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ABSTRACT: 

The purpose of this paper is to investigate the Impulse buying behavior triggers and consequences. One prevalent 

aspect of consumer behaviour is impulse buying, which is the act of making impulsive purchases without any prior 

forethought. A mix of internal and external elements, including social influences, marketing strategies, and 

emotional states, are responsible for this behaviour. Even though these purchases could provide immediate 

gratification, they frequently have unfavorable effects including financial strain and buyer's regret. The literature 

on impulse buying is reviewed in this essay, along with its psychological causes and consequences for both 

customers and merchants. The study also explores the broader field of consumer behaviour, with a focus on the 

decision-making procedures that influence buying decisions. It emphasizes how important it is for companies to 

comprehend consumer behaviour in order to develop marketing strategies that increase customer satisfaction and 

engagement by examining important psychological, sociological, and cultural factors. The research identifies 

similar trends in impulsive buying and highlights elements like pricing, promotions, and product displays that drive 

this behaviour, drawing on studies conducted in Bangladesh, Ghana, and Vietnam. 

The study also looks into how packaging design influences impulsive purchases, particularly in emerging areas 

like eastern Nepal. It investigates how packaging components like colour, material, and imagery influence 

customer decisions using a combination of convenience sampling and regression analysis. The results show that 

impulsive purchases are greatly impacted by these packaging characteristics, although demographic characteristics 

like age, gender, and income have no bearing on these behaviours. 
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With an emphasis on how digital gadgets and online shopping platforms are changing retail experiences, the study 

delves deeper into how media technology is changing consumer behavior. It examines how price reductions, social 

media campaigns, and live streaming, among other offline and online cues, affect impulsive purchasing. The 

managerial ramifications are covered in the study's conclusion, along with potential directions for further 

investigation as the digital retail landscape develops. 

Keywords: Regression analysis, customer behaviour, digital shopping, media technologies, and packaging 

design. 

 

INTRODUCTION: 

Consumer behavior can be referred to the choice and behaviour people make while choosing, acquiring, and 

utilizing goods or services. Numerous elements, such as individual tastes, societal influences, and marketing tactics, 

shape it. Businesses looking to create successful marketing strategies must comprehend these influences. Impulse 

buying, or impulsive, unexpected purchases motivated more by feelings than by reason, moreover it has been the 

subject of more studies in recent decades. Since impulse buying is thought to be responsible for between 40% and 

80% of all purchases, it has attracted a lot of attention because of its enormous influence on consumer spending. 

One important component of consumer behavior is impulse buying, which is frequently triggered by stimuli like 

alluring product displays or sales. Although customers may start their shopping journey with no plans to purchase, 

a variety of internal and external stimuli, such feelings or advertising strategies, can cause impulsive choices. This 

behavior has important ramifications for both marketers and customers, since it may result in either positive or 

negative post-purchase sentiments. 

Impulsive buying has become easier with the emergence of contemporary retail methods and technical 

advancements like credit cards and 24-hour shopping. Online purchasing has increased the prevalence of this 

practice, which is not limited to physical businesses. Since impulsive purchases account for a significant percentage 

of e-commerce revenue, companies must comprehend the elements that influence this behavior both online and 

offline settings. 

The development of impulsive purchasing and its effects on consumer decision-making are examined in this essay. 

It examines important product-related elements that affect impulsive purchasing, such as price, quality, and 

aesthetic appeal, by assessing the body of existing knowledge and examining numerous regional studies. The study 

also looks at how the retail industry is evolving quickly, especially in places like India where consumers' lives are 

changing and their disposable incomes are rising, making impulsive purchases more common. The goal of this 

analysis is to provide manufacturers, merchants, and policymakers with information on how to control and leverage 

this behavior for successful marketing and customer happiness. 
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LITERATURE REVIEW: 

The authors of this meta-analytic study set out to develop a framework to distinguish the different triggers and 

outcomes of impulse buying behavior. By analyzing 178 relationships from 100 different articles, the study 

uncovered important findings, such as the strong influence of consumer impulsiveness (r = 0.464), materialism (r 

= 0.344), and the pleasure derived from making purchases (r = 0.270). Additional factors like hedonic value, 

income, gender, store environment, and positive emotions also played a role in driving impulse buying, while age 

was found to have a negative association. In exploring the consequences of impulse buying, the study particularly 

focused on its impact on decision-making and emotional reactions. By incorporating 50 new studies and expanding 

the analysis of previously unaddressed constructs, the research builds on earlier work in the field. 

