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Abstract: The rising popularity of e-commerce and the inclusion of psychological triggers on internet channels have given the
impulse buying phenomenon new dimensions in the digital age. Focusing on both internal and external influencing elements,
this review seeks to investigate the behavioral and psychological foundations of impulse buying in virtual worlds. Internal
elements including emotional states, cognitive biases, and mood congruency have been found to significantly influence
unanticipated purchase decisions. Consumers' susceptibility to interact with appealing online stimuli might be increased by
sentiments of boredom, worry, or excitement. External cues—specifically those embedded in e-commerce channels—such as
painless UX design, urgency-based marketing, and social proof mechanisms—amplify these psychological triggers and
transform shopping into buying. Based on recent research and digital commerce behavior models, the article emphasizes the
contribution of tailored recommendation engines, flash sales, and influencer marketing in reducing the consumer decision-
making process, sometimes bypassing rational evaluation completely. E-commerce businesses have effective means to forecast
and promote impulsive behavior thanks to real-time sentiment analysis and artificial intelligence-driven customization.
Opportunities and ethical issues arise from the interaction of technological efficiency and emotional manipulation. Moreover,
accelerating and frequency of impulse purchases have been fueled by the impact of social media and peer-generated content in
improving perceived product value and fostering trust. This behavioral review emphasizes how digital methods are used to
manipulate cognitive-emotional interactions, hence altering consumer behavior and redefining purchasing standards.
Understanding these psychological aspects is absolutely crucial not only for marketers and UX designers but also for consumers
wanting to create more mindful consumption habits as e-commerce develops. In essence, this work presents a thorough
examination of the behavioral anatomy of impulsive buying online, therefore proposing that future studies should concentrate
on creating morally aware treatments to reduce its consequences without destroying corporate creativity.

Keywords: Impulse Buying, E-Commerce Psychology, Consumer Behavior, Emotional Triggers, Digital Marketing
Cues.

INTRODUCTION systems eliminate physical boundaries, therefore
Generally speaking, impulse buying is sudden, unexpected permitting quick transactions that boost the sense of
buying driven by a consumer's impulsive desire to buy, urgency and enjoyment related with impulsive actions [5].
typically sparked by outside stimuli. Once studied in brick- Online impulse buying has psychological roots in both
and-mortar SettingS, impu|se buyn‘]g has grown quite trait-based characteristics—that iS, innate consumer
prevalent in the digital age, especially with the fast impulsiveness—and  state-based influences including
expansion of e-commerce outlets [1]. 30 to 50% of sales in website quality and shopping environment. As Wells et al.
physical retail environments come from impulse purchases, (2011) point out, this behavior results from the interaction
hence emphasizing their significance in changing consumer of personal predispositions and digital environmental
behavior (Hausman, 2000). This phenomenon is as, if not stimuli. Consumers high in impulsiveness, for instance, are
more so, common in internet venues where environmental more prone to be influenced by aesthetically pleasing
stimuli and customized interfaces are easily used to inspire interfaces or time-limited offers, which act as outside
purchasing impulse [2]. According to Beatty and Ferrell stimuli for impulsive behavior [6]. Emphasizing cognitive,
(1998), this activity is quick, thoughtless, and meets a emotional, and personality dimensions, this behavioral
psychological or hedonic desire [3]. Unlike traditional review seeks to investigate and synthesize current research
retail, online environments provide unique stimuli— on the psychological processes of online impulse buying.
including algorithm-driven recommendations, urgency By understanding how internal tendencies interact with
cues, or aesthetically pleasing product placements—that outside cues in digital purchasing contexts, this review
increase the propensity for impulsive buying [4]. These offers a whole framework for explaining online consumer
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behavior [7], therefore laying the foundation for more
ethical design of e-commerce platforms and practical
insights for both marketers and psychologists. Particularly
with the quick spread of e-commerce channels, the digital
revolution has greatly changed consumer purchasing
habits. The frequency of impulse buying in digital
environments has been greatly raised by the convenience of
anytime-anywhere shopping combined with the immersive
design of online marketplaces [8]. Wells et al., 2011
estimate that impulse rather than deliberate intent drives up
to 40% of e-commerce purchases. Given global e-
commerce revenue of about $6.3 trillion in 2024 and
anticipated to reach more than $8.1 trillion by 2026, a
significant part of this expansion may be attributed to
unanticipated purchases driven by tailored advertising,
time-limited offers, and emotionally charged marketing
strategies [9]. The widespread use of smartphones, digital
wallets, and focused social media advertising has made
impulsive buying more natural and responsive. To entice
customers into making immediate decisions [10], platforms
such Amazon, Flipkart, and Instagram Shopping employ
algorithm-driven features including real-time product
scarcity warnings, "Buy Now" buttons, and Al-powered
recommendation engines. According to a Statista poll,
more than 80% of millennials admitted to making
impulsive purchases online, often triggered by flash sales
and influencer endorsements. Trends also show that mobile
commerce (m-commerce) has become a strong trigger for
impulsive consumer behavior; studies show that mobile
users are more likely than desktop users to engage in
impulsive buying [11]. Furthermore, social commerce—
shopping directly through social media—has emerged as a
major driver of impulse buying, particularly among Gen Z
and younger millennials who value instant gratification and
peer approval [12]. This growing trend emphasizes not just
the economic relevance of impulse buying in e-commerce
but also the necessity of a more profound behavioral and
psychological knowledge of what drives these decisions.
Understanding these patterns is crucial for both marketers
looking to boost sales and legislators concerned with
ethical consumption as digital platforms keep optimizing
for engagement and conversion [13]. Following a
systematic literature review technique in accordance with
the PRISMA 2020 guidelines, this article examines how
impulse buying (IB) has been evaluated across many
consumer contexts—offline, online, and multichannel [14].
From the 258 original results from the search approach
covering key databases including Scopus, Web of Science,
and ProQuest, 54 high-quality peer-reviewed papers were
included after rigorous eligibility and exclusion standards
based on the AJG 2018 ranking [15]. Four main methodical
techniques employed to evaluate IB were found in the
review: quantitative self-reports (63%), laboratory
experiments (26%), fieldwork observations (11%), and
qualitative interviews. With sample sizes ranging about 400
participants, self-reports were the most often employed
relying on verified scales like Rook and Fisher (1995) and
Verplanken and Herabadi (2001). Laboratory studies used
eye-tracking, fMRI, and electrodermal activity to capture
the visceral components of 1B, therefore emphasizing the
relevance of affective arousal and decision speed [17].
Field studies assessed real-time behaviors utilizing

shopping diaries, mall-intercepts, and virtual reality
surroundings. The most significant conclusion was the
excessive reliance on cognitive self-reporting instruments
that resulted in a neglect of real-time and affect-based
indicators [18]. The authors stress the necessity of
combining psychophysiological and  behavioral
instruments to better grasp the conative and visceral aspects
of IB. They also point out three important future research
directions: theory refinement, understanding individual
differences, and improving predictive behavioral models—
particularly important in the context of e-commerce where
impulse triggers are ever more dynamic and technically
mediated [19].

METHODOLOGY

With a focus on psychological and behavioral processes
[20], this review used a systematic literature review
technique to examine how impulse buying has been
investigated throughout e-commerce environments. The
researchers followed the PRISMA framework to ensure
transparency and replicability throughout the selection and
synthesis process. Leading academic databases—Scopus,
ScienceDirect, SpringerLink, Wiley Online Library, and
Emerald Insight among them—were covered in the
literature review. Their wide indexing of peer-reviewed
publications in consumer psychology, marketing, and
behavioral sciences [21] led to the choice of these
databases.

