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Abstract—Impulse buying significantly affects shopping 

in retail stores and is influenced by various factors. 

Research shows that consumer traits, the store 

environment, and emotional aspects all play a role in 

impulse buying. Recent studies point out the need for 

consistent experiences across different channels and 

improvements in technology like AI and AR/VR. They 

also stress the importance of experiential shopping. 

Sustainable practices and corporate responsibility help 

build trust and encourage eco-friendly purchases. 

Additionally, research reveals that impulse buying is a 

complicated issue that includes psychological, ecological, 

technical, and ethical factors. 

 

Index Terms—Impulse buying behavior, sales analysis, 

consumer psychology, ethical issues. 

 

I. INTRODUCTION 

 

Consumer’s impulse buying behaviour is a key topic 

in retail studies and holds a significant part of sales. 

Earlier research focused on customer traits and store 

environments. It explaines how fun, pleasure, and the 

overall atmosphere promote impulsive purchases. In 

later studies the researchers looked at how planning 

for grocery shopping, mixing shopping channels, and 

experiential retail influence unplanned buying. 

Altogether, these studies show that impulse buying is 

a behavior which is influenced by psychological, 

environmental, technological, and ethical factors. 

Advantages 

• Business Strategy Benefits  

A study of impulse buying behavior provides retailers 

and marketers information regarding improving store 

layouts, product placement, and promotions. It helps 

the companies in increasing sales revenue by 

positioning impulse items near checkout counters or 

creating attractive product displays that encourage 

instant purchases. 

• Consumer Psychology Insights 

Research here helps to further understand human 

decision-making, emotional cues, and cognitive 

heuristics. Such understanding further develops 

psychological and behavioral economics theory so that 

researchers can better grasp how purchases are 

influenced by emotions, social pressures, and the 

environment. 

• Marketing Effectiveness 

Studies into impulse purchase enable companies to 

better and more targeted marketing campaigns. 

Businesses can formulate advertising strategies that 

appeal to emotional responses of consumers and create 

scarcity-based or urgency-based perceptions that drive 

instant buying versus waiting until later. 

• Product Development and Inventory Management 

Understanding impulse purchasing behavior allows 

companies to identify which products are most likely 

to be purchased on impulse, in order to optimize 

inventory management. It helps in product 

development decisions, and pricing strategies and thus 

maximize both volume of sales and margins. 

• Economic Impact Analysis 

Investigations in this area support the overall 

economic knowledge through studies of how impulse 

buying influences consumer shopping patterns, 

household expenditures, and total market behavior, 

offering useful information for economic prediction 

and policy formulation. 

 

II. DISADVANTAGES 

 

• Ethical Issues 

Research into impulse buying behavior for influencing 

the consumer’s choice has ethical implications in 

terms of exploitation, specifically against vulnerable 

groups like children, senior citizens, or those on a tight 

budget or with shopping addictions. 

• Methodological Limitations 
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Measuring true impulse behavior is very challenging. 

The process of studying or surveying the consumer 

behavior can modify their spontaneous buying habits. 

Laboratory environments may not represent real-

world shopping situations which will create a 

potentially unbalanced or unreliable findings. 

• Privacy and Data Collection Issues 

Systematic research is typically based on lengthy 

monitoring of consumer activity, buying patterns, and 

individual tastes, and this creates the issue of privacy 

intrusion and data security. Consumers might be 

uneasy with the amount of surveillance involved in 

substantive research. 

• Risk of Increased Consumer Debt 

Research results could be employed to create more 

advanced methods of stimulating impulse purchases, 

and hence increase consumer debt, financial pressures, 

and inappropriate spending habits among those who 

do not have the money for impulsive purchases. 

• Limited Generalizability 

Impulse buying behavior differs by culture, 

demographics, economic state, and personality. 

Research in particular area may not be applicable to 

larger populations or other market conditions. 

• Short-term Focus 

Excessive impulse buying studies could lead to 

companies focusing more on short-term sales than on 

enduring client relationships, brand fidelity, and 

sustainable business strategies which will ultimately 

result in consumer distrust and dissatisfaction. 

