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Introduction and Research Gap
Despite recurrent calls by religions to shun temptations, consumer behaviours like
compulsive buying and impulsive buying are apparent in both developing and developed
markets (Horváth & Adıgüzel, 2018; Yu & Bastin, 2010). Although religion seems to be
against the indulgence in urges, desires and earthly possessions, research suggests that
religion and brands may serve as a substitute for each other (Shachar et. al, 2011). The
present situation may suggest that consumers today are balancing their religious beliefs with
the consumption-oriented lifestyle. This presents before us a conundrum which is yet to be
resolved. There is a possibility that motivations to follow one's religion might be the key to
understand this paradoxical situation. Although there are some studies which have
specifically looked at consumers behaviors which are explicitly against religion like luxury
consumption (Arli et. al 2016; Veer & Shankar, 2011), there is lack of research on certain
subtle behaviors like impulsive and compulsive behaviors which are seemingly against
religious teachings as well. The present study bridges this gap in the extant literature and
analyses the influence of extrinsic and intrinsic form of religiosity on the two unrestrained
consumption constructs i.e. impulsive and compulsive buying.
Methodology
The paper includes two studies. We collected data from university students. Established
scales were used to measure all the constructs. We used structural equation modelling to
analyse the data.
Study 1
In study-1 we hypothesize that intrinsic religiosity is negatively related with impulsive and
compulsive buying whereas extrinsic religiosity is positively related with impulsive and
compulsive buying. Exhibit-1 depicts the framework. To analyse the hypothesized
relationships, we used the PLS-SEM approach and found that as expected the intrinsic
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religiosity is negatively related with impulsive and compulsive buying whereas extrinsic
religiosity has a positive relation with impulsive and compulsive buying.

Exhibit-1
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Study 2
While the existing research has examined the differential impact of religiosity dimensions on
consumer behaviours, there are very few studies which further explain the reason for such
differentiation. Thus, in the study-2 we take a step forward and attempt to explore the
mechanism through which extrinsic religiosity leads to the increased indulgence in impulsive
and compulsive buying. On the basis of the existing literature we hypothesized the positive
relationship between extrinsic religiosity and impulsive and compulsive buying is mediated
by the consumer susceptibility to interpersonal influence (normative dimension). We further
hypothesized that this relationship is negatively moderated by long-term orientation such that
the higher long-term orientation suppresses the effect of extrinsic religiosity on impulsive and
compulsive buying. Exhibit-2 depicts the framework proposed:
Exhibit-2
Long-Term
Orientation
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Impulsive
Buying
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Buying
PLS-SEM based approach was used to analyse the framework. The results
of the
measurement model were found to be within the threshold as per the literature. The structural
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model revealed that as hypothesized the relationship between extrinsic religiosity and
impulsive and compulsive buying is partially mediated by the susceptibility to interpersonal
influence (normative dimension). However, the results pertaining to long-term orientation
were found to be in the opposite direction than what was hypothesized. The results suggest
that LTO strengthens the relationship between extrinsic religiosity and unrestrained
consumption. The plausible explanation for this could be the overlap between hoarding
behavior and compulsive buying (Frost et. al, 2002). The reason that LTO strengthened the
relationship between extrinsic religiosity and impulsive and compulsive buying could be
attributed to the hoarding tendencies of those high in unrestrained consumption who purchase
just because they might need them (Frost et al., 2002). Another plausible reason could be the
presence of low self-control among long-term oriented individuals.
Discussion and Contribution
The study provides important insights regarding the role of religion in unrestrained
consumption behaviours. The study contributes to existing literature in three significant ways.
Our first contribution is the rare investigation of religious variables in impulsive buying and
compulsive buying frameworks. Second main contribution pertains to the investigation of
differential impact of religiosity on unrestrained consumption constructs. Third important
contribution is that we have also examined the underlying mechanism of the relationship.
From the managerial perspective, the present research has several important implications.
Although the predominant paradigm is that religion is against the accumulation of
materialistic wealth and a consumption-oriented lifestyle, the present research indicates that it
is not essentially the case. The marketers can target extrinsically religious customers for
materialistic buying through social influence in the form of brand communities. Considering
religiosity as a segmenting variable may prove to be valuable for the marketers.
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