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ABSTRACT	
Consumers’	duty	free	shopping	represents	an	under-researched	consumption	behavior	
with	far	reaching	economic	and	marketing	implications.	This	study	explores	the	extent	
to	 which	 personality	 trait	 impulsiveness,	 shopping	 enjoyment,	 and	 price	 prestige,	
mediated	 by	 shopping	 involvement	 and	 the	 perception	 of	 duty	 free	 shops	 influences	
buying	 intentions	and	actual	buying	 in	duty	 free	 shops.	A	 convenience	 sample	of	196	
Israeli	 adults	 in	 Israel’s	 Ben-Gurion	 International	 airport	 was	 used.	 A	 structural	
equation	model	was	used	to	analyze	the	relationships	among	the	model’s	variables.	The	
model	 supports	 the	 positive	 impact	 of	 trait	 impulsiveness,	 shopping	 enjoyment,	 and	
price	prestige	on	shopping	involvement	and	perception	of	duty	free	shops.	In	addition,	
shopping	 involvement	 and	 duty-	 free	 shops	 perception	 enhanced	 buying	 intentions,	
which,	 in	 turn,	 increased	 several	 indicators	 of	 actual	 buying	 behavior.	 This	 paper	
contributes	 to	 the	 socio-psychology	 and	 marketing	 literatures	 by	 developing	 and	
testing	an	integrative	model.	 It	 further	provides	implications	for	marketing	managers	
and	salespeople.		
	
Keywords:	 shopping	 enjoyment,	 price	 prestige,	 consumption	 behavior,	 shopping	
involvement,	duty	free	shops perception.	
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INTRODUCTION	

Duty	free	shops	provide	an	important	source	of	airports’	budgets,	which	rely	mostly	on	income	
from	 airlines	 and	 their	 passengers	 (59.6%)	 and	 from	 commercial	 activities	 (40.4%;	 Spinks,		
2016).	 It	 has	become	a	major	 income	source	of	 income	accounting	 for	€15.4	billion	 in	2015	
(Graham,	 2009;	 Moodie,	 2007;	 Spinks,	 2016).	 Not	 surprisingly	 then,	 countries	 seek	 to	
maximize	income	from	duty	free	operations	as	a	source	of	airport	budgets	(Park,	et	al.,	2013).	
Consequently,	 identifying	 the	 antecedents	 of	 duty	 free	 shopping	 behavior	 is	 crucial	 for	
academicians	and	practitioners.		
	 	
According	to	Freathy	and	O’connell	(1999)	there	are	dual	relationship	between	shopping	and	
tourism	and	therefore,	airport	managers	no	longer	consider	the	transportation	of	passengers	
between	one	destination	and	another	as	 the	only	aim	of	an	airport.	Vester	 (1996)	suggested	
that	many	tourists	consider	an	airport	as	a	leisure	attraction.	At	an	airport,	especially	holiday	
or	leisure	travelers	are	motivated	for	tourism	and	leisure	because	they	spent	most	time	in	the	
terminal.		Finally,	Geuens	et	al.	(2004)	argued	that	tourism	and	leisure	activities	are	motivated	
by	 two	 needs:	 The	 first	 is	 the	wish	 to	 contrast	 day-to-day	 or	 ordinary	 life	 routines	 and	 the	
second	 is	 the	 wish	 to	 be	 out-of-place.	 Those	 two	motivational	 needs	 capture	 consumers	 in	
airport	duty	free	shops	in	very	unique	circumstances		
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In	 our	 model	 we	 test	 the	 relationships	 between	 the	 building	 blocks	 of	 our	 model,	 trait	
impulsiveness,	shopping	enjoyment,	price	prestige,	shopping	 involvement	and	perceptions	of	
duty	free	shops	perception	on	buying	intensions	in	duty	free	shops	and	actual	buying	in	duty	
free	shops.	The	effects	of	these	concepts	on	buying	intentions	and	actual	buying	are	shown	in	
the	Model	below.		
	

Actual	Buying
H(9)

Buying
Intentions
H(7-8)

 Trait 
Impulsiveness 

Shopping 
Enjoyment

Price
Prestige

Shopping 
Involvement

H(1-3)

Duty Free 
Shops’ 

Perception
H(4-6)

+ +

+

+

+

	Figure	1.	Antecedents	and	Outcomes	of	Duty	Free	Consumption	Behavior		
	

The	principal	contribution	of	the	current	study	is	the	development	of	a	model	which	integrates	
and	extends	existing	knowledge	on	the	relationships	between	variables	such	as	impulsiveness,	
shopping	enjoyment	and	price	prestige	on	actual	buying	in	a	very	unique	environment,	such	as	
airport.	In	addition,	most	research	in	consumer	behavior	has	been	conducted	in	the	US.	Hence,	
the	current	study	extends	and	validates	issues	regarding	consumer	behavior	in	Israel,	which	is	
more	uncertainty	avoidance	than	the	US	(Hofstede,	2001).	Regarding	using	advance	statistical	
technique,	to	the	best	of	our	knowledge	no	previous	study	tested	these	variables	in	integrative	
model	 using	 SEM	procedure.	 Finally,	 	 theoretical	 implications	 regarding	 the	mechanism	 that	
underlie	consumers’	shopping	behavior	in	duty	free	shops	as	well	as	managerial	insights	into	
how	marketers	can	leverage	it.	
	
In	the	remainder	of	this	article,	we	discuss	and	hypothesize	about	the	role	of	each	antecedent	
of	duty	 free	 shopping	behavior.	We	 then	use	SEM	 to	 test	 the	hypothesized	associations	with	
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data	from	a	convenience	sample	of	Israeli	consumers	and	discuss	the	findings.	Finally,	we	draw	
conclusions	and	offer	theoretical	and	managerial	implications.	
	

LITERATURE	REVIEW	AND	RESEARCH	HYPOTHESES	
The	relationships	between	impulsiveness,	shopping	enjoyment,	and	price	prestige	on	
shopping	involvement	
Trait	consumer	impulsiveness.	 Early	marketing	 literature	 described	 impulse	 buying	 simply	 as	
unplanned	 purchasing	 (Cobb	 &	 Hoyer,	 1986).	 Shahjehan,	 Qureshi,	 Zeb,	 &	 Saifullah	 (2012,	
2188)	view	trait	consumer	impulsiveness	as	“a	tendency	towards	acting	without	forethought,	
making	 quick	 cognitive	 decisions,	 and	 failing	 appreciate	 the	 circumstances	 beyond	 the	 here	
and	now”.	In	a	buying	context,	impulsive	behavior	refers	to	“swift	action	without	forethought	
or	conscious	judgment,	behavior	without	adequate	thought,	and	the	tendency	to	act	with	less	
forethought	 than	 do	 most	 individuals	 of	 equal	 ability	 or	 knowledge”	 (Moeller,	 et	 al.	 2001,	
1783).		
	