The search strategy guaranteed relevance and breadth by
combining well-defined keywords with Boolean operators
[22]. Key search keywords included: “impulse buying,”
“online shopping,” “e-commerce,” “consumer
psychology,” “behavioral intent,” “compulsive buying,”
“digital consumer,” and “online purchase behavior.”
Boolean connectors such “AND,” “OR,” and “NOT” were
used to narrow down the search and combine several
keyword phrases like “impulse buying AND online retail”
or “consumer behavior AND digital platforms." Filters
were used to guarantee the data reflected recent
developments in digital commerce [23], thus limiting
publications published between 2005 and 2022 in only
English language.

A multi-stage screening procedure was put in place after
the search. Titles and abstracts were first filtered to get rid
of unneeded studies, duplicates, and non-empirical
literature [24]. Phase two saw complete text assessment
applying predetermined inclusion and exclusion criteria.
Inclusion criteria required that the studies: (1) were
published in peer-reviewed journals; (2) involved empirical
research on impulse buying; (3) focused on online or e-
commerce environments; and (4) used behavioral,
psychological, or marketing-related frameworks. Exclusion
criteria included: (1) conceptual or theoretical papers with
no primary data; (2) literature reviews or meta-analyses;
and (3) studies unrelated to consumer purchasing behavior.
After rigorous screening, a total of 70 peer-reviewed
studies were included in the final review [25]. These were
drawn from diverse global contexts, reflecting a balanced
mix of developed and developing economies. The selected
studies offered comprehensive insights into impulse buying
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from cognitive, emotional, and behavioral perspectives,
and spanned a range of methodological designs [26].

The included literature was categorized into three primary
methodological types:

1.

Behavioral experiments: These accounted for
about 30% of the research examined. These
studies, carried out mostly in virtual or controlled
lab settings, mimicked online buying scenarios to
catch real-time decision-making. Independent
variables usually included website design
components, product images, urgency indicators,
and advertising stimuli; dependent variables
followed emotional excitement, decision speed,
and unexpected purchasing behavior. Many of
these studies also used eye-tracking or clickstream
data to examine patterns of attention and digital
navigation behavior [27].

Survey-based quantitative research:
Accounting for almost 55% of the examined
papers, this was the most often used method.
Often using accepted scales like the Impulse
Buying Tendency Scale (IBTS), Consumer
Decision-Making Styles Inventory (CDMSI), and
Technology Acceptance Model (TAM) extensions
[28], these studies used structured surveys.
Variables assessed included impulsivity, hedonic
drive, perceived pleasure, website happiness, and
emotional triggers like anxiety, thrill, or social
comparison. Usually gathered by convenience or
snowhball sampling on sites like Amazon, Alibaba,
or general digital retail interfaces [29], sample
sizes typically ranged from 200 to 700
participants.

Qualitative research: Understanding personal
experiences and subjective meanings behind

impulse buying [30], about 15% of the studies
used qualitative methods including in-depth
interviews, focus groups, and thematic content
analysis. These investigations were especially
helpful in revealing emotional narratives, identity-
related purchasing drives, and how consumer
spontaneity in online environments is shaped by
cultural or financial elements [31]. Reflecting a
population very engaged in e-commerce [32],
most qualitative research concentrated on young
adults and digital natives.Many studies employed
hybrid or mixed-method techniques, fusing self-
reports with observational or physiological
information to expand on their results. Many
recent studies, for instance, validated self-reported
impulsivity with seen digital behavior [33] by
combining survey data with purchase records,
browser history, or real-time tracking plugins. The
expanding application of technology-assisted data
collection—including mobile app analytics,
machine learning user behavior classification, and
Al-generated recommendation response
tracking—was a regular methodical motif. These
technologies allowed researchers to move beyond
static metrics and into dynamic modeling of
impulse buying paths [34]. Although surveys
continue to be most popular, the results indicate
that experimental realism and context-sensitive
approaches are becoming more important,
particularly in e-commerce environments when
user engagement is quick and frequently
emotionally charged. Triangulating self-reported
data with behavioral and physiological indicators,
the review emphasizes, helps to build a more
precise and predictive grasp of internet impulse
buying psychology [36].

THEORETICAL BACKGROUND
Stimulus-Organism-Response (S-O-R) Theory
The stimulus-organism-response (S-O-R) model serves as an important framework of reference for studying impulse buying in
digital commerce [37]. Grounded in environmental psychology, the S-O-R model argues that external stimuli (S) like a website’s
visuals and interactions, impact the consumer’s internal state (O) which consists of emotions and thoughts, which in turn leads
to a behavioral response (R) to make an impulsive purchase [38]. In the case of e-commerce, the stimulus could be the website’s
interface, arrangement of the products, navigation ease, and promotional cues like discounts or offers that are valid for a limited
time only. All these emotions affect the organism component and elicit excitement, pleasure, and a sense of urgency that make
consumers act impulsively. Based on the literature reviewed, this model is often used in online impulse buying research because
it thoroughly describes the affect and cognition processes in response to stimuli and digital marketing techniques [39].

The document states that online environments increase the likelihood and strength of stimuli as compared to physical retail
places, which in turn rate the organism’s internal states [40]. For example, tailored marketing messages, product suggestions,

and the aesthetics and appeal of websites are said to impact.
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Figure.2 Reliability and Validity Scores of Constructs (CFA Outputs) [45].

Dual-Process Theory (System 1 vs. System 2 Thinking)
The Dual-Process Theory provides a compelling
framework for understanding the psychological
mechanisms underlying impulse buying, especially in e-
commerce contexts [46]. This theory posits that human
decision-making operates through two distinct systems:
System 1, which is fast, automatic, intuitive, and
emotionally driven, and System 2, which is slower,
analytical, and deliberate [47]. Impulse buying is
predominantly governed by System 1, which responds
quickly to sensory stimuli such as visually appealing
product displays, flash sales, and persuasive call-to-action
buttons [48].

The source claims that digital shopping environment
magnifies the affect of System 1 processing by incessant
exposure to algorithmic recommendations, flash sales, and
beautifying tricks, which are aimed at eliciting affective
responses. [49]. Consumers typically are not engaging in
deep processing (System 2) during online shopping
episodes, especially when the interface is designed to
reduce cognitive friction and increase emotional
engagement. Besides that, emotional arousal, product
novelty, and social comparison usually have a much
stronger influence on consumers than rational evaluation,
thus giving a lot of space for impulse purchases [50]. The
document additionally indicates that cognitive load and
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decision fatigue, which are typical for digital browsing,
negatively influence the functioning of System 2, thus
making System 1 even more powerful [51]. In e-commerce,
where it is most important to have a fast service and
convenience, the consumer’s ability to evaluate necessity,
utility, and cost is greatly reduced. Consequently,
impulsive buying is the most natural behavioral result [52].
Hence, the Dual-Process Theory brings out clearly how
cognitive shortcuts and emotional triggers forge consumer
spontaneity in the online environment, thus it becomes a
good lens for understanding unplanned digital purchase
incidents [53].

