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ABSTRACT 

The research study delves into the underlying reasons that trigger impulsive buying behaviour among the younger 

generation. The study has identified several factors that lead to impulsive buying. These factors include smartphone 

addiction, virtual reality, availability of credit facilities, seeking irrational happiness, materialistic values, consumer 

mood, social media influencers, panic buying, electronic word of mouth and promotion tactics. To understand the 

complex interrelationships that exist between the different variables, the research used the Interpretive Structural 

Modelling (ISM) technique combined with the SmartISM software. The study has found that mobile addiction is the 

independent variable in the model, which plays a pivotal role in driving the other variables. The concept of virtual 

reality plays a crucial role in the model as it acts as a linkage variable. It helps in establishing a relationship between 

the independent variables and the dependent variables. In other words, virtual reality serves as a mediator in the model, 

which facilitates the understanding of how the independent variables impact the dependent variables. Moreover, 

virtual reality also provides a simulated environment that allows researchers to manipulate and measure different 

variables in a controlled setting, which can be beneficial for conducting experiments or studies related to human 

behavior or cognition. The study indicates that mobile addiction has emerged as a major cause of impulsive buying 

among consumers in the current market scenario. The research findings offer a greater understanding of the complex 

phenomenon of impulsive buying and offer significant insights into the root causes and mechanisms that spur such 

behavior among the younger demographic. 
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1. Introduction 

Mobile addiction is a widespread and concerning issue that affects a significant number of young consumers. The 

excessive use of smartphones and other mobile devices has been shown to have a profound impact on their impulsive 

buying behavior. This is particularly true when it comes to online shopping, where the ease and convenience of making 

purchases with just a few taps on a screen can lead to impulsive buying decisions. The constant bombardment of 

targeted ads and notifications on social media platforms and other apps can also contribute to this phenomenon. This 

addiction is fuelled by the widespread use of mobile devices in contemporary society, which keeps individuals 

constantly connected to a stream of marketing messages tailored to their preferences and behaviours (Liu et al., 2023). 

Mobile addiction has become increasingly prevalent in today's society, with social media platforms being a significant 

contributor to this phenomenon. These platforms have a profound impact on shaping the behavior of young consumers 

who spend a significant amount of time on them. The constant exposure to peer recommendations, influencer 

endorsements, and targeted advertisements can influence impulsive buying decisions among the youth. The 

immediacy of social media and the need for instant gratification that characterizes mobile addiction can prompt young 

consumers to make spontaneous purchases. These purchases are often driven by their immediate desires, rather than 

rational decision-making, leading to a cycle of addictive and compulsive buying behavior. In-app purchases and 

gamification within mobile applications further amplify the tendency towards impulsive buying. The seamless 

integration of these elements within the mobile environment makes it effortless for young consumers to succumb to 

impulsive buying behaviours within the confines of their favourite apps. Notifications and alerts, characteristic of 

mobile addiction, serve as constant reminders of ongoing promotions, further nudging users towards impulsive 
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purchases by creating a sense of urgency (James, 2012). The accessibility of online shopping platforms is another 

hallmark of mobile addiction, providing users with the ability to shop anytime and anywhere. The ease with which 

individuals can navigate through various online marketplaces using their mobile devices facilitates impulsive buying 

decisions. With just a few taps on their screens, users can explore products, read reviews, and make purchases, 

contributing to the spontaneity of their buying behaviour. Marketers often exploit the psychological triggers associated 

with mobile addiction, such as heightened emotional states or the need for distraction, to prompt impulsive buying as 

a means of fulfilling emotional needs. Targeted advertisements are designed to evoke emotions and prompt impulsive 

buying, further deepening the connection between mobile addiction and impulsive consumer behaviour. Furthermore, 

the youth's constant exposure to comparison shopping tools on mobile devices influences their decision-making 

process. Users are often motivated to act quickly when they can easily compare prices, read reviews, and access 

detailed product information. This is because they feel a sense of urgency and want to take advantage of perceived 