Following	critiques	of	this	definition	(Rook	&	Gardner,	1993;	Rook	&	Hoch,	1985),	Rook	(1987,	
191)	 defined	 impulse	 buying	 as	 occurring	 when	 “a	 consumer	 experiences	 a	 sudden,	 often	
powerful	 and	 persistent	 urge	 to	 buy	 something	 immediately”.	 Stated	 differently,	 impulse	
buyers	did	not	intend	or	plan	to	buy	an	item	before	entering	a	store;	rather	they	succumb	to	a	
spontaneous	urge	without	considering	its	consequences	(Gerbing,	et	al.,	1987).		
	
In	 addition,	 Jones	et	 al.	 (2003)	 showed	 that	 involvement	have	a	great	 impact	on	 consumers’	
tendency	to	purchase	products	of	a	particular	category.	According	to	 Jones	et	al.	 (2003,	507)	
“product-specific	 impulse	 buying	 tendency	 can	 be	 viewed	 as	 a	manifestation	 of	 the	 general	
impulse	 buying	 tendency	 trait”.	 Moreover,	 Davis	 and	 Sajtos	 (2009)	 found	 that	 using	 SMS-
services	impulsively	was	related	positively	to	general	impulse	buying	tendency.	
	
Two	emotional	shifts	could	affect	airport	consumer	behavior	(Ogenyi	&	Kent,	2001;	Thomas,	
1997).	First,	consumers	step	outside	of	daily	routines	leading	to	heightened	stress.	Second,	the	
airport	environment	increases	excitement.	When	consumers	enter	the	airport,	stress	declines	
but	 excitement	 remains	 high.	 Thomas	 (1997)	 labeled	 this	 excitement	 as	 “happy	 hour”	
suggesting	that	buying	behavior	at	the	airport	is	expression	of	this	happy	hour.	This	is	the	time	
that	impulsive	shopping	is	likely	to	occur.	In	sum:	
H1:	There	is	a	positive	relationship	between	trait	impulsiveness	and	shopping	involvement.
	 	
Shopping	 enjoyment.	 Odekerken-Schroeder,	 De	 Wulf,	 and	 Schumacher	 (2003,	 181)	 defined	
shopping	 enjoyment	 as	 “a	 consumer’s	 personality	 trait	 representing	 the	 tendency	 to	 find	
shopping	more	enjoyable	and	to	experience	greater	shopping	pleasure	than	others.”	Shopping	
enjoyment	 is	 often	 related	 with	 hedonic	 motivation.	 Following	 classical	 motivational	
principles,	Higgins	(2006)	argued	that	hedonic	motivation	refers	to	the	 impact	of	 individuals’	
pleasure/pain	 organs	 on	 their	 willingness	 to	 approach	 goals	 or	 avoid	 threats.	 Emotional	
experiences	range	from	bad	to	good	and	individuals	are	motivated	to	seek	the	“good”	point	of	
the	 range	 (Higgins,	 2006).	 From	 a	marketer’s	 perspective,	 the	 goal	 in	 duty	 free	 shops	 is	 to	
increase	the	probability	of	actual	buying.	Many	consumers	derive	intrinsic	enjoyment	from	the	
process	 of	 shopping	 (Cox,	 et	 al.	 2003),	 hence,	 hedonic	 motivation	 plays	 a	 crucial	 factor.	
Similarly,	Falk	and	Campbell	(1997,	189)	noted	that	“…there	is	little	doubt	that	many	people	do	
obtain	 great	 pleasure	 from	 shopping…	 and	 that	 shopping	 	 is	 a	 leisure	 time	 pursuit	 that	 has	
increased	 in	 importance	 in	 recent	 decades.	 However,	 it	 is	 not	 entirely	 clear	 what	 exactly	
constitutes	the	source	of	the	pleasure”.	Hirschman	and	Holbrook,	(1982,	92)	stated,	“Hedonic	
consumption	 designates	 those	 facets	 of	 consumer	 behavior	 that	 relate	 to	 the	multi-sensory,	
fantasy	 and	 emotive	 aspects	 of	 one’s	 experience	with	 products.”	 According	 to	 them	 (p.	 92),	
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“shopping	is	part	of	the	experience	of	the	product	but	“retail	mall”	could	replace	“product”	and	
hedonic	consumption	can	be	directly	linked	with	the	mall	shopping	experience	in	and	of	itself.”	
In	 light	 of	 the	 above,	 airport	duty	 free	 shopping	 enjoyment	 should	be	 viewed	a	 “retail	mall”	
rather	than	be	divided	into	separate	shops.			
															
In	 addition,	 Clements	 and	 Josiam	 (2005)	 argued	 that	 level	 of	 involvement	 is	 related	 with	
motivation	 for	 leisure	 choice.	 Studying	 students	 and	 their	 involvement	 with	 spring	 break	
vacation,	 they	 found	 that	 spring	 break	 travelers	 non-travelers	 during	 were	 highly	 involved	
with	spring	break	travel.	However,	travelers	demonstrated	higher	levels	of	involvement.	As	a	
result,	they	inferred	that	higher	levels	of	involvement	and	variables	such	as	time	and	money	to	
overcome	barriers	to	travel	are	positive	related.	In	sum:	
H2:	 There	 is	 a	 positive	 relationship	 between	 shopping	 enjoyment	 and	 shopping	
involvement.		
	
Price-Prestige	perceptions.	The	marketing	literature	has	discussed	prestige	brands	for	decades	
(Andrus,	et	al.,	1986).	Lichtenstein	et	al.	 (1993,	236)	defined	 the	 term	prestige	sensitivity	as	
“favorable	 perceptions	 of	 price,	 based	 on	 the	 feeling	 of	 prominence	 and	 status	 that	 higher	
prices	 signal	 to	 other	 people	 about	 the	 purchaser”.	 In	 addition,	 buying	 very	 expensive	 and	
prestige	brands	may	stem	from	a	snob	effect	(Vigneron	&	Johnson,	1999),	which	occurs	when	a	
new	luxury	product	is	introduced	and	the	show-off	segment	adopts	it	first.	
	