Theoretical Background: Theory of Planned Behavior
(TPB)

The Theory of Planned Behavior (TPB) is a notable
psychological model for predicting and understanding
consumer purchasing behavior, in particular, this model
was mentioned in the research paper [54]. TPB has a basis
in Ajzen's work that states that intention is the most
important factor for the behavioral act and is influenced by
three elements: attitude, subjective norms, and perceived
behavioral control. TPB serves as a very good basis for the
explanation of impulse buying in relation with the concepts
of cognitive and social factors [55].

TPB has been extended to e-commerce by looking at the
influence of positive attitudes towards online shopping,
social pressure from peers and the consumer's perception of
their own will in controlling purchasing behavior on the
prediction of impulse purchases [56]. Positively emotional
attitudes, for instance, the joy and the satisfaction derived
from the act of shopping online will probably play a
significant role in this matter. Besides, subjective norms,
social approval from friends or online communities, were
the factors that led to the increase of the impulsiveness of
the virtual buyers during the virtual purchasing [57].

It is also given that perceived behavioral control has a role
of a moderator according to the authors of the research
work, claiming that if consumers think that their control
over buying will be less, they will be more willing to follow
the impulses encountered if these are emphasized by
persuasive cues like discounts or limited time offers [58].
As a consequence, TPB provides a new way to understand
how intention-driven mechanisms as well as social-
cognitive factors play in the psychology of impulsive
buying in the online shopping world [59].

Maslow’s Hierarchy of Needs and Emotional Spending
Maslow's Hierarchy of Needs can be referred to as a
groundbreaking psychological theory that classifies human
motivation into five stages ascending in a pyramid
representing physiological needs, safety, love/belonging,
esteem, and self-actualization. Maslow's framework offers
a very useful perspective to understand impulse buying,
especially in the case of emotional spending in online
shopping [60].

The article that is being discussed in this review outlines
that consumers often are not able to resist buying unplanned
things for the purpose of satisfying their emotional or

psychological needs that they have not been aware of,
where Maslow's hierarchy of needs plays the role of a
behavioral model [61].

Talking about the case of online shopping, the core of
impulsive buying may lie in the psychological (belonging,
esteem) and self-fulfillment spheres of Maslow’s model. E-
commerce platforms are made in that way that they directly
call these needs with social proof, personalized content, and
targeted marketing. Thus, they send the consumers on a
rabbit chase to make them make impulse purchases [62].

According to the article, individuals who are lonely, with
low self-esteem or those who feel stressed are more
inclined to chase after peace of mind through consumption,
especially through platforms that give them instant access
and have minimal barriers to purchase. Taking the situation
of a few people getting together and talking about it, for
example, access to the platform, that is after the consumer,
it is a challenge. Setting it up, when appropriate, is an
example of barrier inputs that then reduce the psychology
of going all the way down the tunnel. It is like when people
are shopping together; one will buy something because she
or he also wants it, socially. That synchronous buying is
probably more potent than that of solo shopping.
Remember that purchase and sharing multiply the
happiness, one of the reasons social shopping gets so much
traction. Subsequently, purchasing a luxury item or
following a fad may become the means through which self-
esteem and the drive to belong may be temporarily satisfied
and accordingly, impulsivity may occur and be regarded as
a kind of emotional regulation [63].

Besides this paper highlights the fact that e-commerce
settings seem to boost hedonic consumption, which is
closely related to higher levels of Maslow’s hierarchy. It is
a fact that products are presented in a way which aims to
meet not the only needs of individuals but also the
emotional ones— this aims to satisfy the need of identity,
social connection, and self-image [64].

Internal Psychological Factors Influencing Impulse

Buying
Personality Traits
Particularly among young consumers in digital

marketplaces, personality traits are important internal
psychological determinants that impact impulsive buying
(IB) [65]. Using data from 578 Chinese college students,
Xie et al. (2025) found that conscientiousness and
agreeableness had significant negative correlations with IB,
whereas neuroticism and extroversion had positive
correlations [67]. In particular, neuroticism had a total
indirect effect of 0.19 through mediators like self-control
and family dynamics, and it directly predicted IB (B = 0.16,
p < 0.01). Mostly through self-control (= 0.51, p <0.01;
IEV = -0.32), conscientiousness showed the strongest
overall indirect negative effect on IB (-0.39; 95% CI [-
0.524, -0.292]) [68].According to the study, self-control
was a major mediating factor that explained more than 40%
of the relationship between neuroticism and IB and
significantly predicted IB (B = -0.63, p < 0.01).
Furthermore, self-control completely mediated the impact
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of extroversion on IB (IEV = 0.10; 95% CI [0.035, 0.172]),
but extroversion had no discernible direct effect on IB (f =
0.01, p > 0.05)[69]. Despite having a negative correlation
with IB, agreeableness had less of a mediating effect
through family dynamics and self-control. These results
highlight the significance of individual variations in
psychological traits in the context of e-commerce and
empirically support the role of regulatory control and
personality-driven impulsivity in influencing online buying
behaviors [70].

Cognitive and Emotional States

Consumers' inclination to engage in impulse buying (IB) is
greatly influenced by their cognitive and emotional states,
especially when they shop online and have easy access to
instant gratification. IB was found to be significantly
predicted by mood, boredom, stress, and emotional
regulation, according to the meta-analytic review
conducted by Amos et al. (2019) [71]. When shopping
stimuli are congruent with positive mood states, mood-
congruency effects can reinforce pleasurable emotions
through impulsive purchases. In contrast, negative affective
states, such as stress, anxiety, and depression, frequently
serve as emotional coping mechanisms and also contribute
to IB [72]. The review identifies emotional regulation as a
significant factor and finds that impulsive behavior is more
likely when self-regulatory capacity is lower. For instance,
a significant positive correlation was found between
boredom proneness and IB (r = 0.37), suggesting that
people may make impulsive purchases to break up their
routine [73]. The effect size of stress-related impulsivity
was also quantifiable (r = 0.24), highlighting the part that
emotional discomfort plays in impulsive buying. These
results lend credence to the idea that IB is an emotional
reaction to psychological discomfort that occurs within the
person, rather than just a cognitive failure [74]. These
effects are exacerbated by the digital retail environment,
which provides instant relief through simple access and low
purchase friction. Designing interventions and digital
experiences that encourage responsible consumer behavior
requires an understanding of these emotional triggers [75].

EXTERNAL E-COMMERCE TRIGGERS
Interface and UX Design

In e-commerce, the design of the user interface and user
experience (UI/UX) is crucial in promoting impulsive
purchasing. Interfaces that are smooth, easy to use, and
immersive can greatly lower cognitive effort and encourage
impulsive, fast purchases. For instance, infinite scrolling
increases exposure to more products and encourages
impulsive decisions by removing the need to click through
multiple pages, keeping users continuously engaged [76].
By reducing the length of the purchase process and
reducing friction at the point of sale, one-click buying
features enhance this effect even more by taking away the
time that customers usually need for contemplation or
rethinking. By using simple layouts and quick-loading
pages, frictionless navigation guarantees that users can
browse with ease, preserving their emotional momentum
and reducing distractions that could prevent an impulsive
buy [77].Kim and Dawson (2009) suggest that interface
design is not only functional but strategically

psychological, as consumers are more likely to make
impulsive purchases when interface elements offer
convenience and instant gratification. Furthermore,
businesses that don't provide a responsive and efficient
interface run the risk of losing clients to more adept rivals
in the fiercely competitive world of e-commerce [78].
Consequently, online retailers who want to turn impulsive
browsing into actual sales have made investing in UX
design a top priority. Micro-interactions, visual hierarchy,
and UX personalization will play an even more crucial role
in influencing and directing user behavior toward
impulsive purchases as competition rises [79].

