
Although we acknowledge that the mapping of the impulsive buying perspectives onto the
two self-regulatory foci may not be 100% waterproof, we believe it has the potential to
provide a deeper understanding of this ubiquitous form of consumption. Finally, we
discussed the question whether consumers should be protected against impulsivity. We
contended that regulation against misleading practices that play on the vulnerabilities of
impulsive buyers could be sharpened and that information provision to consumers and
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retailers aimed at strengthening consumers’ self-regulatory capacities may mitigate adverse
consequences of impulse buying.

Acknowledgements The authors thank Tara Bailey, Helga Dittmar, Helmut Jungermann, David Mair, Alan
Mathios, Jan Trzaskowski, and two anonymous reviewers for their helpful comments on an earlier draft.

References

Ainslie, G. (1975). Specious reward: A behavioral theory of impulsiveness and impulse control.
Psychological Bulletin, 82, 463–509.

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision Processes,
50, 179–211.

Bailey, T. (2010). When commerce meets care: Emotion management in UK funeral directing. Mortality, 15,
205–222.

Baumeister, R. F. (2002). Yielding to temptation: Self-control failure, impulsive purchasing, and consumer
behavior. Journal of Consumer Research, 28, 670–676.

Baumeister, R. F., & Vohs, K. D. (Eds.). (2004). Handbook of self-regulation: Research, theory, and
applications. New York: Guilford.

Bellenger, D. N., Robertson, D. H., & Hirschman, E. C. (1978). Impulse buying varies by product. Journal
of Advertising Research, 18, 15–18.

Black, D. W. (2007). A review of compulsive buying disorder. World Psychiatry, 6, 14–18.
Breckler, S. J. (1984). Empirical validation of affect, behavior, and cognition as distinct components of

attitude. Journal of Personality and Social Psychology, 47, 1191–1205.
Carver, C. S., & Scheier, M. F. (1998). On the self-regulation of behavior. New York: Cambridge University

Press.
Coombs, C. H. (1964). A theory of data. New York: Wiley.
d’Astous, A. (1990). An inquiry into the compulsive side of normal consumers. Journal of Consumer Policy,

13, 15–31.
DeSarbo, W. S., & Edwards, E. S. (1996). Typologies of compulsive buying behavior: A constrained

clusterwise regression approach. Journal of Consumer Psychology, 5, 231–262.
Dijksterhuis, A. (2008). Whisky by numbers. Zwolle (The Netherlands): Conceptual Continuity.
Dijksterhuis, A., & Aarts, H. (2010). Goals, attention, and (un)consciousness. Annual Review of Psychology,

61, 467–490.
Dittmar, H. (1992). The social psychology of material possessions: To have is to be. Hemel Hampstead:

Harvester Wheatsheaf.
Dittmar, H. (2005a). A new look at ‘compulsive buying’: Self discrepancy and materialistic values as

predictors of compulsive buying tendency. Journal of Social and Clinical Psychology, 24, 832–859.
Dittmar, H. (2005b). Compulsive buying—a growing concern? An examination of gender, age, and

endorsement of materialistic values as predictors. British Journal of Psychology, 96, 467–491.
Dittmar, H., & Bond, R. (2010). ‘I want it and I want it now’: Using a temporal discounting paradigm to

examine predictors of consumer impulsivity. The British Journal of Social Psychology, 101, 751–776.
Dittmar, H., & Drury, J. (2000). Self-imagine—is it in the bag? A qualitative comparison between ‘ordinary’

and ‘excessive’ consumers. Journal of Economic Psychology, 21, 109–142.
Dittmar, H., Beattie, J., & Friese, S. (1995). Gender identity and material symbols: Objects and decision

considerations in impulse purchases. Journal of Economic Psychology, 16, 491–511.
Dittmar, H., Beattie, J., & Friese, S. (1996). Objects, decision considerations and self-image in men’s and

women’s impulse purchases. Acta Psychologica, 93, 187–206.
Dittmar, H., Long, K., & Bond, R. (2007). When a better self is only a button click away: Associations with

materialistic values, emotion and identity-related buying motives, and compulsive buying tendency
online. Journal of Social and Clinical Psychology, 26, 334–361.

