ABSTRACT

One of the consumer behaviors that profitable for one company is impulse
buying. Impulse buying behavior is influenced by affective and cognitive. Gender
differences are influencing the impulse buying as well. Therefore, this research is
analyzing the gender differences in affective and cognitive by impulse buying
behavior.

This research was done in Bandung with using 151 respondents. The
individual characteristic, which was being used, are the characteristic that is easy
to observe like age, gender, and the shopping centre that being visited regularly.
The research instrument is being adopted from Coley & Burgess (2003). The
Mann Whitney test method was used to test the gender differences in affective and
cognitive by impulse buying behavior.

Based on the research’s conclusion can proved that there are gender
differences in affective and cognitive by impulse buying behavior. Beside that, this
research can prove women’s affective and cognitive are higher than men’s, while
impulse buying is happening with men.
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