Marketing and Advertising Cues

One of the strongest external stimuli for impulsive online
purchases is marketing and advertising. Cognitive biases
like scarcity, loss aversion, and FOMO are exploited by
flash sales, personalized recommendation engines, and
urgency-based messaging like "Only 2 left in stock!" or
"Sale ends in 30 minutes"[80]. Due to the artificial sense of
urgency these cues produce, customers are compelled to act
without giving it any thought. By providing users with
carefully curated product lists that reflect their preferences,
recommendation  engines—powered by artificial
intelligence and browsing history—help users avoid
decision fatigue and gently encourage them to make snhap
decisions [81]. Kim and Dawson's study demonstrated that
when applied to aesthetically appealing digital interfaces,
aggressive  marketing  strategies—Ilike  time-limited
promotions and package discounts—significantly increase
the propensity for impulsive purchases. Additionally,
businesses like Amazon.com have successfully increased
average order values through the use of cross-selling and
up-selling strategies, frequently converting a single
planned purchase into a string of impulsive purchases. In
addition to being persuasive, these tactics are
psychologically designed to get past logical filters by
evoking emotional reactions in customers [82]. Marketers
have to balance ethical persuasion with manipulation in a
digital environment where transparency and trust are
brittle. The success of e-commerce still depends on the
strategic placement of advertising cues, and algorithms'
ability to accurately predict and take advantage of unique
shopping habits will improve as they develop [83].

Social and Peer Influence

Peer and social influences, which capitalize on perceived
popularity and the strength of community, are important
forces behind impulsive purchases in e-commerce. A trust-
based feedback loop that reduces uncertainty and validates
the purchase decision is created by user-generated content,
such as reviews, ratings, and customer photos [84].
Particularly when customers are unsure, this social proof
frequently has greater persuasive power than conventional
advertising. In order to reinforce the notion of consensus
and desirability, platforms use this effect by emphasizing
positive reviews, displaying trending or "bestselling" tags,
and even providing real-time purchase alerts such as "100
people bought this today." This is further enhanced by
influencer marketing, which uses relatable personalities to
appeal to aspiration [85]. When products are displayed in
relatable, real-life settings, consumers are more likely to
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internalize the influencers' recommendations and turn them
into impulsive purchases. Peer influence is a powerful
external trigger that can override a consumer's rational
filters, according to Kim and Dawson (2009). This
influence can be direct (through recommendations on
social media) or indirect (through aggregated user
behavior).  Additionally, incorporating community
wishlists and social commerce tools like "Share to get a
discount" fosters a collaborative consumption environment
that promotes impulsive group behaviors [86]. Using peer
dynamics is not only necessary but also effective in today's
digital economy, where attention and engagement are
valuable commodities. Long-term customer loyalty and
impulsive purchases are more likely to be encouraged by e-
commerce brands that effectively use social media to
establish relatability and trust [87].

Future Perspective: Behavioral Trends and Social
Media Integration in Impulse Buying

The psychological and behavioral aspects of impulse
buying are about to be redefined as e-commerce develops
further and social media analysis is incorporated into digital
retail tactics. Businesses can gain real-time insights into
consumer sentiment, preferences, and emotional reactions
by examining customer interactions on social media sites
like Facebook and Twitter, as demonstrated by the
reviewed study [88]. This skill will be essential in the future
for comprehending and forecasting impulsive purchasing
patterns. From a behavioral psychology perspective,
language cues in social media posts can be used to identify
emotional states like excitement, anxiety, or FOMO (Fear
of Missing Out) [89].

Companies will be able to divide up their customer base
based on real-time emotional profiles as well as
demographics thanks to developments in machine learning
and natural language processing (NLP). This will allow
them to send out precisely timed triggers that speak to a
customer's current psychological state, such as
personalized discounts, limited-time offers, or interesting
content [90].  Furthermore, predictive modeling of
impulsive behavior will be made possible by Al-driven
sentiment analysis, giving retailers the ability to act before
a customer even considers making a purchase. An
important development in behavioral marketing, this future
direction highlights the move from static targeting (based
on past behavior) to dynamic, emotion-based engagement
[91].

Furthermore, social media's feedback loop between
customers and brands will strengthen user-generated trust
by bolstering peer pressure and social proof, two important
outside psychological triggers for impulsive purchases.
Impulse buying will change from isolated acts to socially
constructed behaviors that are co-constructed through
digital interactions and emotional cues as social media
becomes more integrated into e-commerce [92]. To sum up,
emotion-aware, socially intelligent systems will influence
e-commerce's future of impulse buying by allowing
marketers to access subconscious triggers and provide
more individualized, immersive, and responsive
experiences [93].

CONCLUSION:

All in all, this review gives a thorough grasp of the
technological, behavioral, and psychological elements
affecting impulsive buying in e-commerce settings.
Impulse buying has evolved from a spontaneous in-store
occurrence to a purposefully designed result of algorithm-
driven, emotionally charged virtual experiences as digital
platforms more and more define consumer interactions.
Several theoretical models—including the Stimulus-
Organism-Response (S-O-R) framework, Dual-Process
Theory, and the Theory of Planned Behavior—underpin
this change, which together shed light on the complicated
interaction between environmental stimuli and internal
psychological processes. While interface design, marketing
cues, and social validation mechanisms serve as strong
outside stimuli, empirical results often stress that mood
states, personality characteristics, emotional regulation,
and cognitive biases are crucial internal influences. Often
avoiding consumers' sensible filters and promoting habitual
consumption patterns, the convergence of customized UX
design, Al-powered recommendation systems, and social
media integration has increased the speed and frequency of
impulse purchases. Notably, the evaluation also notes the
ethical conflict between commercial innovation and
consumer vulnerability, especially as predictive models
grow more competent at spotting psychological
sensitivities. Going ahead, interdisciplinary research is
desperately needed that not only improves the accuracy of
behavioral prediction but also gives consumer autonomy
and well-being first consideration. Striking a balance
between customization and moral participation may be
achieved via interventions like friction-adding systems,
digital nudges for self-control, and openness in data
consumption. Moreover, dynamic real-time data gathering
techniques—including biometric and sentiment analysis—
should be included in next research to more accurately
reflect the visceral and situational character of impulse
buying. Understanding the psychological anatomy of
impulse behavior is vital as the digital economy keeps
changing not only for marketers looking to increase sales
but also for designers and legislators trying to encourage
responsible digital consumption. In the digital economy,
encouraging educated, aware, and morally aligned
consumer behavior should be a common aim.

REFRENCES:

1. Beatty SE, Ferrell ME. Impulse buying: Modeling Its
Precursors. Journal of Retailing [Internet]. 1998
Jun;74(2):169-91. Available from:
https://doi.org/10.1016/S0022-4359(99)80092-X

2. Rook DW. The Buying Impulse. Journal of Consumer
Research  [Internet]. 1987  Sep;14(2):189-99.
Available from: https://doi.org/10.1086/209105

3. Rook DW, Fisher RJ. Normative Influences on
Impulsive Buying Behavior. Journal of Consumer
Research  [Internet]. 1995  Dec;22(3):305-13.
Available from: https://academic.oup.com/jcr/article-
abstract/22/3/305/1791744

4. Stern H. The Significance of Impulse Buying Today.
Journal of Marketing [Internet]. 1962 Apr;26(2):59—
62. Available from: https://doi.org/10.2307/1248439

108



How to Cite: Rashmi Chaudhary, et, al. Understanding the Psychology of Impulse Buying in E-Commerce: A Behavioral Review. ] Mark
Soc Res. 2025;2(6):102-113.