favourable deals. The competitive nature of online marketplaces, exacerbated by mobile addiction, encourages 

impulsive purchases driven by a fear of missing out on perceived advantages (Rodrigues et al., 2021). Encouraging 

responsible online behaviour and promoting digital literacy is crucial to alleviate the negative impact of mobile 

addiction on impulsive purchasing patterns among young consumers. Education about the psychological tactics 

employed in digital marketing can empower individuals to recognise and resist impulsive triggers. Moreover, 

cultivating mindfulness in online activities encourages users to engage with their mobile devices more intentionally, 

promoting informed and deliberate purchasing decisions. Social media influencers wield considerable influence over 

impulsive buying behaviour, particularly among the youth who are avid consumers of online content. As digital 

tastemakers, influencers shape perceptions, trends, and purchasing decisions through their curated online personas. 

Impulsive buying has a complex effect, which is influenced by multiple factors such as relatability, authenticity, and 

the seamless integration of products into their content. One of the key drivers is the sense of relatability that influencers 

cultivate. By sharing aspects of their personal lives, interests, and experiences, influencers create a connection with 

their audience. This relatability fosters trust, making their followers more susceptible to impulsive buying when 

influencers showcase products. When influencers present a lifestyle that resonates with their audience, the desire to 

emulate that lifestyle can trigger impulsive purchases as followers seek to align themselves with the influencer's image. 

2. Literature Review 

Consumer behaviour refers to the actions and decision-making processes involved in obtaining products or services 

(Rodrigues et al., 2021). This includes the psychological influence of advertising messages, which can motivate 

individuals to desire and purchase a specific product or service (Jiang and Shi, 2016). Mobile phone overuse is a 

frequent form of consumer consumption that can have unfavorable social and financial outcomes for numerous 

individuals (James, 2012). Many consumers engage in online impulsive buying behaviour, which has become 

increasingly frequent in the digital era (Zhao et al., 2022). This has raised concerns about the adverse effects of 

impulsive buying on consumer well-being, as well as the sustainability of our society and environment (Wang et al., 

2022). The significance of comprehending the fluctuating impact of perceived ambiguity on impulsive purchasing 

conduct has been brought to light by the ongoing COVID-19 pandemic (Gulfraz et al., 2022; Xiao et al., 2022). Studies 

suggest that the manner in which customers shop online can significantly impact their tendency to make impulsive 

purchases (Ahn and Kwon, 2022; Liu et al., 2022). The impact of the OCSE on impulsive buying habits is not yet 

fully comprehended with regards to the attitude-based loyalty and self-restraint of customers. It is crucial to understand 

impulsive buying habits because they present a chance to increase profits (Badgaiyan et al., 2016). There has been 

insufficient research conducted to comprehend customers' impulsive purchasing behaviour despite its impact in the 

service environment (Chen et al., 2022). This study focuses on exploring the correlation between the personality traits, 

emotions, and impulsive buying behavior of individuals, considering the distinct characteristics of the cruise 

experience. In order to comprehend the impulsive buying behavior, it is necessary to analyze the impulsive buying 

tendency that drives such behavior (Hilmi and Pratika, 2021). It is important to recognize that consumer behavior can 

vary between different cultures. As such, it is crucial to incorporate a perspective that is specific to the culture in 

question in order to gain a comprehensive understanding of the behavior and accurately measure it (Ek Styvén et al., 

2017; Shahjehan and Qureshi, 2019). Research has been carried out to create an Indian measure for evaluating 

impulsive purchasing inclinations and to authenticate it by investigating its correlation with other related factors (Klein 

and Sharma, 2018). E-commerce growth and the rise of digital payment have led to the proliferation of payment 

features that aim to attract consumers (YANGYOON and Park, Min-ji, 2014). The Pay later feature is a relatively new 

development in Indonesia. Similar to credit cards, Pay later enables customers to make purchases on credit up to a 

certain limit. Prior studies have demonstrated that credit cards can result in impulsive buying behavior, where 

consumers feel compelled to buy immediately without considering the practical value of the product they are buying. 