• Copy of Research Resource Allocation 

Heavy emphasis on impulse buying studies could 

redirect research resources and attention from other 

relevant consumer behavior areas, e.g., sustainable 

consumption, decision-making in information 

environments, or consumer protection and education. 

Objectives of the study  

The task of these studies is to investigate impulse 

buying determinants in varied settings. Various 

structured models have been tested in food retail, 

analyze consumer characteristics, store atmosphere, 

and emotional stimuli; assess digital integration and 

omnichannel and apply S-O-R theory to them; probe 

innovations such as AR/VR and AI; and consider 

sustainability and CSR. Overall, the goal is to 

determine psychological, environmental, 

technological, and ethical drivers that trigger 

unplanned consumer purchases. 

III. LITERATURE REVIEW 

 

Amos, Holmes, and Keneson (2014) present a 

watershed moment in impulse buying analysis. It 

provides the analytical examination of factors 

influencing spontaneous purchasing behavior of a 

customer. Their systematic analysis and findings from 

empirical studies created a robust framework that has 

been widely adopted in subsequent research. 

Their analysis identified three distinct categories of 

impulse buying antecedents, each operating through 

different psychological and behavioral mechanisms of 

customer. 

Ullah, Jianjun, Saif, Hayat, and Ali (2024) extended 

the impulse buying research into the new area of 

sustainable consumption behavior, uncovering 

intriguing paradoxes between thoughtful consumption 

intentions and impulsive buying behaviors. Their 

study explored how sustainability communications 

and corporate social responsibility (CSR) initiatives 

impact impulse buying decisions among 

environmentally aware consumer segments. 

Pereira, Petroll, Soares, Matos, and Hernani-Merino 

(2023) pushed impulse buying studies into the realm 

of modern retail settings through an investigation of 

how digitalization and omnichannel approaches 

impact spontaneous purchasing behavior. Their use of 

Stimulus-Organism-Response (S-O-R) theory allowed 

for the development of a framework that explained 

how technological advancements in retail open up new 

paths to impulse buying. 

The S-O-R model implies that environmental stimuli 

(S) affect internal psychological states (O), and those 

psychological states, in turn, generate behavioral 

responses (R). For omnichannel settings, digital 

technologies are stimuli that can enhance 

psychological states and, in the long run, boost 

impulse buying behavior.Their research identified two 

primary technological factors that serve as stimuli for 

impulse buying: 

Mohan, Sivakumaran, and Sharma (2013) provided 

comprehensive insights into how physical retail 

environments influence consumer psychology and 

subsequent impulse buying behavior. Their research 

drew heavily from environmental psychology 

principles to examine how sensory and service 

elements within store environments create measurable 

impacts on spontaneous purchasing decisions. 
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IV. LIMITATIONS AND FUTURE RESEARCH 

DIRECTIONS 

 

Existing studies in this field have a number of 

shortcomings that subsequent studies need to 

overcome. The vast majority of past research targets 

Western consumer markets, thus restricting 

generalizability to international markets where 

sustainability consciousness and impulse purchasing 

trends may vary significantly. There are also few 

longitudinal studies monitoring how impulse 

purchases driven by sustainability change across time. 

The assessment of impulse buying tendency in itself is 

methodologically challenging. Traditional impulse-

buying measures may not be sensitive enough to 

register the qualitative contrast between sustainable 

and conventional impulse purchases. Future research 

needs more sophisticated measurement techniques that 

accommodate these contrasts. 

 

V. CONCLUSION 

 

Impulse buying is no longer considered an entirely 

spontaneous behaviour but one that is strategically 

formed consumer action. Evidence indicates it is 

fueled by a combination of dispositional tendencies, 

store atmospherics, omnichannel convenience, and 

technologies, with sustainability and CSR activities 

infusing ethical and emotional elements Positive 

impact, empowerment, and trust always intervene in 

these relationships, highlighting the significance of 

environment and values in impulse purchases. For 

retailers, the message is to achieve the balance 

between pre-planned shopping and impulse inducers, 

providing stimulating, responsible, and integrated 

experiences that are profitable and gratifying for the 

customer in a competitive retail scenario. 
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