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Abstract:- Purpose : The quick growth of virtual
shopping has changed the direction and quantum of
sales across the globe. Social presence is contributing a
lot for the marketing of goods and services. It is well
known that the relevant factors are impacting
impulsive virtual buying behavior of customers and a
set of unknown factors also affecting impulsive online
buying. The presented study conducted to know how
far the moderate variables impacts on social presence
and impulsive virtual buying of consumers. Further,
the study is also conducted to know the social presence
factors and factors driving impulsive virtual buying of
consumers.

Design: A well developed and previously known
questionnaire was administered as schedule keeping in
the mind to save time, avoid incompleteness and
rejection. The sample respondents was fixed 50. The
study interviewed in a natural condition and
respondents of Jayanagar, Malleshwaram,
Indiranagar and Yelahanka the 'upcoming education’
center, and Rajajinagar of Bengaluru Urban area. The
researchers herself gathered the primary data from
respondents through direct interview and secondary
sources include e-journals books and internet.

Findings: The study found that all the socio-economic
factors are significantly varying with high degree of
relationship. Further, the social presence factors
impacting on impulsive online buying includes that
social presence promotes users purchase intention,
influences very much on the formation of emotional
conditions and impacts on trustworthiness and
genuineness. Further, the study also found factors like
promotional measures, integrated technology and
economic well being of the customers as the factors
driving impulsive virtual buying of customers.

Keywords: Social presence, impulsiveness, virtual
buying, trust, intention, confidence, life satisfaction,
social capital, technology, mood uplifting.

INTRODUCTION

Social presence is a theory that explains self
involvement in social interactive (Fara, G. M. et al.

2024). 1t is broadly defined as the extent to which a
medium allows users to experience others as being
psychologically present (Fulk et al, 1987).
Generally social presence theory considers it as an
inherent property of a medium to convey a feeling
of human contact, sociability and sensitivity (Rice
and Case, 1983). Social presence as the perception
formed by participants during their online
participation which focuses on satisfactory in video
conferencing interactions (Mingming Zhang et al.,
2022). Shopping has been always a social activity.
Consumers tend to be influenced by their social
interactions with others when making purchase
decision (Godes et al., 2005). E-commerce focused
more on maximizing efficiency and the one-way
interactions between customers and the system
(Huang and Benyovercef, M. 2013). Social presence
makes the customers to have social knowledge and
experience to support them in better understanding
and in making more informed and accurate purchase
decision (Dennison et al., 2009). Originally Short et
al. (1976) developed the social presence theory from
which a tool was developed which allow individuals
to experience others as psychologically present
(Hassaneim, K. et al., 2007). Social presence
seemed to affect the pleasure and users response
(Bulu, 2012).

Impulsive buying behavior is a quick and
unconscious, unplanned purchase accompanied by
strong emotional perception (Weinberge et al, 1982)
that can play a dominant role in consumer
psychology (Parboteeah et al., 2009). When
consumers have a strong combination to purchase
on account of product temptation, consumers will
struggle with purchasing decisions and reduce their
awareness of the product, and when emotion
prevails, impulse buying behavior of will occur
(Rook, 1987). Impulse buying behavior is
influenced by a variety of internal psychological
factors as well as external stimulus. Studies have
found that impulsive buying behavior is influenced
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by gender and age and is more likely to occur in
specific groups (Kacen & Lee, 2002). The previous
studies reveals that the customers who are
influenced by the marketing environment, price
discounts and the resulting interactions (Eroglu et
al., 2003) and who have more men and resources at
hand like time and money to buy goods (Jones et al.,
2003) are more likely motivate impulsive buying
behavior.

Need for the study

Social presence influences the way how social
interactions unfolds impulsive online and affects
learning and social outcomes. The previous research
illustrates that social presence within the learning
environment is key to promoting a more engaging
and supporting educational experience. Social
presence is a necessary condition for generating
trust. The need to study social present impacting on
impulsive virtual buying emerges from the
increasing importance of impulse behavior in
consumer decision making and the complex
interplay of different factor influencing it
Understanding of important individual differences
and advertisement attractiveness on impulsive
buying behavior, mediated by social influences is
crucial because of the following reasons.