Laurent	 and	 Kapferer	 (1985)	 suggested	 that	 involvement	 is	 a	 motivating	 variable	 with	 a	
number	 of	 consequences	 on	 the	 consumer’s	 purchase	 and	 communication	 behavior.	 In	
marketing	contexts,	price	has	been	used	frequently	as	an	indicator	of	involvement.	The	higher	
the	 price	 the	 higher	 the	 risks	 of	 making	 wrong	 buying	 decisions	 and	 the	 more	 likely	 are	
consumers	 to	 be	 involved	 (Rothschild,	 1979).	 Durable	 goods	 also	 lead	 to	 high	 involvement	
because	of	the	resulting	extended	period	of	owning	a	poor	product.	High-involvement	 is	also	
typical	 in	 purchases	 of	 clothing	 due	 to	 their	 social	 symbolic	 meaning	 and	 their	 capacity	 to	
express	hedonic	character	and	lifestyle	(Hirschman	&	Holbrook,	1982;	Levy,	1959).	
	
Finally,	 prestige	 products	 have	 also	 been	 used	 as	 examples	 of	 high-involvement	 decision-
making	(Vigneron	&	Lester,	1999).	Purchased	infrequently,	prestige	products	need	a	high	level	
of	interest	and	knowledge	and	are	part	of	a	person’s	self-concept.	According	to	Rossiter,	Percy,	
and	 Donovan	 (1991),	 the	 distinction	 between	 high-	 and	 low-involvement	 is	 mostly	
dichotomous.	 Presenting	 “informational-transformational”	 as	 a	 second	 dimension,	 they	
assumed	that	prestige	or	luxury	products	are	high-involvement	ones.	Further,	they	argued	that	
transformational	brand	choices	are	the	most	important	factors	in	selecting	prestige	products.	
In	sum:	
H3:	There	is	a	positive	relationship	between	price	prestige	and	shopping	involvement.	
	

The	effects	of	impulsiveness,	shopping	enjoyment	and	price	prestige	on	perceptions	of	
duty	free	shops		
Trait	 impulsiveness.	According	 to	 Newman	 and	 Foxall	 (2003),	 given	 the	 character	 of	 fashion	
shoppers	and	the	impulsiveness	that	goes	with	buying	 fashion	products,	a	shop	configuration	
fitting	 these	 individuals	will	make	their	moods	more	positive.	They	argued	that	 in-store	cues	
were	 important	 store	 features,	 which	 retailers	 could	 use	 to	 create	 a	 store	 image	 fitting	
consumers’	perceptions	of	the	store.	Examples	include	music	(Antonides	&	Raaij,	1998;	Baker,	
et	al.,	1994),	merchandise	(Baker,	et	al.,	1994),	moods,	layout,	signage,	(Newman,	et	al.,	1996),	
retail	atmosphere	and	smell	(Antonides	&	Raaij,	1998;	Chebat	&	Dub,	2000),	colors	(McKenna,	
2000),	 and	 store	 image	 attributes	 (Birtwistle	 &	 Shearer,	 2001).	 Hence,	 individuals’	
impulsiveness	and	perceptions	of	duty	free	stores	should	be	related	positively.	In	sum:	
H4:	Trait	impulsiveness	and	perceptions	of	duty	free	shops	are	related	positively.			
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Shopping	enjoyment	refers	to	an	individual’s	personality	trait	that	tends	to	rate	shopping	trips	
as	more	enjoyable	than	other	consumers	often	do	(Bellenger	&	Korgaonkar,	1980;	Odekerken-
Schroeder,	et	al.,	2003).	Shopping	enjoyment	 is	associated	with	emotional	 responses	such	as	
satisfaction,	excitement,	and	dominance	(Dawson,	et	al.,	1990;	Koufaris,	et	al.,	2001).	It	plays	a	
major	 part	 in	 pulling	 shoppers	 to	 visit	 shopping	 malls.	 Excitement	 also	 tends	 to	 increase	
consumers’	satisfaction	with	a	store	and,	as	a	result,	 the	lengths	of	time	shoppers	spend	in	it	
(Babin	&	Darden,	1996).	Shopping	 loving	consumers	spend	more	time	shopping	per	trip	and	
are	less	likely	to	know	what	they	will	buy	during	their	trip	(Forsythe	&	Bailey,	1996).	
	
Regarding	store	perception,	Martineau	(1958)	suggested	that	store	image	could	be	defined	in	
consumers’	minds	 as	 a	 combination	 of	 the	 store’s	 psychological	 and	 functional	 qualities.	 He	
found	that	the	more	positive	a	store’s	image,	the	more	likely	consumers	are	to	enjoy	shopping	
and	buying	in	it.	Others	have	highlighted	store	image	as	a	multi-dimensional	concept	strongly	
affecting	retail	patronage	(Erdem,	et	al.,	1999;	Kim	&	Jin,	2001).	In	sum:	
H5:	 There	 is	 a	 positive	 relationship	 between	 shopping	 enjoyment	 and	 duty	 free	 shop						
perceptions.		
	
Price-Prestige.	Lacking	 information	 about	 product	 quality,	 consumers	 tend	 to	 base	 purchase	
decisions	 on	 inferences	 from	other	 information	 cues	 (Bloom	&	Reve,	 1990;	 Zeithaml,	 1988).	
One	 important	cue	 is	 the	retail	shop	environment.	 It	offers	a	mix	of	stimuli	 that	can	serve	as	
cues	 to	 consumers	 using	 information-processing	 heuristics	 (Baker,	 Grewal,	 &	 Parasuraman,	
1994).	For	example,	dense	 carpeting	and	 low-level	 lighting	may	 lead	customers	 to	 infer	 that	
the	store	sells	high	quality	goods	or	offers	high	quality	service	(Baker,	Grewal,	&	Parasuraman,	
1994).	Hence,	such	cues	could	affect	a	shop’s	image.	Erickson	and	Johansson	(1985)	noted	that	
for	 some	 consumers,	 price	 is	 used	 as	 an	 indicator	 of	 product	 quality.	 Such	 consumers	 view	
higher	prices	favorably	because	of	perceptions	of	higher	product	quality	(Lichtenstein,	Bloch,	&	
Black,	1988).	Duty	free	stores’	 image	refers	to	“stereotypic	 image	of	the	generalized	(typical)	
user	of	a	particular	retail	store”	(Sirgy	&	Samli,	1985,	271).		Later,	Bloemer	and	Ruyter	(1997,	
501)	defined	store	image	as	“The	complex	of	a	consumer’s	perceptions	of	a	store	on	different	
(salient)	attributes”.	For	example,	Doyle	and	Fenwick	(1974)	distinguished	five	elements	of	a	
store’s	 image:	 product,	 assortment	 price,	 styling,	 and	 location.	 Regardless	 of	 the	 number	 of	
elements,	 the	 dominant	 attitudinal	 perspective	 treats	 store	 image	 as	 the	 result	 of	 a	 multi-
attribute	model	(Marks,	1976).		
In	sum,	we	propose:	
H6:	 There	 is	 a	 positive	 relationship	 between	 price	 prestige	 and	 duty	 free	 shop's	
perceptions	
	