Faber, R. J., & O’Guinn, T. C. (1992). A clinical screener for compulsive buying. Journal of Consumer
Research, 19, 459–469.

Faber, R. J., & O’Guinn, T. C. (2008). Compulsive buying: Review and reflection. In Haugtvedt, Herr, &
Kardes (Eds.), Handbook of consumer psychology (pp. 1039–1056). New York: Erlbaum.

208 B. Verplanken, A. Sato



Faber, R. J., & Vohs, K. D. (2004). To buy or not to buy? Self-control and self-regulatory failure in purchase
behavior. In R. F. Baumeister & K. D. Vohs (Eds.), Handbook of self-regulation: Research, theory, and
applications (pp. 509–524). New York: Guilford.

Fazio, R. H. (1990). Multiple processes by which attitudes guide behavior: The MODE model as an
integrative framework. Advances in Experimental Social Psychology, 23, 75–109.

Fujita, K., Trope, Y., Liberman, N., & Levin-Sagi, M. (2006). Construal levels and self-control. Journal of
Personality and Social Psychology, 90, 351–367.

Gray, J. A. (1975). The psychology of fear and stress. New York: McGraw-Hill.
Gross, J. J. (Ed.). (2007). Handbook of emotion regulation. New York: Guilford.
Gutman, J. (1982). A means-end chain model based on consumer categorization processes. Journal of

Marketing, 46, 60–72.
Hanley, A., & Wilhelm, M. S. (1992). Compulsive buying: An exploration into self-esteem and money

attitudes. Journal of Economic Psychology, 13, 5–18.
Herabadi, A. G., Verplanken, B., & van Knippenberg, A. (2009). Consumption experience of impulsive

buying in Indonesia: Emotional arousal and hedonistic considerations. Asian Journal of Social
Psychology, 12, 20–31.

Higgins, E. T. (1997). Beyond pleasure and pain. The American Psychologist, 52, 1280–1300.
Higgins, E. T. (1998). Promotion and prevention: Regulatory focus as a motivational principle. In M. P.

Zanna (Ed.), Advances in experimental social psychology (Vol. 30, pp. 1–46). San Diego: Academic.
Higgins, E. T. (2002). How self-regulation creates distinct values: The case of promotion and prevention

decision making. Journal of Consumer Psychology, 12, 177–191.
Hoch, S. J., & Loewenstein, G. F. (1991). Time-inconsistent preferences and consumer self-control. Journal

of Consumer Research, 17, 492–507.
Holbrook, M. B., & Gardner, M. P. (2000). Illustrating a dynamic model of the mood-updating process in

consumer behavior. Psychology and Marketing, 17, 165–194.
Holbrook, M. B., & Hirschman, E. C. (1982). The experiential aspects of consumption: Consumer fantasies,

feelings, and fun. Journal of Consumer Research, 9, 132–140.
Kacen, J. J., & Lee, J. A. (2002). The influence of culture on consumer impulsive buying behavior. Journal

of Consumer Psychology, 12, 163–176.
Kasser, T., Cohn, S., Kanner, A. D., & Ryan, R. M. (2007). Some costs of American corporate capitalism: A

psychological exploration of value and goal conflicts. Psychological Inquiry, 18, 1–22.
Keeney, R. L., & Raiffa, H. (1976). Decisions with multiple objectives: Preferences and value tradeoffs. New

York: Wiley.
Kyrios, M., Frost, R. O., & Steketee, G. (2004). Cognitions in compulsive buying and acquisition. Cognitive

Therapy and Research, 28, 241–258.
Mick, D. G., & DeMoss, M. (1990). Self-gifts: Phenomenological insights from four contexts. Journal of

Consumer Research, 17, 322–332.
Mowen, J. C., & Spears, N. (1999). Understanding compulsive buying among college students: A

hierarchical approach. Journal of Consumer Psychology, 8, 407–430.
Nisbett, R. E., & Wilson, T. (1977). Telling more than we can know: Verbal reports on mental processes.