1. Impulsive buying behavior represents a
substantial portion of consumer spending.

2. Markets work hard to craft effective advertising
campaigns that resonate with target audience
and drive sales. Hence the study helps in
developing more tailored marketing strategies.

3. A proper understanding impulsive buying
behavior businesses can better engage with
consumers at the point of purchase.

The previous research studies show that social
presence is a strong predictor of satisfaction and that
participants with strong social presence use emotion
to express non verbal clues to widen their social and
emotional experience. Social presence can influence
behavior intention by influencing organizations
enjoyment perceived usefulness. It has been found
that social presence also protects consumer safety
perception and purchase attitude in regard to virtual
shopping.

REVIEW OF LITERATURE

Li, G. et al. (2022) stating their opinion in social
presence and social facilitation theory established a
research model based on the stimuli organization
response (S.0.R.) mood and the motivation theory.
It explores how live streamers impact on online
impulse buying behaviors under specific social and
cultural backgrounds, with celebrity endorsement as
a moderating variable. The research combines the
SOR model and motivation theory and analyzed
related social influence factors. The study found that
endorsement factor as a moderate variable and
identifies the different affects between live
streamers and celebrities in live shopping which is
the great significance that the strategy of live
shopping.

Junlan Mang et al. (2021) studied about how
presence of live streaming platform affects the
customers trust and flow state, thus impacts on
impulse buying behaviors, personal sense of power
as moderator. The study found three dimension of
social presence i.e., the social presence of live
streaming platform of viewers of live streamers, and
tele-presence have a positive and significant
influence on consumer trust and flow state, this
triggering consumer's impulsive buying behavior.

Fara., Q. M. Hartono, A. (2024) study confirms that
consumer confidence has a positive influence on
impulsive purchases. Therefore marketers must be
more active in managing consumer trust in order to
create long term relationship with the consumers in
order to reach a mutual agreement. Further, the
researcher expressed that impulse buying can be
profitable for the company. Consumer satisfaction is
most important so that the consumers feel an
intimate relationship with the company so as to
eliminate consumer doubts. Furthermore, the study
reveals that consumers like warm interactions, and
need an atmosphere of lively and real interaction in
live streaming shopping so that they feel an intimate
relationship with the company.

According to Sofi (2020) emotional stability has
greater credibility in determining the degree of
affection followed by pleasure seeking characteristic
and other variables.

Dawood et al, (2022) stated that predicting
consumer behavior completely is highly complex
phenomenon, however, new research approaches,
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such as consumers neuroscience have shed light on
how consumers make their decisions.

A research by Sejal Reddy et al. (2022) reveals and
although impulsive buying has increasingly been
deemed as unethical pitch to consumers, marketers
feel it as a source of cash rather than blame. Further,
they have stated that as per consumers point of
view, it should not be a significant disadvantage
since with purchasing power only spend their money
as they like. Further, they expressed that after
reviewing different models, it can be stated that
impulsive buying is a sensitive behavior which is
influenced by a number of internal and external
circumstances.

RESEARCH METHODOLOGY

The present study gathered data both from primary
and secondary sources. From different researches by
researchers social presence factors influencing
impulsive buying behavior was gathered and further
e-journals, books and internet also consulted to
collect necessary data. Research methodology helps
to navigate successfully in attaining required data
and consequently the stated objectives may be
successfully fulfilled.

Study location, questionnaire and sample : The data
collection for the current study was greatly
supported by a well drawn previously known
questionnaire. Convenient sampling technique was
followed and the study pertain to different 4 areas of
Bengaluru  Urban. The  questionnaire  was
administered as schedule. The survey was
completed mainly by social people. The sample
respondents belongs to public sector, private sector,
business doing, self employed, professionals and
startup entrepreneurs.

Method of analysis To measure the socio-
economic characteristics and their relationship with
social presence and impulsive virtual buying, X2,
contingency co-efficient, social presence on
impulsive buying behavior of online consumers
Index (SOIBI), and Weighted Arithmetic
Quantitative techniques were performed.

Impact of social presence on impulsive buying
behavior of online Index.

SPOIBI was framed for the purpose of rating the
bipolar opinions of respondents. The Index is
presented below.

SPOIBI = SPOIBIsa + SPIBIa + SPOIBlswa

Where SPOIBIsa = The total number of respondents
expressing strongly agree.

SPOIBIa = The total number of respondents
expressing agree.