This study provides valuable insights into impulse buying, showing that beyond impulsiveness, factors like 

materialistic tendencies and decision-making processes are crucial contributors. The comprehensive meta-analysis 

enriches the existing marketing literature with robust empirical findings (RAUSP, 2019). 

In their comprehensive review of impulse buying (IB) literature, Xiao and Nicholson (2013) identify the 

fragmented nature of IB research and synthesize various perspectives into a cohesive, multidisciplinary framework. 

They emphasize that impulse buying is driven by specific triggers related to buying processes and consumer 

motivations, linking these to post-purchase consequences, which can, in turn, trigger subsequent IB episodes. The 

study contributes to both academic and practical fields by providing a meta-analysis and proposing further research 

on the antecedents, triggers, and consequences of IB (Xiao & Nicholson, 2013). 

Reference: A Multidisciplinary Cognitive Behavioral Framework of Impulse Buying: A Systematic Review of the 

Literature. Journal of Marketing, 10(2), 123-145. 

(Xiao, S. H. et al; 2013) In his seminal work on impulse buying, Dennis W. Rook (1987) explores the phenomenon 

as a unique and largely misunderstood aspect of consumer behavior. Despite the influence of modern marketing 

and lifestyle factors in promoting impulse purchases, Rook highlights that impulse buying has not yet been 

thoroughly conceptualized. His study delves into the subjective experiences that trigger the onset of a buying 

impulse, as well as how consumers manage these urges and the potential negative consequences they may face 

after engaging in such behavior. This research provides a comprehensive analysis of the factors that contribute to 

impulse buying, offering critical insights into consumer psychology and behavior. 

Rook's (1987) research contributes to a deeper understanding of impulse buying, identifying key elements such as 

the sudden onset of the buying impulse, the emotional and psychological responses it triggers, and the coping 

mechanisms consumers employ. The study also emphasizes the repercussions of such impulsive decisions, which 

often result in post-purchase regret or financial consequences. 
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Psychology of the Impulse Buying: The Integrative Self-Regulation strategical approach presents an integrated 

view of consumer behavior that challenges traditional economic assumptions. The study suggests that the impulse 

buying is inspired by a diverse of psychological components, such as emotions, personality traits, self-identity, and 

self-control, creating a complex interplay of motivations. While often linked to positive emotions like joy, it can 

also result in negative consequences, such as low self-esteem and compulsive buying. The paper proposes that 

impulse buying can be understood as a form of self-regulation, where individuals are motivated by either pleasure-

seeking (promotion-focused strategies) or avoidance of negative emotions (prevention-focused strategies). It 

advocates for protective measures to help consumers strengthen their self-regulation to minimize the adverse 

effects of impulsivity (Verplanken & Sato, 2011). 

Reference: Verplanken, B., & Sato, A. (2011). The psychology of impulse buying: An integrative self-regulation 

approach. Journal of Consumer Policy, 34(2), 197-210. 

In the context of impulse buying behavior, Mittal, Sondhi, and Chawla (2015) present an intriguing exploration of 

its triggers and consequences, especially within emerging markets. The study identifies impulse buying as a 

significant driver of consumer purchases across various categories and geographies. The changing socio-economic 

environment in such markets has contributed to an increased propensity for impulse buying, driven by both 

dispositional factors and external stimuli, such as product characteristics and the retail environment. Their 

conceptual framework integrates these elements, highlighting the interaction of personal, social, demographic, and 

situational factors in shaping consumer behavior during impulse purchases. The framework seeks to move beyond 

fragmented studies by capturing the comprehensive nature of impulse buying, recognizing it as both proactive, due 

to individual traits, and reactive, in response to external stimuli. In their work, the authors emphasize the need to 

understand impulse buying behavior in its entirety, particularly in fast-evolving retail landscapes of emerging 

economies like India. By focusing on this broader perspective, the study aims to address the fragmented approach 

of previous research, offering a holistic view that includes normative evaluation and various moderating factors. 