  
   
  
 
 

94 
 

European Economic Letters 

ISSN 2323-5233 

Vol 14, Issue 1s (2024) 

https://doi.org/10.52783/eel.v13i3.331 

http://eelet.org.uk 

It is believed that pay later can have a similar impact. (Shapiro, 2015; Vohs and Faber, 2007). Personality 

characteristics can account for why an individual may exhibit impulsive purchasing tendencies. Yet, causality dictates 

that such tendencies would not exist absent the presence of the requisite personality traits. It is essential to comprehend 

the situational and socio-demographic factors that distinguish high-IBT consumers from low-IBT consumers in order 

to gain insight into impulsive buying behavior (Hausman, 2000). This study aimed to explore the relationship between 

impulse buying and the depletion of a shared resource that controls self-control. In three separate investigations, 

participants were either depleted or not depleted of their self-regulatory resources, and then their impulsive spending 

responses were measured (Hausman et al., 2003, 1988; Hultén et al., 2011). Participants whose resources were 

depleted exhibited more impulsive spending behaviours Bolton et al., 2018; Choudhary, 2014). 

3. Objectives  

1. To examine how the impulsive buying behaviour of young individuals is related to their addiction to 

mobile devices. 

2. The aim is to use interpretive structural modelling to determine the crucial variables that contribute to 

impulsive purchasing behaviour among young consumers. 

 

4. Research Methodology 

4.1 Statistical Tool 

Interpretive Structural Modelling (ISM) is a useful tool to help understand complex systems. It breaks down these 

systems into smaller parts and looks at how they all interact with each other. This helps decision-makers to better 

understand the system and its components. To use ISM, we first identify the problem we want to solve, and then define 

the system we are working with. We create a diagram, called the reachability digraph, which shows the different parts 

of the system and how they relate to each other. We then identify the most important parts of the system, called the 

drivers and dependents. These parts have a big impact on other parts of the system and are also impacted by other 

parts. Finally, we look at how each part of the system affects the others. All of this helps us create a structural model, 

which shows how the different parts of the system are connected. By understanding these connections, we can make 

better decisions and communicate more effectively with others about the system. 

4.2 Data collection 

For a thorough and detailed analysis, ten factors were meticulously selected for evaluation. These factors were chosen 

based on their significance to the research query and their probable effect on the research findings. The list of these 

factors is provided below for your reference. The research project involved the acquisition of qualitative data through 

various sources. A detailed literature study was conducted to gather relevant information. Additionally, current trends 

and patterns implemented by the organisation in the present situation or in accordance with the current market scenario 

were also considered. To ensure a thorough analysis, ten specific factors were chosen for examination.  

i.Smartphone Addiction 

ii.Virtual Reality 

iii.Availability of Credit 

iv.Seeking Irrational Happiness 

v.Materialistic Values 

vi.Consumer Mood 

vii.Social Media Influencers 

viii.Panic Buying 

ix.Electronic Word of Mouth 

x.Promotion Tactics 

 

5. Results, Analysis and Discussions 

5.1 Structural self-interaction matrix (SSIM) 

After identifying the variables that are relevant to the issue at hand, the SSIM is created. This can be observed in figure 

1. The variables identified for the study pertain to the association between impulsive buying and the underlying 

variables identified through a literature review. These variables are: smartphone addiction, virtual reality, availability 

of credit, seeking irrational happiness, materialistic values, consumer mood, social media influencers, panic buying, 

electronic word of mouth, and promotion tactics. There exist four potential relationships among the factors, which 

have been assigned the following codes: 
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If “row” variable is leading to “column” variable = V 

If “column” variable is leading to “row” variable = A 

If both the “row” and “column” variable leading to each other = X 

If there is no relationship between the “row” and “column” variables = O 

 

 

Figure 1: Structural Self-Interaction Matrix 

5.2 Reachability Matrix 

The obtained RM is evaluated for its transitivity, which can be seen in figure 2. Transitivity, as a mathematical concept, 

asserts that a given matrix's rows and columns represent subnets, with each cell indicating the ability of the row's 

subnet to access the column's subnet. 