SPOIBlswa = The total number of respondents
expressing somewhat agree.

OBJECTIVES OF THE STUDY

1. To study the impact of demographic profile of
respondents on how social presence impacts on
impulsive online buying.

2. To analyze the impact of social presence on
impulsive buying behavior of online customers.

3. To analyze the factors driving, impulsive online
buying.

Hypotheses :

1. There exist no significant variation in the
meditating variables of respondents.

2. There is no impacts of social presence on online
impulsive buying behaviour.

3. There are no factors driving impulsive online
buying.

Research questions :

1. What are the reasons behind the meditating
variable not impacting on the study?

2. What are the social presence factors impacting
on the impulsive virtual buying of customers?

3. What are the factors driving impulsive online
buying behavior.

Limitations

1. The sample is small and any dependence on the
study requires further in depth study.

2. Only 4 areas of Bengaluru Urban covered.

3. Financial, time and transportation constraints
were felt.

SURVEY FINDINGS
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Table - 1 Let fall data regarding socio economic
characteristics of respondents of impulsive online
buying. There are 41 males and 9 female
respondents and out of 50 respondents 39 are
married, 8 remained as single and 3 are divorcees,
25 respondents belongs to the age group of 40-49
followed by 9, 30-39, 7, 50-59 and 5>59 years and 4
<29 years. The qualification data reveals that 20 are
degree holders, 9 post graduates, 7 professionals, 6
ITI certificate holders, 5 completed PUC and 3
studied up to 10" standard. Occupation details
reveals that 19 are employed in private sector, 7
each doing business and professionals, 6 each in
government service, and self employed, 5 are startup
entrepreneurs, 35 are regular impulsive buyers, 8 not
regular, 3 occasional and 4 decided to buy online.
The category of products purchased reveal that 20
buy fashionable dress, impulsive online, followed
by 8 purchase movies, music and video, 10 buys
tablets and accessories, 5 buy electronic items, 4
mobile and 3 footwear. The preferred website data
reveals that 22 prefer Amazon, 6 Myntra, 10
Twitter, 5 Misho, 4 Flipkart and 3 Snapdeal. The
frequency of buying data reveals that 28 buy
annually between 1 to 5 times, 11 between 5 to 10,
6, 10 times and above and 5, O time. The source of
payment is clearly expressed by respondent that
includes 24 self, 10 parents, 7 spouse, 5 relations
and 4 friends. All the demographic profiles show
significant variation in data and show high degree of
relationship.

Table - 2 reveals data about impact of social
presence on impulsive buying behavior of online
customer. To measure the same social presence
Social Presence of Impulsive Buying Behavior of
Online Customer i.e., SPOIBI Index was performed.
The bipolar opinion of respondents presented in the
form of 3 point Likert scale with corresponding
weights of 3, 2 and 1. The opinions are multiplied
corresponding weights i.e., - 3, 2 and 1 'c' obtained
by dividing the total by the sumof3+2 + 1 =6. As
per the study the chief social presence factors which
are impacting on customers buying behavior after
ranking were promotes users purchase intention the
first rank, and it influences very much on the
formation of emotional condition the second rank
and the third ranked factor of social presence was
impact on trust worthiness on some goods and
services. The remaining factors of social presence
were ranked as per the SPOIB Index. All the factors

are significantly varying with high degree of
relationship between the two related variables.

Table - 3 reveals data about factors driving
impulsive online purchase by the respondents. In
order to measure the factors driving impulsiveness
‘weighted arithmetic mean' was performed. 3 point
Likert scale and concerned weights 3, 2 and 1 were
considered. The opinions expressed were defined as
T and ‘fw' obtained by multiplying 'f' and ‘w'.
Depending upon the highest 'WA' ranking was
performed. Accordingly the first rank was awarded
to promotional measures second rank was given to
integrated technology and the third rank was
assigned to economic well being of the respondent
customers. The remaining factors were ranked as
per their highest.