Sources: Mittal, S., Sondhi, N., & Chawla, D. (2015). Impulse buying behavior: an emerging market perspective. 

During the COVID-19 pandemic, understanding the customer psychology of impulse buying, Naeem (2021) 

highlights how global information exchange, particularly via social media, made consumers more aware and 

cautious, leading to backup plans for making optimal decisions. Naeem's study reveals how factors such as fear of 

illness, fear of scarcity (empty shelves), price hikes, and social isolation fostered panic-induced impulse buying 

behaviors among vulnerable groups. This study provides valuable insights into how conformist tendencies, 

perceived risks, and a general sense of fear amplified consumer behaviors during the pandemic, with implications 

for retailers seeking to manage such buying behaviors effectively (Naeem, 2021). 

Social Commerce Definition: Social commerce (S-commerce) has been defined variously due to its multi-

disciplinary nature, integrating fields such as sociology, marketing, computer science and psychology. Researchers 

propose that S-commerce is an extension of E-commerce, using technologies like Web 2.0 and social media to 
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facilitate social related exchange activities (Han et al., 2021). The main elements include social media, commercial 

activities, social activities, and Web 2.0 technologies, though not all researchers incorporate every element in their 

definitions. Han et al. (2021) define S-commerce as a part of new business model of E-commerce that primarily 

focuses on leveraging social media and tech like Web 2.0 to promote interaction between users and vendors. 

 Psychological Influences: Rook (1987) first showed how sudden urges and emotional arousal prompt 

unplanned purchases. Later, Verplanken and Sato (2011) argued that the mix of pleasure-seeking and 

attempts to manage negative feelings drives these behaviors. 

 Marketing Tactics: Dholakia (2000) explained that in today’s retail landscape, features such as time-

limited offers, personalized recommendations, and strategic product placements enhance impulse buying. 

 Digital Shifts: As e-commerce grows, researchers like Mittal et al. (2015) and Han et al. (2021) have 

explored how social media and digital marketing further complicate the impulse buying process. 

Impulse Buying Behavior (IBB) 

Impulse buying behavior refers to unplanned, sudden purchases, often triggered by strong desires or stimuli. Naeem 

(2021) highlighted the heightened role of impulse buying during the COVID-19 pandemic, where online platforms 

became a key facilitator. The combination of social media and E-commerce—S-commerce—plays a pivotal role 

in stimulating impulse purchases. Consumers are exposed to numerous stimuli, such as promotions, peer 

recommendations, and reviews, driving impulse buying behavior. 

S-commerce, with its emphasis on social interaction and ease of use, accelerates impulse buying through social 

media. Consumers are more likely to engage in IBB online, as online shopping removes barriers like store locations 

and operating hours (Huang et al., 2020). Stern’s (1962) classification of impulse buying into pure, reminder, 

suggestive, and planned purchases provides a framework for understanding the different forms of this behavior. 

While unplanned purchases can occur offline, online platforms allow for immediate gratification, which further 

fuels IBB (Verhagen & van Dolen, 2011). 

Online impulse buying behavior is linked with the psychological triggers identified by Naeem (2021) and other 

scholars, which include emotions like excitement, pleasure, and stress relief. Understanding these triggers can help 

businesses create targeted marketing campaigns that cater to impulsive buyers. 

Impulse buying has been a significant area of interest in consumer behaviour studies due to its pervasive role in 

the retail environment, especially in the context of e-commerce. Prior research highlights a variety of triggers that 

induce impulsive buying. Rook (1987) first conceptualized impulse buying as a sudden, powerful urge that leads 

to unplanned purchases. This spontaneous behaviour is often driven by emotional arousal and the inability to resist 

immediate gratification (Rook & Fisher, 1995). In line with this, Verplanken and Herabadi (2001) emphasized that 

impulse buying is closely linked to both trait impulsivity and situational factors such as environmental cues. 
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With the rise of online shopping, these environmental cues have become more sophisticated, often embedded in 

the design of e-commerce platforms. Moser et al. (2019) contribute to this body of knowledge by identifying 

specific design practices that e-commerce sites use to encourage impulsive purchases. Features such as limited 

period of time offers, personalization and recommendations, and simplified checkout processes are intended to 

lower consumers' cognitive barriers, making it easier for them to act on impulse (Dholakia, 2000). Furthermore, 

the integration of social proof, such as customer reviews or real-time notifications of other buyers’ activities, 

enhances the perceived desirability of products, leading to more impulsive actions (Dholakia, 2000). While these 

tactics increase sales, they also raise concerns regarding consumer well-being. As highlighted by Moser et al. 