Psychological Review, 84, 231–259.
O’Guinn, T. C., & Faber, R. J. (1989). Compulsive buying: A phenomenological exploration. Journal of

Consumer Research, 16, 147–157.
Payne, J. W., Bettman, J. R., & Johnson, E. (1993). The adaptive decision maker. New York: Cambridge

University Press.
Petty, R. E., & Wegener, D. T. (1998). Attitude change: Multiple roles for persuasion variables. In D. T.

Gilbert, S. T. Fiske, & G. Lindzey (Eds.), The handbook of social psychology (4th ed., pp. 323–390).
Boston, MA: McGraw-Hill.

Polivy, J. C., Herman, C. P., Hackett, R., & Kuleshnyk, I. (1986). The effects of self-attention and public
attention on eating in restrained and unrestrained subjects. Journal of Personality and Social Psychology,
50, 1253–1260.

Puri, R. (1996). Measuring and modifying consumer impulsiveness: A cost–benefit accessibility framework.
Journal of Consumer Psychology, 5, 87–113.

Ramanathan, S., & Menon, G. (2006). Time-varying effects of chronic hedonic goals on impulsive behavior.
Journal of Marketing Research, 43, 628–641.

Richins, M. L. (1994). Valuing things: The public and private meanings of possessions. Journal of Consumer
Research, 21, 504–521.

Roberts, J. A. (1998). Compulsive buying among college students: An investigation of its antecedents,
consequences, and implications for public policy. Journal of Consumer Affairs, 32, 295–319.

Rook, D. W. (1987). The buying impulse. Journal of Consumer Research, 14, 189–199.

The Psychology of Impulse Buying 209



Rook, D. W., & Fisher, R. J. (1995). Normative influences on impulsive buying behavior. Journal of
Consumer Research, 22, 305–313.

Rook, D. W., & Gardner, M. P. (1993). In the mood: Impulse buying’s affective antecedents. Research in
Consumer Behavior, 6, 1–28.

Rose, P. (2007). Mediators of the association between narcissism and compulsive buying: The roles of
materialism and impulse control. Psychology of Addictive Behaviors, 21, 576–581.

Scherhorn, G. (1990). The addictive trait in buying behavior. Journal of Consumer Policy, 13, 33–51.
Silvera, D. H., Lavack, A. M., & Kropp, F. (2008). Impulse buying: The role of affect, social influence, and

subjective wellbeing. Journal of Consumer Marketing, 25, 23–33.
Simon, H. A. (1955). A behavioral model of rational choice. Quarterly Journal of Economics, 69, 99–118.
Stern, H. (1962). The significance of impulse buying today. Journal of Marketing, 26, 59–62.
Strack, F., & Deutsch, R. (2004). Reflective and impulsive determinants of social behavior. Personality and

Social Psychology Review, 8, 220–247.
Trope, Y., & Fishbach, A. (2000). Counteractive self-control in overcoming temptation. Journal of

Personality and Social Psychology, 79, 493–506.
Trope, Y., & Liberman, N. (2010). Construal-level theory of psychological distance. Psychological Review,

117, 440–463.
Tversky, A. (1972). Elimination by aspects: A theory of choice. Psychological Review, 79, 281–299.
Verplanken, B., & Herabadi, A. (2001). Individual differences in impulse buying tendency: Feeling and no

thinking. European Journal of Personality, 15, S71–S83.
Verplanken, B., & Holland, R. (2002). Motivated decision-making: Effects of activation and self-centrality of

values on choices and behavior. Journal of Personality and Social Psychology, 82, 434–447.
Verplanken, B., Hofstee, G., & Janssen, H. J. W. (1998). Accessibility of affective versus cognitive

components of attitudes. European Journal of Social Psychology, 28, 23–36.
Verplanken, B., Herabadi, A. G., Perry, J. A., & Silvera, D. H. (2005). Consumer style and health: The role

of impulsive buying in unhealthy eating. Psychology & Health, 20, 429–441.
Verplanken, B., Trafimow, D., Khusid, I. K., Holland, R. W., & Steentjes, G. M. (2009). Different selves,

different values: Effects of self-construals on value activation and use. European Journal of Social
Psychology, 39, 900–919.