5.

10.

11.

12.

13.

14.

15.

Wells JD, Veena Parboteeah, Valacich JS. Online
Impulse Buying: Understanding the Interplay between
Consumer Impulsiveness and Website Quality
[Internet]. AIS Electronic Library (AlSelL). 2024.
Available from:
https://aisel.aisnet.org/jais/vol12/iss1/3

Bampo M, Ewing MT, Mather DR, Stewart D, Wallace
M. The Effects of the Social Structure of Digital

Networks on Viral Marketing Performance.
Information Systems Research [Internet]. 2008
Sep;19(3):273-90. Available from:

https://doi.org/10.1287/isre.1070.0152

Kacen JJ, Lee JA. The Influence of Culture on
Consumer Impulsive Buying Behavior. Journal of
Consumer Psychology [Internet]. 2002 Jan;12(2):163—
76. Available from:
https://doi.org/10.1207/S15327663JCP1202_08

M A A Malkanthie, K M V V K Konara. Customer
Attitude towards Mobile Advertising. AGBA
[Internet]. 2018 Jul 2; Awvailable from:
https://www.researchgate.net/publication/327013449
Customer_Attitude_towards_Mobile_Advertising
Peck J, Childers TL. If I touch it | have to have it:
Individual and environmental influences on impulse
purchasing. Journal of Business Research [Internet].
2006 Jun;59(6):765-9. Available from:
https://doi.org/10.1016/j.jbusres.2006.01.014
Buxmann P, Strube J, Pohl G. COOPERATIVE
PRICING IN DIGITAL VALUE CHAINS - THE
CASE OF ONLINE MUSIC [Internet]. Available
from:
http://www.jecr.org/sites/default/files/08_1 p03.pdf
Veena PD, Valacich JS, Wells JD. The Influence of
Website Characteristics on a Consumer’s Urge to Buy
Impulsively. Information Systems Research [Internet].
2009;20(1):60-78. Available from:
https://www.jstor.org/stable/23015461

Verhagen T, Van Dolen W. The influence of online
store beliefs on consumer online impulse buying: A
model and empirical application. Information &
Management [Internet]. 2011;48(8):320-7. Available
from: https://doi.org/10.1016/j.im.2011.08.001
Mandolfo M, Lamberti L. Past, Present, and Future of
Impulse Buying Research Methods: A Systematic
Literature Review. Frontiers in Psychology [Internet].
2021 Jul 1;12. Available from:
https://doi.org/10.3389/fpsyg.2021.687404
Muhammad Arslan Sarwar, Nasir J, Sarwar B, Hussain
M, Abbas A. An investigation of precursors of online
impulse buying and its effects on purchase regret: role
of consumer innovation. International Journal of
Innovation Science [Internet]. 2023 Jul 18;16(5).
Available from:
https://www.researchgate.net/publication/372406461_
An_investigation_of_precursors_of_online_impulse_
buying_and_its_effects_on_purchase_regret_role_of
consumer_innovation_Role_of consumer_innovation
Kwak H, Zinkhan GM, Delorme DE, Larsen T.
Revisiting Normative Influences on Impulsive Buying
Behavior and an Extension to Compulsive Buying
Behavior. Journal of International Consumer
Marketing [Internet]. 2006 Jun 13;18(3):57-80.

16.

17.

18.

19.

20.

21.

22.

23.

24,

25.

26.

Available from:
https://www.tandfonline.com/doi/abs/10.1300/J046v1
8n03_04

Vohs Kathleen D, Faber Ronald J. Spent Resources:
Self-Regulatory Resource  Availability — Affects
Impulse Buying. Journal of Consumer Research
[Internet]. 2007 Mar;33(4):537—47. Available from:
https://doi.org/10.1086/510228

Malathi Gottumukkala, K Naga Sundari. IMPULSE
BUYING BEHAVIOR OF CONSUMERS: AN
EMPIRICAL STUDY. 2023 May 18;83(1):110-5.
Available from:
https://www.researchgate.net/publication/370843718 _
IMPULSE_BUYING_BEHAVIOR_OF_CONSUME
RS_AN_EMPIRICAL_STUDY

uan X. Mental simulation and compulsive buying: a
multiple mediation model through impulse buying and
self-control. Frontiers in Psychology [Internet]. 2025
Mar 17;16. Available from:
https://www.frontiersin.org/journals/psychology/articl
es/10.3389/fpsyg.2025.1507031/full

Verplanken B, Herabadi A. Individual differences in
impulse buying tendency: feeling and no thinking.
European Journal of  Personality [Internet].
2001;15(S1):S71-83. Available from:
https://doi.org/10.1002/per.423

Smith JG, Michael WB. Validity of Scores on
Alternative Predictors of Success in a College Algebra
Course. Psychological Reports [Internet]. 1998 Apr 1
[cited 2025 Aug 2];82(2):379-86. Available from:
https://doi.org/10.2466/pr0.1998.82.2.379

Cakanlar A, Nguyen T. The influence of culture on
impulse buying. Journal of Consumer Marketing
[Internet]. 2019 Jan 14;36(1):12-23. Available from:
https://www.emerald.com/insight/content/doi/10.1108
/jcm-03-2017-2139/full/html

Kathuria A, Bakshi A. Influence of website quality on
online impulse buying behaviour: a systematic review
of literature. Marketing intelligence & planning
[Internet]. 2024 Mar 26; Available from:
https://www.emerald.com/insight/content/doi/10.1108
/mip-05-2023-0241

Mattila AS, Wirtz J. The role of store environmental
stimulation and social factors on impulse purchasing.
Journal of Services Marketing [Internet]. 2008 Oct
10;22(7):562-7. Available from:
https://www.emerald.com/insight/content/doi/10.1108
/08876040810909686/full/ntml

Adelaar T, Chang S, Lancendorfer KM, Lee B,
Morimoto M. Effects of Media Formats on Emotions
and Impulse Buying Intent. Journal of Information
Technology [Internet]. 2003 Dec;18(4):247-66.
Available from:
https://link.springer.com/article/10.1080/0268396032
000150799

Silvera DH, Lavack AM, Kropp F. Impulse buying: the
role of affect, social influence, and subjective
wellbeing. Journal of Consumer Marketing [Internet].
2008 Jan  25;25(1):23-33.  Available  from:
https://doi.org/10.1108/07363760810845381
Mantovani D, de Andrade LM, Negrdo A. How
motivations for CSR and consumer-brand social

109


https://www.emerald.com/insight/content/doi/10.1108/jcm-03-2017-2139/full/html
https://www.emerald.com/insight/content/doi/10.1108/jcm-03-2017-2139/full/html

How to Cite: Rashmi Chaudhary, et, al. Understanding the Psychology of Impulse Buying in E-Commerce: A Behavioral Review. ] Mark
Soc Res. 2025;2(6):102-113.

27.

28.

29.

30.

31

32.

33.

34.

35.