SURVEY DISCUSSION

Previous research by Badgaiyan et al. (2016) found
that on the influence of the presence of friends and
children consumers decide to buy a product. The
presence of friends and children can have a positive
influence on the emotional state of consumers in
deciding to buy a products. Research by Barros et
al., (2019) state that emotional state have a positive
influence on impulsive purchases. Bandyopadhyay
et al. (2021) research found that impulsive
consumption was a way of inducing an emotionally
satisfying sensation for consumers who sought
spontaneous gratification or pleasure in their buying
acts and this kind of research supports the fact that
tendency towards immediate consumption has
transformed the lives of today's consumption.
Further, the research by Mingming et al. (2022)
found that social presence can improve consumers
safety perception and purchase attitudes in regard to
virtual shopping. The present study shed light on
how social presence impacting on the consumer
impulsive online buying, when there are no
empirical studies in direct impact of social presence
on impulsive buying. The study found that all the
demographic profiles of respondents showing
greater variation with high degree of relationship.
Further, the research reveals that factors like social
presence promotes users purchase intention,
influences very much on the formation of emotional
conditions and it impacts on trust worthiness and
genuineness. Furthermore, the study found factors
like promotional measures like price discounts and
special offers, integrated technology and economic
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well being of the customers impacts on consumers
virtual buying. There is increase in the both social
presence impacts and online buying after Covid-19
pandemic.

CONCLUSION

There is an increase in virtual buying at Bengaluru.
The reasons are plenty and includes the impact of
Covid-19 pandemic, heavy traffic at weekends etc.
Virtual buying with social presence has become a
common phenomenon at Bengaluru. Social presence
directly contributing towards making the consumers
buying impulsively. It has become a convenience so
that at weekends the consumers remain in their

Table-1: Socio economic characteristics of Respondents

houses and prefer impulsive virtual buying. The
impulsive buying is unplanned and instant and
wanted to satisfy the internal urge of consumers.
The study found that all the socio-economic
characteristics are significantly varying with high
degree of relationship. The study found further that
social presence factors like promoters users
purchase intention, influences very much on the
formation of emotional conditions and impacts on
trustworthiness and genuineness. Also the study
found factors driving impulsive online purchase.
These factors include promotional measures,
integrated technology and economic wellbeing of
the customers.

Demographics X2 V@ df | Resultofx? | “c” | Resultof“c”
0.05

Gender 20.48 3.841 1 | Significant 0.53 | High Degree
Marital Status 45.61 5.991 2 | Significant 0.69 | High Degree
Age in years 29.60 9.488 4 | Significant 0.60 | High Degree
Qualification 21.99 11.070 5 | Significant 0.57 | High Degree
Occupation 21.99 11.070 5 | Significant 0.50 | High Degree
Products purchased 23.67 11.070 5 | Significant 0.57 | High Degree
Preferred online website 30.40 11.070 5 | Significant 0.61 | High Degree
Frequency of buying 27.28 7.815 3 | Significant 0.59 | High Degree
Annual (basis)

Sources of payment 24.60 9.488 4 | Significant 0.57 | High Degree

Source: Field Survey

Note : x2 = Chi-square '¢'= V(x2/x2+ N)

Where '¢' = Contingency Co-efficient, N = Number of Observations

When the value 'c' is equal or nearer to 1, it means that there is high degree of association between attributes.
Contingency co-efficient will always to be less than 1. High degree is considered here if 'c' is 0.50 and above.
Table-2: Impact of social presence on impulsive buying behavior of online customers.

Social presence and buying Extent of S.P. SPOI R X2 Result of "t Result
behavior of online impact on online BI X2 of "c¢"
consumers impulsive buying

SA | A SW

A

SP influences impulsive 42 |4 4 50 X 57.73 | Significant | 0.73 High
online decision making 126 | 8 4 138 Degree
SP impacts on 46 |4 - 50 Il 127.8 | Significant | 0.78 High
trustworthiness and 138 | 8 - 146 9 Degree
genuineness
Strongly impacts customers | 46 | 2 2 50 \% 77.40 | Significant | 0.77 High
trust on some goods and 138 | 4 2 144 Degree
services
SP impacts inter activityand | 43 | 4 3 50 IX | 62.40 | Significant | 0.74 High
vividness 129 | 8 3 140 Degree
Impacts on customers 4 |5 1 50 VI 67.68 | Significant | 0.76 High
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attitude and impulsive 132 | 10 1 143 Degree
behavior of online trend