The	effect	of	shopping	involvement	and	duty	free	shops	perception	on	buying	intentions	
Shopping	involvement.	Zaichkowsky	(1985,	342)	defined	involvement	as	“a	person’s	perceived	
relevance	of	the	object	based	on	inherent	needs,	values	and	interests”.	This	definition	includes	
categories	such	as	products,	purchase	decisions	and	advertisements.	Under	high	involvement	
conditions,	consumers	experience	an	extended	problem-solving	process.				
	
Involvement	 as	 a	 motivating	 force	 is	 activated	 when	 a	 product	 or	 promotional	 message	 is	
perceived	as	instrumental	in	fulfilling	important	needs,	goals,	and	values	(Vermeir	&	Verbeke,	
2006).	In	this	context,	Zaichkowsky	(1985,	342)	defined	involvement	as	“a	person’s	perceived	
relevance	of	the	object	based	on	inherent	needs,	values	and	interests”.	Objects	are	 important	
when	 they	 address	 important	 values	 and	 goals.	 In	 such	 cases,	 highly	 involved	 people	 are	
motivated	to	invest	cognitive	decision-making	efforts.	Involvement	affects	formation	of	beliefs,	
attitudes,	and	buying	intentions	and	increases	extensiveness	of	information	search,	the	length	
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of	the	decision-making	process,	and	shopping	enjoyment	(Beharrel	&	Dennison,	1995;	Sullivan	
&	Heitmeyer,	2008;	Verbeke	&	Vackier,	2004).	In	sum:	
H7:	There	is	a	positive	relationship	between	shopping	involvement	and	buying	intentions.	
								
Tourist	 Shopping	 Habitat	 (TSH)	 refers	 to	 the	 locations	 where	 tourists	 hang	 around	 for	
utilitarian	and	hedonic	activities	including	shopping	(Bloch,	et	al.,	1994;	Yu¨ksel,	2007).	Unlike	
organized	shopping	malls,	a	TSH	includes	multi-type	retailers,	each	with	a	unique	atmospheric	
image.	Atmospherics	 include	colors,	 scents,	and	music.	According	 to	Snepenger	et	al.	 (2003),	
TSH’s	retail	mix	 includes	gift	shops,	restaurants,	bars,	and	street	vendors,	at	 times	 located	 in	
historical	 buildings.	 TSHs	 exhibit	 unstructured	 environments,	 provide	 location-based	
activities,	have	 friendly	atmospheres	and	allow	tourists	 to	experience	authentic	customs	and	
cultures	 thus	 making	 them	 prime	 shopping	 attractions	 (Hsieh	 &	 Chang,	 2006).	 Especially	
noteworthy	 is	 the	 freedom	 shoppers	 sense,	 which	 is	 coupled	 with	 reduce	 perceptions	 of	
budget	 constraints.	 In	 total,	 these	 freedom	 perceptions,	 felt	 in	 leisure	 experiences,	 increase	
buying	intentions	and	behaviors	(Yu¨ksel,	2007).	In	sum:	
H8:	 There	 is	 a	 positive	 relationship	 between	 duty	 free	 shops	 perception	 and	 buying	
intentions	 
 
The	effect	of	buying	intentions	on	actual	buying	
The	theory	of	planned	behavior	suggested	that	behaviors	are	functions	of	perceived	behavioral	
control	 and	 intentions.	 The	 relationships	 between	 intentions	 and	 actions	 have	 been	
demonstrated	 numerous	 times	 across	 multiple	 types	 of	 behaviors	 (Sheppard,	 et	 al.,	 1988).	
Behaviors	can	be	predicted	from	intentions	with	high	accuracy	especially	when	there	are	few	
control	problems	(Ajzen,	1991;	Sheppard,	et	al.,	1988).	Thus,	it	is	not	surprising	that	using	the	
theory	 of	 planned	 behavior,	 Tarkiainen	 and	 Sundqvist	 (2005)	 showed	 that	 behaviors	 are	
common	outcomes	of	perceived	behavioral	control	and	intentions.	
	
Several	 examples	 should	 suffice	 to	 show	 the	 robustness	 of	 these	 relationships.	 For	 example,	
buying	 intentions	 anteceded	Chinese	 consumers’	 ownerships	 of	 Japanese	products	 (Klein,	 et	
al.,	1998).	Another	example	in	a	different	context,	Hines,	Hungerford	and	Tomera	(1987)	found	
the	same	relationship	in	the	context	of	environmental	behavioral	intentions	and	environmental	
behavior.	Likewise,	according	to	Ishii	(2009),	Chinese	consumers’	willingness	to	buy	Japanese	
or	 American	 products	 and	 buying	 imports	 from	 Japan	 or	 the	 United	 State	 were	 related	
positively.	In	sum:	
H9:	There	is	a	positive	relationship	between	buying	intentions	and	actual	buying.	
	

RESEARCH	METHOD	
Data	Collection	and	Sample	Characteristics		
Data	 were	 collected	 in	 Israel’s	 Ben-Gurion	 international	 airport	 by	 students,	 who	 received	
thorough	 instruction	 and	 training	 in	 research	methodology.	 Student	 teams	were	 trained	 on	
how	to	approach	non-business-related	 travelers	and	administer	 the	survey.	They	were	given	
guidelines	 regarding	 desired	 characteristics	 (gender	 and	 ages)	 and	 distributed	 350	
questionnaires	among	visitors.	Of	these,	274	questionnaires	were	returned	of	which	78	were	
incomplete.	 The	 final	 sample	 included	 196	 individuals	 (56%	 rate).	 Given	 this	 high	 response	
rate,	non-response	does	not	appear	to	be	a	problem	in	this	research.		
	