Vohs, K. D., & Baumeister, R. F. (2004). Understanding self-regulation: An introduction. In R. F. Baumeister
& K. D. Vohs (Eds.), Handbook of self-regulation: Research, theory, and applications (pp. 1–9). New
York: Guilford.

Vohs, K. D., & Faber, R. J. (2007). Spent resources: Self-regulatory resource availability affects impulse
buying. Journal of Consumer Research, 33, 537–547.

Vohs, K. D., Baumeister, R. F., Schmeichel, B. J., Twenge, J. M., Nelson, N. M., & Tice, D. M. (2008a).
Making choices impairs subsequent self-control: A limited-resource account of decision making, self-
regulation, and active initiative. Journal of Personality and Social Psychology, 94, 883–898.

Vohs, K. D., Baumeister, R. F., & Tice, D. M. (2008b). Self-regulation: Goals, consumption, and choices. In
Haugtvedt, Herr, & Kardes (Eds.), Handbook of consumer psychology (pp. 349–366). New York:
Erlbaum.

Wegner, D. M. (1994). Ironic processes of mental control. Psychological Review, 101, 34–52.
Wicklund, R. A., & Gollwitzer, P. M. (1982). Symbolic self-completion. Hillsdale: Erlbaum.
Yurchisin, J., & Johnson, K. P. P. (2004). Compulsive buying behavior and its relationship to perceived social

status associated with buying, materialism, self-esteem, and apparel-product involvement. Family and
Consumer Sciences Research Journal, 32, 291–314.

210 B. Verplanken, A. Sato


	The Psychology of Impulse Buying: An Integrative Self-Regulation Approach
	Abstract
	Defining and Positioning Impulse Buying
	Perspectives on Impulse Buying
	The Limited Information Processor
	Biased by Proximity
	The Impulse Buyer Personality
	Purchasing Symbols of Values and Identity
	Hunting for Pleasure and Forgetting Your Sorrows
	Conscious Self-Control or the Lack of It
	Compulsive Buying

	A Self-Regulation Perspective on Impulse Buying
	Promotion Strategies
	Prevention Strategies

	Consumer Self-Regulation or Regulation of Consumers?
	Conclusion
	References



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (ISO Coated v2 300% \050ECI\051)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.3
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Perceptual
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /sRGB
  /DoThumbnails true
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts false
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 150
  /ColorImageMinResolutionPolicy /Warning
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 150
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 1.30
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 10
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 10
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 150
  /GrayImageMinResolutionPolicy /Warning
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 150
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 1.30
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 10
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 10
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 600
  /MonoImageMinResolutionPolicy /Warning
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 600
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e5c4f5e55663e793a3001901a8fc775355b5090ae4ef653d190014ee553ca901a8fc756e072797f5153d15e03300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc87a25e55986f793a3001901a904e96fb5b5090f54ef650b390014ee553ca57287db2969b7db28def4e0a767c5e03300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020d654ba740020d45cc2dc002c0020c804c7900020ba54c77c002c0020c778d130b137c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor weergave op een beeldscherm, e-mail en internet. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents best suited for on-screen display, e-mail, and the Internet.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
    /DEU <FEFF004a006f0062006f007000740069006f006e007300200066006f00720020004100630072006f006200610074002000440069007300740069006c006c0065007200200037000d00500072006f006400750063006500730020005000440046002000660069006c0065007300200077006800690063006800200061007200650020007500730065006400200066006f00720020006f006e006c0069006e0065002e000d0028006300290020003200300031003000200053007000720069006e006700650072002d005600650072006c0061006700200047006d006200480020>
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToRGB
      /DestinationProfileName (sRGB IEC61966-2.1)
      /DestinationProfileSelector /UseName
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PreserveEditing false
      /UntaggedCMYKHandling /UseDocumentProfile
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [595.276 841.890]
>> setpagedevice