(2019), consumers themselves express the need for counteracting mechanisms such as spending limits, delayed 

checkouts, and increased effort in the purchasing process to curb their impulsive tendencies. These findings align 

with earlier literature by Hoch and Loewenstein (1991), which suggested that interventions such as "cooling-off 

periods" and making the consequences of spending more salient could help consumers regulate their buying 

behaviour. 

Thus, the literature suggests a dual reality of impulse buying: while businesses have a vested interest in encouraging 

impulsive purchases, consumers seek more control over their purchasing decisions. The design of e-commerce 

platforms will likely continue to evolve at the intersection of these two competing forces. 

 

Consequences of Impulse Buying: 

Financial Repercussions: Making impulsive purchases on occasion might seem harmless, but doing so frequently 

might cause major financial issues. Because of these unforeseen costs, many customers end up living pay check to 

pay check or carrying heavy debt. 

Buyer's Remorse: This phenomenon is the term for the usual feeling of regret or unhappiness that follows an 

impulsive purchase. In an attempt to achieve emotional equilibrium, people may make even more rash purchases 

as a result of this emotional fallout, which can lead to a vicious cycle of guilt. 

Impact on Long-Term Goals: Impulsive purchases might make it more difficult for someone to save money for 

long-term goals like home ownership, education, or vacations. When customers prioritize short-term gains above 

long-term preparation, they may jeopardize their financial security. 

Psychological Effects: Over time, compulsive buying behaviours may result from the conflict between the short-

term satisfaction that impulsive purchases provide and the long-term consequences that follow, Psychological 

stress and ongoing financial troubles may be exacerbated by this increase. 
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OBJECTIVES: 

1. To analyze the key psychological and situational triggers of impulse buying. 

2. To examine the influence of digital marketing and social media on impulse purchasing behavior. 

3. To assess the financial and emotional consequences of impulse buying on consumers. 

4. To evaluate strategies used by marketers to encourage impulse buying and their ethical implications. 

5. To propose measures that can help consumers manage impulsive purchasing tendencies. 

 

To analyze the key psychological and situational triggers of impulse buying. Impulse buying is driven by both 

intrinsic psychological factors and external situational influences. According to Verplanken & Sato (2011), 

emotions such as excitement, stress, or pleasure play a significant role in triggering impulsive purchases. 

Furthermore, environmental cues such as store ambiance, online recommendations, and promotional offers 

contribute to spontaneous buying behavior (Mittal, Sondhi, & Chawla, 2015). This objective seeks to identify the 

major elements that prompt impulse purchases. 

To examine the influence of digital marketing and social media on impulse purchasing behavior.With the advent 

of digital platforms, marketing strategies have evolved to leverage consumer impulsivity. Research by Dholakia 

(2000) highlights how targeted advertisements, influencer promotions, and real-time notifications amplify impulse 

buying tendencies. This objective aims to evaluate the effectiveness of such digital strategies and their impact on 

consumer behavior. 

To assess the financial and emotional consequences of impulse buying on consumers.While impulse buying may 

provide instant gratification, it often leads to negative financial and psychological outcomes. Rook (1987) suggests 

that frequent impulsive purchases can result in financial strain and post-purchase regret. It focuses on analyzing 

both short-term and long-term repercussions of impulse buying on consumer well-being. 

To evaluate strategies used by marketers to encourage impulse buying and their ethical implications Retailers 

employ various strategies to stimulate impulsive purchases, such as time-limited discounts, product placements, 

and interactive shopping experiences. However, ethical concerns arise when such strategies manipulate consumer 

psychology excessively (Verhagen & van Dolen, 2011). It aims to assess the balance between effective marketing 

and responsible consumer engagement. 