Students	were	instructed	to	aim	for	a	representative	sample	of	the	adult	Israeli	population	(≥	
18	 years	 old).	 The	 sample	 reflects	 a	 gender-balanced	 composition	 (94	males;	 102	 females).	
Additionally,	 income	 was	 distributed	 almost	 normally	 (24.5%	 are	 lower	 than	 the	 average	
annual	 household	 income,	 31.6%	 are	 around	 the	 average	 household	 income	 and	 43.9%	 are	
higher	 than	 the	 average	 household	 income).	 Education	was	 also	 normally	 distributed	 (24%	
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under	12	years,	34.7%	13-15	years	and	43.9%	over	16	years).	Table	1	provides	a	description	of	
the	sample.		
	

Table	1.		Sample	Characteristics	(N	=	196)	
Variable	 N	 %	
Age	 	 	 	
18-29	 	 52	 26.5	
30-39	 55	 28.1	
40-49	 29	 14.8	
50-59	 48	 24.5	
60+	 12	 6.1	
Education	(years)	 	 	
12	or	less	 48	 24.5	
13-15	 62	 31.6	
16	or	more	 86	 43.9	
Income	 	 	
Lower	than	the	average	 47	 24.0	
Similar	to	the	average	 68	 34.7	
Higher	than	the	average	 81	 41.3	
Gender	 	 	
Male	 94	 48.0	
Female	 102	 52.0	

	
Measures	 	
Data	were	 collected	 through	 a	 structured,	 self-administered	questionnaire	with	 seven	 scales	
and	 demographic	 items.	 As	 all	 scales	 were	 originally	 in	 English,	 a	 conventional	 back-
translation	technique	was	used.	One	bilingual	individual	translated	the	original	questionnaire	
to	Hebrew.	A	second	bilingual	 individual,	blind	 to	 the	original	questionnaire,	back-translated	
the	Hebrew	version	 into	English.	Then,	 the	 two	translators	and	one	of	 the	authors	evaluated	
the	 translations	 for	 wording,	 content,	 and	 local	 applicability	 and	 equivalence.	 Minor	
disagreements	 were	 resolved	 in	 this	 stage	 leading	 to	 the	 final	 version.	 Table	 2	 and	 table	 3	
present	 scales’	 correlations,	 reliabilities,	 standard	 deviations	 and	 means.	 Table	 4	 presents	
scales’	items	and	authors.		
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Table	2.		Scales’	Correlations	
	 	 	 1 2 3 4 5 6 7 8 9 10 11 
 
Trait 
Impulsiveness 

	 	
	
	

 	 	 	 	 	 	 	 	 	 	

	 	  	 	 	 	 	 	 	 	 	 	

 
Shopping 
Enjoyment 

	 	
	

 
.54** 

	 	 	 	 	 	 	 	 	 	

	 	  	 	 	 	 	 	 	 	 	 	

 
Price Prestige 

	 	
	

 
.45** 

	
.38**	

	 	 	 	 	 	 	 	 	

	 	  	 	 	 	 	 	 	 	 	 	

Shopping 
Involvement 

	 	
	

 
.41** 

	
.40**	

	
.41**	

	 	 	 	 	 	 	 	

	 	  	 	 	 	 	 	 	 	 	 	

Perceived Duty 
Free Shops 

	 	
	

 
.39** 

	
.41**	

	
.32**	

	
.50**	

	 	 	 	 	 	 	

	 	  	 	 	 	 	 	 	 	 	 	

 
Buying Intentions 

	 	
	

 
.20** 

	
.21**	

	
.20**	

	
.31**	

	
.22**	

	 	 	 	 	 	

	 	  	 	 	 	 	 	 	 	 	 	

 
Actual Buying  (1)  

	 	
	

 
.27** 

	
.30**	

	
.25**	

	
.28**	

	
.33**	

	
.36**	

	 	 	 	 	

	 	  	 	 	 	 	 	 	 	 	 	

 
Actual Buying  (2) 

	 	
	

 
.24** 

	
.19**	

	
.06	

	
.31**	

	
.25**	

	
.40**	

	
.53**	

	 	 	 	

	 	  	 	 	 	 	 	 	 	 	 	

 
Actual Buying  (3) 

	 	
	

 
.11 

	
.23**	

	
.14	

	
.23**	

	
.10	

	
.42**	

	
.43**	

	
.35**	

	 	 	

	 	  	 	 	 	 	 	 	 	 	 	

 
Actual Buying  (4) 
 

	 	
	

 
.20** 

	
.42**	

	
.22**	

	
.36**	

	
.25**	

	
.38**	

	
.30**	

	
.41**	

	
.45**	

	 	

	 	  	 	 	 	 	 	 	 	 	 	

 
Actual Buying  (5) 

	 	
	

 
.06 

	
.19**	

	
.11	

	
.17*	

	
.20**	

	
.32**	

	
.21**	

	
.22**	

	
.14*	

	
.44**	

	

*			Correlation	is	significant	at	the	0.05	level	(2-tailed).	
**	Correlation	is	significant	at	the	0.01	level	(2-tailed).	
	 	
	
	

Table	3.		Scales’	Reliabilities	(α),	Standard	Deviations	and	Means	
	 Scale	 	 Reliability	 Standard	

Deviation	
Mean	

Trait	Impulsiveness	 					.91	 				1.13	 			2.4	
Shopping		Enjoyment	 					.93	 				1.24	 			2.79	

Price	Prestige	 					.89	 				1.14	 			2.29	
Shopping	Involvement	 					.92	 				1.03	 			1.64	
Perceived	Duty	Free	Shops	 					.92	 				1.12	 			2.77	
Buying	Intentions	 					.81	 				0.93	 			2.69	
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Table	4.	Scales’	Items	
Scale’s	
Name	

Authors	 Items	

Trait	
Impulsiveness	

Rock	and	Fisher	(1995)	 I	often	buy	things	spontaneously.	
“Just	do	it”	describes	the	way	I	buy	things.	
I	often	buy	things	without	thinking.	
“I	see	it,	I	buy	it”	describes	me.	
“Buy	now,	think	about	it	later”	describes	me.	
Sometimes	I	feel	like	buying	things	on	the	spur-of-the	moment.	
I	buy	things	according	to	how	I	feel	at	the	moment.	
I	carefully	plan	most	of	my	purchases	(r).	
Sometimes	I	am	a	bit	reckless	about	what	I	buy.		

Shopping	
Enjoyment	

Shim	and	Gehrt	(1996)	-	Items	1-4	
O’Guinn	and	Faber	(1989)	-	Items	5-6	
		
	

Shopping	is	not	a	pleasant	activity	to	me	(r).	
Going	shopping	is	one	of	the	enjoyable	activities	of	my	life.	
Shopping	the	stores	wastes	my	time	(r).	
I	enjoy	shopping	just	for	the	fun	of	it.			
I	shop	because	buying	things	makes	me	happy.	
I	get	a	real	“high”	from	shopping.	