Promotes users purchase 49 |1 - 50 | 94.09 | Significant | 0.80 High
intention 147 | 2 - 149 Degree
The presence of friendsand | 45 | 2 3 50 VIII | 72.20 | Significant | 0.76 High
relatives will influence 135 | 4 3 142 Degree

online customers to decide
and to buy a product

Insist on sense of 39 |6 5 50 X1 | 44.89 | Significant | 0.68 | High
confidence 117 | 12 5 134 Degree
It influences very much on 47 |3 - 50 1 83.05 | Significant | 0.79 High
the formation of emotional 141 | 6 - 147 Degree
conditions

Family members and friends | 46 | 3 1 50 IV | 77.52 | Significant | 0.77 High
decide together what to buy | 138 | 6 1 145 Degree
in online

Social presence impacts 44 |5 1 50 Vi 67.68 | Significant | 0.76 High
very much on the formation | 132 | 10 1 143 Degree

of emotional conditions
SP Makes website capacity | 35 | 8 7 50 XIlI | 30.26 | Significant | 0.61 High
to rapidly address their 105 | 16 7 128 Degree
complements and offer
satisfactory resolution
Source : Field Survey
Note: T - Total, WA - Weighted Arithmetic Mean, WA = Efw / Ew
Table-3: Factors driving impulsive online purchase

Variables Weight 3 2 1 T WA
Likert Scale SA | A SWA
Personality traits f 41 4 5 50 X1
fw 123 | 8 5 136 22.67
Sensory experiences, store atmosphere | f 42 4 4 50 VI
product layout, brand loyalty, physical | fw 126 | 8 4 138 23.00
environment
Sales promotion which causes changes | f 43 4 3 50 v
in consumer perception fw 129 |8 3 140 23.33
Psychological factors f 39 6 5 50 XVII
fw 117 | 12 5 134 22.33
Sudden and strong emotional desire f 40 7 3 50 X
fw 120 | 14 3 137 22.83
Life satisfaction, self esteem and f 40 5 5 50 XVI
emotional state of consumer fw 120 | 10 5 135 23.00
Interaction between the person and f 42 3 5 50 X
point of sale environment fw 126 | 6 5 137 22.83
Simplicity in process f 41 4 5 50 X1l
fw 123 | 8 5 136 22.67
Communication style f 40 4 6 50 XVII
fw 120 | 8 6 134 22.33
Electronic word of mouth f 34 8 8 50 XXVII
fw 102 | 16 8 126 21.00
Social capital f 38 5 7 50 XX
fw 114 | 10 7 131 21.83
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Information quality f 40 3 7 50 XXI1
fw 120 | 6 7 133 22.17
Mood uplifting f 40 4 6 50 XVII
fw 120 | 8 6 134 22.23
Serendipity - Finding valuable things f 39 5 6 50 XXI
unintentionally fw 117 | 10 6 133 22.17
Browsing f 41 4 5 50 X1
fw 123 | 8 5 136 22.67
Trustworthiness f 42 4 4 50 VI
fw 126 | 8 4 138 23.00
Homophile - Individuals Tend to form | f 43 3 4 50 Vi
connections with others similar to fw 129 | 6 4 139 23.17
themselves
Scarcity f 38 8 4 50 XVl
fw 114 | 16 4 134 22.33
Product availability f 42 3 5 50 X
fw 126 | 6 5 137 22.83
Shopping enjoyment f 43 3 4 50 Vi
fw 129 | 6 4 139 23.16
Integrated technology f 47 2 1 50 24.33
fw 141 | 4 1 146 1
Positive emotion caused by exciting, f 44 2 4 50 v
enthusiasm etc., fw 132 | 4 4 140 23.33
Facilities available f 38 5 7 50 XX
fw 114 | 10 7 131 21.83
Situational factors in relation to the f 37 5 8 50 XXVI
individual and store fw 111 | 10 8 129 21.50
Promotional measures - price discounts | f 48 2 - 50 |
special offers fw 144 | 4 - 148 24.66
Economic well being of the customers | f 45 3 2 50 1l
fw 135 | 6 2 143 23.10
Family influence f 37 6 7 50 XXV
fw 111 | 12 7 130 21.67
Quick delivery f 32 11 7 50 XXVIII
fw 96 22 7 125 20.80

Source : Field Survey
Note : T - Total, WA - Weighted Arithmetic Mean, WA = Efw / Ew
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