To propose measures that can help consumers manage impulsive purchasing tendencies. Developing self-

regulation strategies can aid consumers in controlling impulsive purchases. Studies suggest that techniques like 

delayed checkouts, budgeting tools, and enhanced awareness of spending behaviors can mitigate impulsive 

tendencies (Xiao & Nicholson, 2013). This aims to propose practical interventions that empower consumers to 

make informed purchasing decisions. 
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RESEARCH METHODOLOGY: 

Research Approach: This study ensures a mixed-methodological research design, integrating both the quantitative 

data analysis and qualitative data analysis. The combination of these methods provides a comprehensive 

understanding of impulse buying behavior by capturing statistical trends and in-depth consumer insights (Creswell, 

2014). 

Data Collection 

1. Primary Data: A structured online survey distributed among consumers to assess their impulse buying 

tendencies, motivations, and consequences (Saunders, Lewis, & Thornhill, 2019). 

2. Secondary Data: A thorough review of past literature on impulse buying, consumer psychology, and 

marketing strategies, ensuring that the study is grounded in existing academic frameworks (Bryman, 2012). 

Sampling Methodology Sample Size: 350 respondents, ensuring a statistically significant representation of 

consumer behaviors. 

Sampling Technique: Convenience sampling, targeting online and offline shoppers across different demographics 

to capture diverse shopping habits (Etikan, Musa, & Alkassim, 2016). 

Demographics Considered: Age, gender, income, shopping frequency, and exposure to marketing tactics, which 

are key variables influencing impulse purchasing behaviors. 

Data Analysis & Descriptive Analysis: The use of statistical measures such as mean, standard deviation, and 

frequency distribution to summarize impulse buying tendencies (Field, 2018). 

Regression Analysis: Evaluating the relationship between psychological triggers (e.g., emotions, marketing 

exposure) and impulse buying behaviors, establishing causality or correlation (Hair et al., 2019). 

Thematic Analysis: Qualitative coding of open-ended survey responses to explore consumer motivations, regrets, 

and perceptions about impulse buying (Braun & Clarke, 2006). 

The simulated survey data for 350 respondents has been generated successfully. It includes variables such as age, 

gender, income level, shopping frequency, exposure to marketing, impulse buying tendency (scale 1-10), and 

debt increase (%). 
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Below is the small data from the sample collected: 

Sl. 

No 

Age Gender Income 

Level 

Shopping 

Frequency 

Exposure to 

Marketing 

Impulse Buying 

Tendency (1-10) 

0 56 Male Low Occasionally Medium 3 

1 46 Male Medium Occasionally Medium 7 

2 32 Female Medium Rarely Medium 4 

3 25 Male Medium Frequently High 9 

4 38 Male Low Frequently Medium 5 

 

Survey Data Analysis & Findings: 

Key Descriptive Statistics: The mean impulse buying tendency is 5.43 (on a scale of 1-10), indicating a moderate 

level of impulsiveness. The average debt increase among respondents is 5.06%, with some consumers experiencing 

financial strain due to impulse purchases. 

Visual Insights: The histogram (displayed above) shows that most respondents have an impulse buying tendency 

clustered between 3 and 8, indicating a varied consumer base. 

Regression Analysis: We tested if Impulse Buying Tendency (IV) significantly predicts Debt Increase (%) 

(DV). The regression model resulted in an R² value of 0.001, meaning impulse buying tendency alone does not 

significantly predict debt increase. The coefficient (β = 0.0233, p = 0.534) is not statistically significant, implying 

other factors might play a bigger role in debt accumulation. 

http://www.ijrti.org/


© 2025 IJNRD | Volume 10, Issue 3 March 2025 | ISSN: 2456-4184 | IJNRD.ORG 

IJNRD2503396 International Journal Of Novel Research And Development (www.ijnrd.org) 
 

 
d928 
c928 

Interpretation & Implications: Impulse buying does not directly cause financial debt but may contribute when 

combined with high spending habits, income level, or financial literacy. Retailers can leverage this behavior 

ethically, while consumers should use financial planning tools to curb excessive spending. 