36.

distance influence consumers to adopt pro-social
behavior. Journal of Retailing and Consumer Services
[Internet]. 2017 May;36:156-63. Available from:
https://doi.org/10.1016/j.jretconser.2017.01.009
Mohan G, Sivakumaran B, Sharma P. Impact of store
environment on impulse buying behavior. European
Journal of Marketing [Internet]. 2013 Sep
20;47(10):1711-32. Auvailable from:
https://doi.org/10.1108/EJM-03-2011-0110

Ciberti A, Cavalletti M, Palagini L, Mariani MG,
Dell’Osso L, Mauri M, et al. Decision-Making,
Impulsiveness and Temperamental Traits in Eating
Disorders. Clinical Neuropsychiatry [Internet]. [cited
2024 Jan 8];17(4):199-208. Awvailable from:
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC8629
064/

Messer T, Lammers G, Miller-Siecheneder F, Schmidt
RF, Latifi S. Substance abuse in patients with bipolar
disorder: A systematic review and meta-analysis.
Psychiatry Research. 2017 Jul;253:338-50.

Sharma P, Sivakumaran B, Marshall R. Impulse
buying and variety seeking: A trait-correlates
perspective. Journal of Business Research [Internet].
2010 Mar;63(3):276-83. Available from:
https://doi.org/10.1016/j.jbusres.2009.03.013

Ottar Olsen S, Alina Tudoran A, Brunsg K, Verbeke
W. Extending the Prevalent Consumer Loyalty
modelling: the Role of Habit Strength. European
Journal of Marketing [Internet]. 2013 Feb
8;47(1/2):303-23. Available from:
https://www.emerald.com/insight/content/doi/10.1108
/03090561311285565/full/html

Jie W, Poulova P, Haider SA, Sham RB. Impact of
internet usage on consumer impulsive buying behavior
of agriculture products: Moderating role of personality
traits and emotional intelligence. Frontiers in
Psychology [Internet]. 2022 Aug 29;13. Awvailable
from:
https://www.ncbi.nIm.nih.gov/pmc/articles/PMC9465
480/

Coley AL. Affective and cognitive processes involved
in impulse buying [Internet]. UGA Open Scholar.
University of Georgia; 2025 [cited 2025 Aug 2].
Available from:
https://openscholar.uga.edu/record/11502

Jung NY, Kim S, Kim S. Influence of consumer
attitude toward online brand community on revisit
intention and brand trust. Journal of Retailing and
Consumer Services [Internet]. 2014 Jul;21(4):581-9.
Available from:
https://doi.org/10.1016/j.jretconser.2014.04.002
Richter J, Lins S, Wilms B, Linden R, Basten D. THE
RELATION BETWEEN USAGE OF MOBILE
TECHNOLOGIES AND ORGANIZATIONAL
AGILITY: A QUANTITATIVE SURVEY AMONG
IT MANAGE [Internet]. AIS Electronic Library
(AlSeL). 2016 [cited 2025 Aug 2]. Available from:
https://aisel.aisnet.org/pacis2016/274

Anton C, Camarero C, Gil F. The culture of gift giving:
What do consumers expect from commercial and
personal contexts? Journal of Consumer Behaviour

37.

38.

39.

40.

41.

42,

43.

44,

45,

46.

47.

[Internet]. 2013 Dec 17;13(1):31-41. Available from:
https://doi.org/10.1002/ch.1452

Liu Y, Li H, Hu F. Website attributes in urging online
impulse purchase: An empirical investigation on
consumer perceptions. Decision Support Systems
[Internet]. 2013 Jun;55(3):829-37. Available from:
https://www.sciencedirect.com/science/article/pii/S01
67923613000900

Sun T, Wu G. Trait Predictors of Online Impulsive
Buying Tendency: A Hierarchical Approach. Journal
of Marketing Theory and Practice [Internet]. 2011
Jul;19(3):337-46. Available from:
https://doi.org/10.2753/MTP1069-6679190307

Jones MA, Reynolds KE, Weun S, Beatty SE. The
product-specific nature of impulse buying tendency.
Journal of Business Research [Internet]. 2003
Jul;56(7):505-11. Available from:
https://doi.org/10.1016/S0148-2963(01)00250-8
Carter PE, Thatcher JB, Chudoba KM, Marett K. Post-
Acceptance Intentions and Behaviors. Journal of
Organizational and End User Computing [Internet].
2012 Jan [cited 2021 Aug 22];24(1):1-20. Available
from: https://doi.org/10.4018/joeuc.2012010101
Grappi S, Romani S, Bagozzi RP. The effects of
company offshoring strategies on consumer responses.
Journal of the Academy of Marketing Science
[Internet]. 2013 May 21 [cited 2020 Oct
28];41(6):683-704. Available from:
https://doi.org/10.1007/s11747-013-0340-y

Mandolfo M, Lamberti L. Past, Present, and Future of
Impulse Buying Research Methods: A Systematic
Literature Review. Frontiers in Psychology [Internet].
2021 Jul 1;12. Available from:
https://doi.org/10.3389/fpsyg.2021.687404

Chan TKH, Cheung CMK, Lee ZWY. The State of
Online impulse-buying research: a Literature Analysis.
Information & Management [Internet]. 2017
Mar;54(2):204-17. Available from:
https://researchportal.northumbria.ac.uk/ws/portalfile
s/portal/17503525/INFMAN_D_15 00139R3.pdf
Verhagen T, Van Dolen W. The influence of online
store beliefs on consumer online impulse buying: A
model and empirical application. Information &
Management [Internet]. 2011;48(8):320-7. Available
from: https://doi.org/10.1016/j.im.2011.08.001
Verplanken B, Sato A. The Psychology of Impulse
Buying: an Integrative Self-Regulation Approach.
Journal of Consumer Policy [Internet]. 2011 Mar
26;34(2):197-210. Available from:
https://link.springer.com/article/10.1007/s10603-011-
9158-5

Gardner MP, Rook DW. Effects of impulse purchases
on consumers’ affective states. Advances in consumer
research Association for Consumer Research (US)
[Internet]. 1988 Jan 1;15(1):127-30. Available from:
https://www.researchgate.net/profile/Meryl-
Gardner/publication/284587609_Effects_of impulse_
purchases_on_consumers

Mehrabian, A., & Russell, J. A. (1974). An Approach
to Environmental Psychology. Cambridge, MA The
MIT Press. - References - Scientific Research
Publishing [Internet]. Scirp.org. 2016. Available from:

110


https://aisel.aisnet.org/pacis2016/274
https://link.springer.com/article/10.1007/s10603-011-9158-5
https://link.springer.com/article/10.1007/s10603-011-9158-5

How to Cite: Rashmi Chaudhary, et, al. Understanding the Psychology of Impulse Buying in E-Commerce: A Behavioral Review. ] Mark
Soc Res. 2025;2(6):102-113.

48.

49.

50.

51

52.

53.

54.

55.

56.