Price	Prestige	 Lichtenstein,	Ridgway	and	Netemeyer		
(1993)	
 

People	notice	when	you	buy	the	most	expensive	brand	of	a	product.	
Buying	a	high	priced	brand	makes	me	feel	good	about	myself.	
Buying	the	most	expensive	brand	of	a	product	makes	me	feel	classy.	
I	enjoy	the	prestige	of	a	high	priced	brand.	
It	says	something	to	people	when	you	buy	the	high	priced	version	of	a	
product.		
Your	friends	will	think	you	are	cheap	if	you	consistently	buy	the	lowest	
price	version	of	a	product.		
I	have	purchased	the	most	expensive	brand	of	a	product	just	because	I	
knew	other	people	would	notice.	
I	think	others	make	judgments	about	me	by	the	kinds	of	products	and	
brands	I	buy.		
Even	for	a	relatively	inexpensive	product,	I	think	that	buying	a	costly	
brand	is	impressive.		

Shopping	
Involvement	

Unger	and	Kerman	(1983) It	helps	me	forget	about	the	day’	problems.	
It	totally	absorbs	me.	
It	is	like	“getting	away	from	it	all”.	
It	makes	me	feel	like	I’m	in	another	world.	
I	could	get	so	involved	that	I	would	forget	everything	else. 

Perceived		
Duty	Free	
Shops	

Hawes	and	Lumpkin	(1986)	-	Item	1	
Baker	at	al.	(1994)	-	Items	2-4	
Wu	and	Petroshius	(1987)	-	Items	5-6	
Authors	-	Items	7-12		

I	enjoy	shopping	in	duty	free	shops.	
Duty	free	shops	would	be	a	pleasant	place	to	shop.	
The	duty	free	shops	have	a	pleasant	atmosphere.	
Duty	free	shops	are	attractive.	
Duty	free	shops	have	attractive	layout.	
Duty	free	shops	are	prestigious.	
I	find	duty	free	shops	as	tempting.	
Duty	free	shops	are	a	temptation	for	me.	
I	see	duty	free	shops	as	enchanting.	
Duty	free	shops	are	irresistible	for	me.	
I	find	it	difficult	to	leave	duty	free	shops	without	buying	something.	
When	I	pass	by	duty	free	shops	they	tempt	me	to	enter	and	buy.				 

	
Impulsiveness	was	measured	using	Rook	and	Fisher	(1995)	9-item	scale.	The	scale’s	reliability	
was	acceptable	(α	=	.91).	Shopping	Enjoyment	was	measured	by	a	6-item	scale.	Items	1-4	were	
taken	from	the	scale	developed	by	Shim	and	Gehrt	(1996).	Items	5-6	were	added	from	a	scale	
developed	by	O’Guinn	and	Faber	(1989).	The	scale’s	reliability	was	acceptable	(α	=	.93).		
	
Price	Prestige	was	measured	by	 Lichtenstein,	 Ridgway	 and	Netemeyer’s	 (1993)	 9-item	 scale.	
The	scale’s	reliability	was	acceptable	(α	=	.89).	Shopping	Involvement	was	measured	by	Unger	
and	Kerman’s	(1983)	5-item	scale.	The	scale’s	reliability	was	acceptable	(α	=	.92).	
	
Finally,	Duty	Free	Shops	 Perception	was	 measured	 by	 a	 12-item	 scale.	 Since	 no	 pre-existing	
scale	was	identified	in	the	literature,	we	adapted	items	from	several	related	scales.	Item	1was	
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adapted	 from	Hawes	and	Lumpkin	(1986).	 Items	2-4	were	adapted	 from	Baker	et	al.	 (1994).	
Items	5-6	were	adapted	from	Wu	and	Petroshius’	(1987)	scale.		Items	7-12	were	developed	by	
the	authors.	The	scale’s	reliability	was	acceptable	(α	=	.92).	
	
Model	Estimation	
Given	 the	 sample	 size	 and	 the	 required	 number	 of	 estimates	 in	 the	 analysis,	 we	 used	 a	
parceling	 procedure.	 First,	 a	 measurement	 model	 assessed	 the	 items’	 correspondence	 with	
their	respective	 latent	variables	(Anderson	&	Gerbing,	1982,	1988).	The	measurement	model	
resulted	in	acceptable	fit	statistics.	Specifically,	the	χ2	/	degrees	of	freedom	ratio	was	1.57	(χ2	=	
891.3,	df	=	568;	p	≤	.01),	well	below	the	recommended	level	of	5.0	(Hair,	et	al.,	1998).	Similarly,	
IFI	 (.93),	 CFI	 (.93)	 and	 TLI	 (.92)	were	 above	 the	 recommended	 .90	 level	 and	 RMSEA	 =	 .07,	
under	 the	 recommended	 .08	 level.	 In	 sum,	 the	measurement	model	 satisfied	 the	 required	 fit	
criteria,	allowing	for	further	examination	of	the	substantive	model.	
	

EMPIRICAL	RESULTS	
The	 substantive	model	 had	 acceptable	 fit	measures.	 Specifically,	 the	 χ2/	 degrees	 of	 freedom	
ratio	was	1.57	(χ2	=	997.4;	df	=	571;	p	≤	.01),	well	below	the	recommended	level	of	5.0	(Hair,	et	
al.,	1998).	Similarly,	CFI	(.93),	 IFI	(.93)	and	TLI	(.92)	met	the	recommended	 .90	level	and	the	
RMSEA	was	 at	 .07	 level,	 under	 the	 recommended	 .08	 level.	 In	 sum,	 the	model	 satisfied	 the	
required	fit	criteria	and	the	results	are	presented	in	Table	5.																																										
	

Table	5.	SEM	Results	
Hypothesis	 Relationship	 β/γ	 P-Value	

H1	 Trait	impulsiveness		à	Shopping	involvement	(+)	 .22	 .01	
H2	 Shopping	enjoyment	à	Shopping	involvement	(+)	 .20	 .02	