 

Figure 2: Reachability Matrix 

5.3 Final Reachability Matrix 

The Final Reachability Matrix assesses the influence and interdependence of variables and impulsive buying, which 

can be seen in figure 3. The concept of driving power in a variable refers to the aggregate count of variables that can 

be enabled to attain a particular objective, encompassing the variable in question. The concept of dependence for a 

given variable denotes the aggregate count of variables that contribute to its attainment, inclusive of the variable in 

question. As an illustration, assuming a driving power of "10," variable 1, namely smartphone addiction, has the 

potential to facilitate the attainment of all variables, including its own. 
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Figure 3: Final Reachability Matrix 

5.4 Level Partitioning 

The LP and conical matrix show that the variables Panic Buying, Electronic Mouth of Word, and Promotion Tactics 

are placed at the first level, Virtual Reality is placed at the second level, Availability of Credit Seeking, Irrational 

Happiness, Materialistic Value, Consumer Mood, and Social Media Influencer are placed at the third level, and Mobile 

Addiction is placed at the topmost level, which can be seen in figure 4. 

  

Figure 4: Level Partitioning and Conical Matrix   

5.5 MICMAC Analysis  

The impulsive buying behaviours of the youth generation are categorised according to their impetus and dependence 

and subsequently segregated into four quadrants, namely: Autonomous variables exhibit a relatively low degree of 

driving power and dependability. The elements in question are effectively entirely detached from the structure. 

Dependent variables exhibit a low level of causative influence yet are characterised by a significant degree of 

dependence on other variables. They do not facilitate the achievement of other constituents. An exceptional level of 

interdependence and substantial influence characterise linkage variables. Their impact is reactive. They influence the 

variables in the system. The fourth quadrant of the study comprises independent variables that exhibit minimal 

interdependence and significant driving forces. The variables mentioned above hold the utmost significance. As an 

illustration, variable 1, namely mobile addiction, exhibits dual dependence and impetus potency. The third quadrant 

has been assigned variables 2 (Availability of Credit), 3 (Seeking Irrational Happiness), 4 (Materialistic Value), 5 
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(Consumer Mood), and 6 (Social Media Influencer) based on their respective values. These variables work as a linkage 

variable. The investigation has identified Variable 1, namely mobile addiction, as a crucial factor. The study 

incorporates three dependent variables, namely panic buying, electronic word of mouth, and promotion tactics, which 

can be seen in figure 5. 

 

Figure 5: MICMAC Analysis 

 

5.6 Final Model  

The final model of the study has identified smartphone addiction as a crucial variable at the top-level model, as 

depicted in Figure 6. The study has further revealed that smartphone addiction is a standalone factor that can affect 

other variables being examined. In other words, the findings suggest that excessive use of smartphones can have a 

considerable impact on various aspects of one's life, such as social interactions, work productivity, mental and physical 

health, and overall well-being. Therefore, it is crucial to be aware of our smartphone usage patterns and take necessary 

steps to avoid becoming addicted to them. India is a developing economy that is currently experiencing high demand, 

and multinational corporations are striving to capitalise on this opportunity by making every possible effort to increase 

their market share. However, the rapid growth of technology has led to impulsive buying among the younger 

generation, as several underlying variables were examined in this study. The variables at the bottom of the model, 

including panic buying, electronic word of mouth, and promotion tactics, are classified as dependent variables, 

implying that they do not possess driving power. These variables are influenced by other factors, such as smartphone 

addiction, that play a more significant role in determining their behaviour. 
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Figure 6: Final Model 