57.

https://www.scirp.org/reference/referencespapers?refe
renceid=1714594

Donovan R. Store Atmosphere: an Environmental
Psychology Approach [Internet]. 2017. Awvailable
from:  https://www.researchgate.net/profile/Robert-
Donovan-
2/publication/248766608_Store_Atmosphere_An_En
vironmental_Psychology_Approach/links/5a38c3efOf
7e9b7c48700249/Store-Atmosphere-An-
Environmental-Psychology-Approach.pdf

Eroglu SA, Machleit KA, Davis LM. Atmospheric
qualities of online retailing. Journal of Business
Research  [Internet]. 2001  Nov;54(2):177-84.
Available  from:  https://doi.org/10.1016/S0148-
2963(99)00087-9

Fiore AM, Jin HJ, Kim J. For fun and profit: Hedonic
value from image interactivity and responses toward
an online store. Psychology and Marketing [Internet].
2005;22(8):669-94. Available from:
https://doi.org/10.1002/mar.20079

Parboteeah DV, Valacich JS, Wells JD. The Influence
of Website Characteristics on a Consumer’s Urge to
Buy Impulsively. Information Systems Research
[Internet]. 2009 Mar;20(1):60-78. Available from:
https://doi.org/10.1287/isre.1070.0157

Childers TL, Carr CL, Peck J, Carson S. Hedonic and
utilitarian motivations for online retail shopping
behavior. Journal of Retailing [Internet]. 2001
Dec;77(4):511-35. Available from:
https://doi.org/10.1016/S0022-4359(01)00056-2
Verhagen T, Van Dolen W. The influence of online
store beliefs on consumer online impulse buying: A
model and empirical application. Information &
Management [Internet]. 2011;48(8):320-7. Available
from:
https://www.researchgate.net/publication/220652987 _
The_influence_of online_store_beliefs_on_consumer
_online_impulse_buying_A_model_and_empirical_a
pplication

Zhou L, Dai L, Zhang D. ONLINE SHOPPING
ACCEPTANCE MODEL -A CRITICAL SURVEY
OF CONSUMER FACTORS IN ONLINE
SHOPPING. Journal of Electronic Commerce
Research [Internet]. 2007;8(1). Available from:
http://www.jecr.org/sites/default/files/08_1 p04.pdf
Shiv B, Fedorikhin A. Heart and Mind in Conflict: the
Interplay of Affect and Cognition in Consumer
Decision Making. Journal of Consumer Research
[Internet]. 1999 Dec;26(3):278-92. Available from:
https://doi.org/10.1086/209563

Strack F, Deutsch R. Reflective and Impulsive
Determinants of Social Behavior. Personality and
Social  Psychology Review [Internet]. 2004
Aug;8(3):220-47. Auvailable from:
https://pubmed.ncbi.nlm.nih.gov/15454347/

Evans JStBT. Dual-Processing accounts of reasoning,
judgment, and social cognition. Annual Review of
Psychology [Internet]. 2008 Jan;59(1):255-78.
Available from:
https://doi.org/10.1146/annurev.psych.59.103006.093
629

58.

59.

60.

61.

62.

63.

64.

65.

66.

67.

Hag M, Abbasi S. Indirect Impact of Hedonic
Consumption and Emotions on Impulse Purchase
Behavior: A Double Mediation Model. Journal of
Management Sciences [Internet]. 2016;3(2):108-22.
Available from:
https://www.researchgate.net/publication/304401602_
Indirect_Impact_of Hedonic_Consumption_and_Em
otions_on_Impulse_Purchase_Behavior_A_Double_
Mediation_Model

Baumeister RF. Yielding to Temptation: Self-Control
Failure, Impulsive Purchasing, and Consumer
Behavior. Journal of Consumer Research [Internet].
2002 Mar;28(4):670-6. Available from:
https://doi.org/10.1086/338209

Loewenstein G. Out of Control: Visceral Influences on
Behavior. Organizational Behavior and Human
Decision Processes [Internet]. 1996 Mar;65(3):272—
92. Available from:
https://www.sciencedirect.com/science/article/pii/S07
4959789690028 X

Vohs Kathleen D, Faber Ronald J. Spent Resources:
Self-Regulatory ~ Resource  Availability — Affects
Impulse Buying. Journal of Consumer Research
[Internet]. 2007 Mar;33(4):537—47. Available from:
https://doi.org/10.1086/510228

Hofmann W, Friese M, Strack F. Impulse and Self-
Control From a Dual-Systems  Perspective.
Perspectives on Psychological Science [Internet]. 2009
Mar;4(2):162-76. Available from:
https://journals.sagepub.com/doi/abs/10.1111/j.1745-
6924.2009.01116.x

Gvili Y, Levy S. Consumer engagement with eWOM
on social media: The role of social capital. Online
Information ~ Review  [Internet]. 2018  Aug
13;42(4):482-505. Available from:
https://www.researchgate.net/publication/320625385 _
Consumer_Engagement_with_eWOM_on_Social_Me
dia_The_Role_of Social_Capital

Ha S, Stoel L. Online apparel retailing: roles of e-
shopping quality and experiential e-shopping motives.
Journal of Service Management [Internet]. 2012 Apr
20 [cited 2019 Mar 16];23(2):197-215. Available
from:
https://www.proquest.com/docview/1008641939/880
144399B144D5BPQ/2

Hair, J.F., Black, W.C., Babin, B.J. and Anderson, R.E.
(2010) Multivariate Data Analysis. 7th Edition,
Prentice Hall, Englewood Cliffs, NJ. - References -
Scientific Research Publishing [Internet]. Scirp.org.
2025 [cited 2025 Aug 2]. Awvailable from:
https://www.scirp.org/reference/referencespapers?refe
renceid=2644994

Hair J, Black W, Babin B, Anderson R.
MULTIVARIATE DATA ANALYSIS EIGHTH
EDITION [internet]. 2019. Available from:
https://eli.johogo.com/Class/CCU/SEM/_Multivariate
%20Data%20Analysis_Hair.pdf

Muhammad Abu Huraira, Usman Ahmad. The
Effectiveness of Brand Personality & Affective
Commitment in Capturing Brand Loyalty: A Study of
Retailers in UK. iRASD Journal of Management
[Internet]. 2022 Apr 29 [cited 2022 Jul 11];4(2):143-

111


https://doi.org/10.1086/209563
https://www.proquest.com/docview/1008641939/880144399B144D5BPQ/2
https://www.proquest.com/docview/1008641939/880144399B144D5BPQ/2
https://www.scirp.org/reference/referencespapers?referenceid=2644994
https://www.scirp.org/reference/referencespapers?referenceid=2644994

How to Cite: Rashmi Chaudhary, et, al. Understanding the Psychology of Impulse Buying in E-Commerce: A Behavioral Review. ] Mark
Soc Res. 2025;2(6):102-113.

68.

69.

70.

71.

72.

73.

74.

75.

76.

77.

7. Available from:
https://www.researchgate.net/publication/360404139 _
The_Effectiveness_of Brand_Personality Affective
Commitment_in_Capturing_Brand_Loyalty A Study
_of Retailers_in_UK

Taan S, Hajjar E. A Statistical Study to Develop a
Reliable Scale to Evaluate Instructors within Higher
Institutions [Internet]. [cited 2025 Aug 2]. Available
from:
https://wseas.com/journals/mathematics/2014/a48570
6-439.pdf

Hansen T, Risborg MS, Steen CD. Understanding
consumer purchase of free-of cosmetics: A value-
driven TRA approach. Journal of Consumer Behaviour
[Internet]. 2012 Sep 26;11(6):477—-86. Available from:
https://onlinelibrary.wiley.com/doi/abs/10.1002/cb.13
97

Hashmi H, Attiq S, Rasheed F. Factors Affecting
Online Impulsive Buying Behavior: A Stimulus
Organism Response Model Approach. Market Forces
[Internet]. 2019 Jun 17;14(1). Available from:
https://kiet.edu.pk/marketforces/index.php/marketforc
es/article/view/392

Ajzen I. The theory of planned behavior.
Organizational Behavior and Human Decision
Processes [Internet]. 1991 Dec;50(2):179-211.
Available from: https://doi.org/10.1016/0749-