H3	 Price	prestige		à	Shopping	involvement	(+)	 .27	 .00	

													H4	 Trait	impulsiveness	à	Perceived	Duty	–Free	shops		(+)	 .18	 .06	

	
H5	

Shopping	enjoyment	à	Perceived	Duty	–Free	shops		(+)	 .26	 .00	

H6	 Price	prestige		à	Perceived	Duty	–Free	shops	(+)	 .18	 .04	

H7	 Shopping	involvement	à	Buying	intentions	(+)	 .38	 .00	

H8	 Perceived	Duty	–Free	shops		à	Buying	intentions	(+)		 .16	 .08	

H9	 Buying	intentions	à	Actual	buying	(1)		(+)	 .52	 .00	
	
Buying	intentions	à	Actual	buying	(2)		(+)	

.55 .00	

	
Buying	intentions	à	Actual	buying	(3)		(+)	

.60 .00	

	
Buying	intentions	à	Actual	buying	(4)		(+)	

.57 .00	

	
Buying	intentions	à	Actual	buying	(5)		(+)	

.37 .00	

						Fit	statistics	
						χ2	=	897.4;	571	degrees	of	freedom;	χ2/df	=	1.57;	RMSEA	=	.07;	IFI	=.93,	CFI=.93,	TLI=.90	
																																																													
We	expected	trait	 impulsiveness	 to	be	positively	associated	with	shopping	 involvement	(H1).	
The	data	supported	this	hypothesis	(β	=	.22;	p	=	.01).	We	expected	shopping	enjoyment	to	be	
positively	associated	with	shopping	involvement	(H2).	The	data	supported	this	hypothesis	(β	=	
.20;	p	=	.02).	We	expected	price	prestige	to	be	positively	associated	with	shopping	involvement	
(H3).	The	data	supported	this	hypothesis	(β	=	.27;	p	=	00).			
	
We	 expected	 trait	 impulsiveness	 to	 be	 positively	 associated	with	 perceived	 duty	 free	 shops	
(H4).	 The	 data	 provided	marginal	 support	 to	 this	 hypothesis	 (β	 =	 .18;	p	 =.06).	We	 expected	
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shopping	enjoyment	to	be	positively	associated	with	perceived	duty	free	shops	(H5).	The	data	
supported	this	hypothesis	(β	=	.26;	p	=	.04).																																																																								
	
		We	 expected	 price	 prestige	 to	 be	 positively	 associated	 with	 perceived	 duty	 free	 shops	
(H6).The	data	supported	this	hypothesis	(β	=	.18;	p	=	.04).	We	expected	shopping	involvement	
to	be	positively	associated	with	buying	intentions	(H7).	The	data	supported	this	hypothesis	(β	=	
.38;	p	=	.00).																																																																								
	
We	expected	perceived	duty	free	shops	to	be	positively	associated	with	buying	intentions	(H8).	
The	 data	marginally	 supported	 this	 hypothesis	 (β	 =	 .16;	 p	 =	 .08,	 M.S).	We	 expected	 buying	
intentions	 to	 be	 positively	 associated	 with	 actual	 buying	 (H9).	 The	 data	 supported	 this	
hypothesis	(β1=.52;	β2=.55;	β3=.60;	β4=.57;	β5=.37:	all	at	p	=	.00).		
 

DISCUSSION	
Theoretical	Implications	
This	 study	 examined	 the	 relationship	 among	 personality	 trait	 impulsiveness,	 shopping	
enjoyment,	price	prestige	and	outcomes	including	shopping	involvement,	perceived	duty	free	
shops,	buying	intentions,	and	actual	buying.	Given	the	lack	of	an	integrative	study	on	duty	free	
shopping,	our	 study	provides	 important	 theoretical	 and	practical	 insights.	 In	addition,	 a	vast	
majority	of	research	on	some	of	the	relationships	discussed	here	has	been	conducted	in	the	US	
(e.g.,	 behavioral	 intentions	à	 behaviors).	 Thus,	 the	 current	 study	 validates	 some	 previous	
findings	 in	 the	 different	 Israeli	 culture.	 Specifically,	 Israel	 is	 a	 less	 individualistic	 (Israel	
IDV=51;	 USA	 IDV=91),	 more	 uncertainty-avoiding	 (Israel	 UAI=81;	 USA	 UAI=46),	 and	 less	
power-distant	 accepting	 (Israel	 PDI=13;	 USA	 PDI=40)	 than	 the	 United	 States	 is	 (Hofstede,	
2001).			
	
Shopping	Involvement		
The	 relationship	 between	 trait	 impulsiveness	 and	 shopping	 involvement	 was	 positive	 in	
support	of	Jones	et	al.	(2003),	who	suggested	that	involvement	influences	consumers’	tendency	
to	buy	products	of	a	specific	category	on	impulse.	In	addition,	our	findings	support	Davis	and	
Sajtos’	(2009)	findings,	according	to	which	the	impulsive	use	of	SMS-services	is	a	function	of	a	
general	 impulse	 buying	 tendency.	 Thus,	 the	 current	 study	 extends	 previous	 impulsiveness	 –	
involvement	relationship	to	duty	free	shoppers.		
	
The	relationship	between	shopping	enjoyment	and	shopping	involvement	was	positive.	This	is	
in	line	with	Clements	and	Josiam	(2005),	who	argued	that	involvement	should	be	related	with	
motivation	for	leisure	choice.	They	suggested	that	both	travelers	and	non-travelers	during	the	
spring	break	were	mostly	categorized	as	‘high	involvement’	with	spring	break	travel.	However,	
travelers	demonstrated	higher	levels	of	involvement.	As	a	result,	they	inferred	that	those	with	
higher	levels	of	involvement	found	the	time	and	money	to	overcome	the	barriers	to	travel	and	
actually	traveled	during	the	spring	break.	
	
The	relationship	between	price	prestige	and	shopping	involvement	was	positive.	This	is	in	line	
with	 a	 large	 body	 of	 research	 showing	 that	 prices	 are	 a	 commonly	 used	 indicator	 of	
involvement.	 For	 example,	 the	 risks	 of	 a	 mis-purchase	 are	 high	 when	 price	 is	 high;	 hence,	
consumers	 are	 likely	 to	 be	 highly	 involved	 (Rothschild,	 1979).	 Our	 study	 extends	 previous	
finding	to	duty	free	shoppers.			
	
Duty	free	Shops	Perception	
The	relationship	between	trait	impulsiveness	and	perceptions	of	duty	free	shops	was	positive.	
As	noted	earlier,	marketing	studies	have	emphasized	 the	 importance	of	 in-store	architecture	
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and	cues	for	retailers	and	consumers	(Newman	&	Foxall,	2003).	In	addition,	they	found	that	in	
case	 of	 fashion	 buyers	 and	 the impulsiveness that	 surrounds	 buying	 behavior,	 a	 more	
accurate shop configuration	lead	to	positive	changes	in	shoppers’	mood.  
 