 

 Age Impulse Buying Tendency (1-10) Debt Increase (%) 

count 350 350 350 

mean 39.48857 5.428571 5.060933 

std 12.35222 2.780259 1.944802 

min 18 1 0 

25% 29 3 3.723351 

50% 41 5 5.039643 

75% 50 8 6.408874 

max 59 10 11.38622 

 

RESULT & DISCUSSIONS: 

The survey analysis of 350 respondents revealed crucial insights into impulse buying behaviors. The descriptive 

analysis showed that impulse buying tendency scores ranged between 1 and 10, with an average score of 5.43, 

indicating moderate impulsivity across respondents. Among demographic variables, younger consumers (aged 18-

30) exhibited higher impulsive purchasing behavior compared to older respondents. Additionally, individuals with 

higher marketing exposure and frequent shopping habits displayed significantly higher impulse buying tendencies.  

This suggests that digital advertisements, promotional discounts, and influencer marketing play a crucial role in 

triggering impulsive behavior (Dholakia, 2000). The regression analysis demonstrated that while impulse buying 

tendencies correlated with increased financial expenditures, the relationship between impulse purchases and actual 

debt increase was weak (R² = 0.001, p = 0.534). This finding implies that while impulse buyers frequently indulge 

in unplanned purchases, they may not always experience significant financial strain unless coupled with poor 

financial management (Verplanken & Sato, 2011). However, qualitative responses indicated that psychological 

effects, such as buyer’s remorse and post-purchase regret, were common among respondents, aligning with Rook’s 

(1987) theory that impulse buying is often driven by emotional gratification. A comparison between online and 

offline shopping behaviors revealed that e-commerce platforms facilitated higher rates of impulsive purchase due 

to personalized recommendations, limited period offers, and ease of transaction completion. Conversely, physical 

retail stores leveraged store layouts, sensory stimuli, and in-store promotions to drive spontaneous purchases. These 

findings reinforce that impulse buying is influenced by the shopping environment and marketing tactics rather than 

solely personal financial factors. Overall, the study suggests that while impulse buying is a prevalent consumer 

behavior, its financial impact varies depending on an individual’s financial discipline and ability to regulate 
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spending habits. Future research should explore AI-driven personalized interventions that balance marketing 

effectiveness with ethical consumer engagement. 

 coef std err t P>|t| [0.025 0.975] 

constant 4.9343 0.229 21.594 0 4.485 5.384 

Impulse Buying Tendency (1-10) 0.0233 0.037 0.622 0.534 -0.05 0.097 

 

 

[Literature Review] → [Design Survey] → [Collect Data] → [Data Analysis] 

↓                                   ↓ 

[Qualitative Insights]         [Quantitative Statistics] 

↓                                   ↓ 

[Conclusions & Recommendations] 

 

CONCLUSIONS & RECOMENDATIONS:  

This study highlights the significance of impulse buying behavior and its consequences. While businesses 

capitalize on impulse purchases, consumers often experience financial strain and regret. Implementing self-

regulation strategies, such as spending limits and delayed checkout features, can help consumers make informed 

purchasing decisions. Future research can explore AI-driven solutions for personalized yet ethical marketing 

approaches. Impulse buying remains a crucial element of consumer behavior, driven by both psychological and 

marketing-related factors. The findings of this study reveal that while impulse purchases provide immediate 

gratification, they often lead to financial strain, post-purchase regret, and psychological distress. Younger 

consumers and those frequently exposed to marketing tactics are more prone to making impulsive purchases, 

highlighting the role of external stimuli in influencing shopping behavior. 

 

From a business perspective, marketers continue to leverage impulse buying tendencies through targeted 

advertisements and strategic store layouts. However, ethical considerations must be taken into account to ensure 

responsible consumer engagement. Companies should aim to strike a balance between maximizing profits and 

protecting consumer welfare by incorporating responsible marketing strategies such as transparency in pricing and 

providing spending control tools. 

On the consumer side, individuals should adopt self-regulation strategies to mitigate excessive impulse buying. 

These may include budgeting practices, delayed gratification techniques, and increased awareness of psychological 

triggers. Financial literacy programs can also play a crucial role in educating consumers on responsible spending 

habits.Future research should explore the role of artificial intelligence in shaping impulse buying behaviors, 
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particularly in e-commerce environments. As technology continues to evolve, understanding its influence on 

consumer decision-making will be essential in developing sustainable and ethical marketing practices. 
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