5978(91)90020-T

George JM. The Role of Personality in Organizational
Life: Issues and Evidence. Journal of Management
[Internet]. 1992 Jun;18(2):185-213. Awvailable from:
https://journals.sagepub.com/doi/abs/10.1177/014920
639201800201

Vanhuele M. Consumer Behaviour : Applications in
Marketing. Consumer Behaviour [Internet]. 2021;1-
100. Auvailable from:
https://www.torrossa.com/it/resources/an/5282180
East R, Singh J, Wright M, Vanhuele M. Consumer
Behaviour: Applications in Marketing [Internet].
ResearchGate. 2016. Available from:
https://www.researchgate.net/publication/313038983 _
Consumer_Behaviour_Applications_in_Marketing
Pavlou PA, Fygenson M. Understanding and
Predicting Electronic Commerce Adoption: An
Extension of the Theory of Planned Behavior. MIS
Quarterly [Internet]. 2006;30(1):115-43. Available
from:
https://www.semanticscholar.org/paper/Understandin
g-and-Predicting-Electronic-Commerce-An-Pavlou-
Fygenson/eabb226b4ed262766b70eb5d9813529defa3
a283

Taylor S, Todd PA. Understanding Information
Technology Usage: A Test of Competing Models.
Information Systems Research [Internet]. 1995
Jun;6(2):144-76. Auvailable from:
https://doi.org/10.1287/isre.6.2.144

Verplanken B, Herabadi A. Individual differences in
impulse buying tendency: feeling and no thinking.
European Journal of Personality [Internet].
2001;15(S1):S71-83. Available from:
https://doi.org/10.1002/per.423

78.

79.

80.

81.

82.

83.

84.

85.

86.

87.

88.

Lim YJ, Osman A, Salahuddin SN, Romle AR,
Abdullah S. Factors Influencing Online Shopping
Behavior: The Mediating Role of Purchase Intention.
Procedia Economics and Finance [Internet].
2016;35(35):401-10. Available from:
https://www.sciencedirect.com/science/article/pii/S22
12567116000502

Ahadzadeh AS, Pahlevan Sharif S, Ong FS. Self-
schema and self-discrepancy mediate the influence of
Instagram usage on body image satisfaction among
youth. Computers in Human Behavior [Internet]. 2017
Mar;68(68):8-16. Available from:
https://doi.org/10.1016/j.chb.2016.11.011

Maslow AH. A Theory of Human Motivation.
Psychological Review [Internet]. 1943;50(4):370-96.
Available from: https://psycnet.apa.org/record/1943-
03751-001

Michelin Travel Publications. Marseille [Internet].
Available from: https://www.pearson.com/en-
us/subject-catalog/p/consumer-
behavior/P200000007540

BRAZ P. PROCESSO ADMINISTRATIVO
DISCIPLINAR [Internet]. Pearson; 1966. Available
from: https://www.pearson.com/en-us/subject-
catalog/p/consumer-behavior/P200000006672
Dittmar, H. (2004). Understanding and Diagnosing
Compulsive Buying. In R. H. Coombs (Ed.),
Handbook of Addictive Disorders A Practical Guide to
Diagnosis and Treatment (pp. 411-450). John Wiley
and Sons, Inc. - References - Scientific Research
Publishing [Internet]. Scirp.org. 2024. Available from:
https://www.scirp.org/reference/referencespapers?refe
renceid=3719756

Lejoyeux M. Compulsive Buying: Clinical
Foundations and Treatment (Practical Clinical
Guidebooks series). Cognitive Behaviour Therapy
[Internet]. 2011 Jun [cited 2020 Apr 24];40(2):158-8.
Available from:
https://www.tandfonline.com/doi/full/10.1080/16506
073.2011.556854

Juntunen M, Saraniemi S, Halttu M, Tahtinen J.
Corporate brand building in different stages of small
business growth. Journal of Brand Management
[Internet]. 2010 Oct;18(2):115-33. Available from:
https://doi.org/10.1057/bm.2010.34

Kasser T. The High Price of Materialism [Internet].
Cambridge, Mass.: MIT Press; 2002. Available from:
https://books.google.com/books?hl=en&Ir=&id=2ekg
225NTSwC&oi=fnd&pg=PR9&dqg=https://mitpress.
mit.edu/9780262611978/the-high-price-of-
materialism/&ots=UpK6nLgLzj&sig=VrCM-
JXHqOd61H2q1sz3IKznEt8

Clark RA, Goldsmith RE. Global Innovativeness and
Consumer Susceptibility to Interpersonal Influence.
Journal of Marketing Theory and Practice [Internet].
2006 Oct;14(4):275-85. Available from:
https://doi.org/10.2753/MTP1069-6679140402
Dittmar H, Bond R, Hurst M, Kasser T. The
relationship between materialism and personal well-
being: A meta-analysis. Journal of Personality and
Social Psychology [Internet]. 2014;107(5):879-924.
Available from: https://doi.org/10.1037/a0037409

112


https://www.torrossa.com/it/resources/an/5282180
https://www.scirp.org/reference/referencespapers?referenceid=3719756
https://www.scirp.org/reference/referencespapers?referenceid=3719756

How to Cite: Rashmi Chaudhary, et, al. Understanding the Psychology of Impulse Buying in E-Commerce: A Behavioral Review. ] Mark
Soc Res. 2025;2(6):102-113.

89. Sneath JZ, Lacey R, Kennett-Hensel PA. Coping with
a natural disaster: Losses, emotions, and impulsive and
compulsive buying. Marketing Letters [Internet]. 2009
Jul 26;20(1):45-60. Available from:
https://doi.org/10.1007/s11002-008-9049-y

90. Angeles J. On the Nature of the Cartesian Stiffness
Matrix. ResearchGate [Internet]. 2010 Sep [cited 2025
Aug 31;3(5). Available from:
https://www.researchgate.net/publication/228667718_
On_the_Nature_of the Cartesian_Stiffness_Matrix

91. Raza A, Asif M, Akram M. PERSONAL AND
CULTURAL FACTORS INFLUENCING
CONSUMERS’ IMPULSE BUYING BEHAVIOR: A
DEVELOPING COUNTRY PERSPECTIVE.
International Journal of Business Reflections
[Internet]. 2023 Jun 1;3(2). Awvailable from:
http://journals.pu.edu.pk/journals/index.phpf/ijbr/articl
e/view/5796

92. Tangney JP, Baumeister RF, Boone AL. High Self-
Control Predicts Good Adjustment, Less Pathology,
Better Grades, and Interpersonal Success. Journal of
Personality [Internet]. 2004 Apr;72(2):271-324.
Available from:
https://pubmed.nchi.nlm.nih.gov/15016066/

93. Sachdev H, Merz GR, Pinto F, Rodrigues M. Logistics
Service Provider-Client Relationship: Comparing
US.A and Brazil [Internet].
DigitalCommons@HKennesaw State University. 2015
[cited 2024 Nov 14]. Available from:
https://digitalcommons.kennesaw.edu/amj/vol4/iss2/6
/

94. Nilsen FA, Bang H, Espen Rgysamb. Personality traits
and self-control: The moderating role of neuroticism.
PLoS ONE [Internet]. 2024 Aug 21;19(8):e0307871—
1. Auvailable from:
https://doi.org/10.1371/journal.pone.0307871

113


https://digitalcommons.kennesaw.edu/amj/vol4/iss2/6/
https://digitalcommons.kennesaw.edu/amj/vol4/iss2/6/