Shopping	 enjoyment	 and	 perceptions	 of	 duty	 free	 shops’	 image	were	 related	 positively.	 Our	
findings	are	 in	 line	with	Martineau	 (1958),	who	 suggested	 that	 the	more	 favorable	 the	 shop	
image	and	its	perception	by	consumers,	the	more	likely	the	consumers	would	enjoy	shopping	
and	 buy	 at	 this	 shop.	 Wong	 et	 al.	 (2012)	 argued	 that	 the	 atmosphere	 of	 the	 shop	 is	 often	
designed	 to	 influence	 on	 shoppers’	 emotions.	 In	 fact,	 in-store	 elements	 such	 as	 scent,	 color,	
lighting,	music	displays,	friendly	employees,	product	demonstrations	or	samples	are	designed	
to	create	positive	feelings	and	enjoyment	within	shopper	in	the	environment	(Solomon,	2007).	
	
The	 relationship	 between	 price	 prestige	 and	 perceptions	 of	 duty	 free	 shops	 was	 positive.	
Previous	studies	found	that	in-store	cues,	such	as	high	prices	could	lead	shoppers	to	infer	that	
the	 store	 sells	 high	 quality	 products	 or	 offers	 high	 quality	 service	 (Baker,	 Grewal,	 &	
Parasuraman	1994;	Lichtenstein,	Bloch,	&	Black,	1988).	
	
Buying	Intentions	
The	 relationship	 between	 shopping	 involvement	 and	 buying	 intentions	 was	 positive.	 Our	
findings	 support	 Sullivan	 and	 Heitmeyer	 (2008),	 who	 argued	 that	 involvement	 influences	
purchase	behavior	and	shopping	motivations.	
	
The	relationship	between	perceptions	of	duty	 free	shops	and	buying	 intentions	was	positive.	
Previous	 finding	 regarding	 the	 atmosphere	 in	 duty	 free	 shops	 emphasized	 the	 freedom	 that	
shoppers	feel	in	duty	free	and	that	they	have	sense	of	no	limited	budget	constraints.	This	may	
lead	 to	 their	 overall	 leisure	 experiences	 and	 increasing	 buying	 intentions	 and	 behaviors	
(Yu¨ksel,	2007).	
	
Actual	Buying		
The	relationship	between	buying	intentions	and	actual	buying	was	positive.	Previous	findings	
support	 this	 relationship.	 Klein	 et	 al.	 (1998)	 found	 that	 buying	 intentions	 were	 significant	
predictors	of	Chinese	consumers’	ownerships	of	Japanese	products.	This	relationship	was	also	
documented	by	Hines,	Hungerford,	and	Tomera	(1987)	in	a	different	context	of	environmental	
behavioral	intentions	and	environmental	friendly	behavior.	
	
Managerial	Implications	
Our	results	provide	several	managerial	implications	at	two	different	levels.	One	level	is	that	of	
managers	of	duty	free	zones	and	all	shops	in	it	and	another,	more	specific,	at	the	level	of	each	
shop	separately.		
	
First,	shopping	enjoyment	and	price	prestige	enhanced	shopping	involvement	and	perceptions	
of	 duty	 free	 shops.	 From	 the	 perspective	 of	 general	 management	 of	 the	 zone,	 management	
should	strive	to	increase	shoppers’	out	of	stores	enjoyment.	This	can	be	achieved	by	creating	
family-oriented	activities	 in	 the	general	area.	Another	option	could	be	zone-wide	specials.	At	
the	 level	of	 specific	 stores,	 increasing	 shopping	enjoyment	 is	 a	prime	managerial	 target.	The	
relevant	 tools	 for	 this	 purpose	 do	 not	 differ	 from	 creating	 enjoyment	 in	 any	 retail	 outlet,	
including	the	use	of	music	and	lights.	The	idea	is	to	increase	consumers’	 involvement	and	in-
store	 enjoyment	by	 investing	 in	 shop	atmospheres	 (Antonides	&	Raaij,	 1998;	Chebat	&	Dub,	
2000).	Shop	atmospherics	describe	the	unique	qualities	of	retail	means	that	are	often	designed	
to	elicit	positive	consumer	responses.	For	example,	better-illuminated	merchandise	can	entice	
shoppers	to	visit	a	shop,	linger,	and	make	purchases	(Summers	&	Hebert,	2001).	Alternatively,	
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background	 music	 is	 enticing	 in	 luxury	 category,	 tempting	 in	 fashion	 stores,	 and	 likely	 to	
attract	 consumers	 to	 visit	 stores	 that	 play	music	 they	 like	 (Broekemier,	Marquardt & Gentry,	
2008).	 In	short,	 retail	managers	believe,	and	observations	confirm	that	 friendly	and	pleasant	
atmosphere	 lead	consumers	 to	buy	more	since	 they	 tend	 to	 stay	 in	 the	 shop	 for	 longer	 time	
(Verma,	2013).						
	
Second,	regarding	price-prestige	perceptions,	“outdoor”	advertising	would	be	an	excellent	tool	
for	managers	 of	 the	 duty	 free	 zone.	 Signage	 can	 be	 designed	 to	 convey	messages	 about	 the	
manner	in	which	each	store	in	the	zone	provides	high	price-prestige	delivery.	Each	store	then	
should	follow	with	similar	messages	at	the	store-level.	Naturally,	such	emphases	require	tight	
coordination	of	messages	and	executions	between	zone	managers	and	store	managers.	
	
While	our	study	has	 implications	 for	researchers	and	marketers,	 it	 is	not	without	 limitations	
that	can	be	addressed	in	future	studies.	First,	we	used	a	convenience	sample,	which	could	limit	
the	generalizability	of	 its	findings.	Future	research	can	use	random	airport	sampling.	Second,	
our	 study	 included	 only	 Israeli	 shoppers.	 Future	 research	 should	 test	 our	 model	 in	 other	
cultures	to	provide	external	validity	to	our	findings.	Alternatively,	data	can	be	collected	from	
non-Israelis	 at	 the	 airport.	 Finally,	 in	 the	 current	 study	 shoppers	 were	 asked	 about	 their	
buying	intentions	and	behavior	in	duty	free	shops	in	general.	We	suggest	testing	our	model	in	
specific	categories	of	products	such	as	electronics,	cosmetics	and	jewelry.			
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