6. Conclusion & Suggestions 

6.1 Conclusion 

The issue of mobile addiction has been identified as a significant factor affecting various other variables that are 

currently under study in the context of achieving the goals set out in this research. India, which is a developing nation, 

has witnessed remarkable growth in its economy in recent years, with the government making noteworthy progress in 

the fields of technology and automation. The rapid advancement of technology has completely transformed the market, 

and sellers are now adopting various strategies to expand their market, such as user-generated content, to target their 

consumers. However, consumers must be aware of the drawbacks of impulsive buying, which has become a significant 

concern in today's market. This study suggests that the increasing focus on mobile addiction is the primary cause of 

impulsive buying, which has become a crucial issue in today's market. The variables mentioned, including the 

availability of credit, consumer mood, social media influencers, materialistic values, and the pursuit of irrational 

happiness, work as linking factors in the impulsive buying pattern of consumers. Consumers must recognize the role 

of these factors and adopt mindful consumption to avoid falling prey to impulsive buying. Impulsive buying can lead 

to high levels of debt and financial anxiety, and as we focus more on sustainability, it is crucial to curb impulsive 

buying and use products more sensibly to meet our needs while minimizing our impact on the environment. 

6.2 Limitations 

The limitations of the study should be considered. The research has only analysed 10 variables while neglecting other 

possible factors that may have an influence on the subject. This limited scope may limit the comprehensiveness of the 

findings since the exclusion of certain variables may cause a gap in the research. The research methodology employed 

for this study was interpretive structural modelling, which prioritizes the exploration of relationships between the 

selected variables. However, it is important to acknowledge that alternative research techniques exist that emphasize 

model building and the significance of models. By using interpretive structural modelling, the researchers prioritized 

understanding the complex interconnections among the selected variables. Although this approach provides valuable 

insights into the relationships within the defined set of variables, researchers using different methodologies may reveal 

additional dimensions or subtleties in the studied phenomenon. To fully understand the subject, it is essential to 

acknowledge the methodological choices and limitations of the study. This will enable us to interpret the outcomes 

with a nuanced approach. We should encourage future research to take into account a broader range of variables and 

methodologies. This will help us gain a more comprehensive understanding of the subject matter. 

 



  
   
  
 
 

99 
 

European Economic Letters 

ISSN 2323-5233 

Vol 14, Issue 1s (2024) 

https://doi.org/10.52783/eel.v13i3.331 

http://eelet.org.uk 

 

References  

1. -, A.B., -, Dr.S.R., 2023. The Influence of Social Media Marketing on Impulsive Buying Behaviour of 

Consumers in Kerala. International Journal For Multidisciplinary Research 5. 

https://doi.org/10.36948/ijfmr.2023.v05i04.5729 

2. Ahn, J., Kwon, J., 2022. The role of trait and emotion in cruise customers’ impulsive buying behavior: an 

empirical study. Journal of Strategic Marketing 30. https://doi.org/10.1080/0965254X.2020.1810743 

3. Badgaiyan, A.J., Verma, A., Dixit, S., 2016. Impulsive buying tendency: Measuring important relationships 

with a new perspective and an indigenous scale. IIMB Management Review 28. 

https://doi.org/10.1016/j.iimb.2016.08.009 

4. Bolton, R.N., McColl-Kennedy, J.R., Cheung, L., Gallan, A., Orsingher, C., Witell, L., Zaki, M., 2018. 

Customer experience challenges: bringing together digital, physical and social realms. Journal of Service 

Management 29, 776–808. https://doi.org/10.1108/JOSM-04-2018-0113 

5. Chen, O., Zhao, X., Ding, D., Zhang, Y., Zhou, H., Liu, R., 2022. Borderline Pathological Celebrity Worship 

and Impulsive Buying Intent: Mediating and Moderating Roles of Empathy and Gender. Front Psychol 13. 

https://doi.org/10.3389/fpsyg.2022.823478 

6. Choudhary, S., 2014. Study of Impulse Buying Behavior of Consumers. International Journal of Advance 

Research in Computer Science and Management Studies 2. 

7. Coley, A., Burgess, B., 2003. Gender differences in cognitive and affective impulse buying. Journal of 

Fashion Marketing and Management 7. https://doi.org/10.1108/13612020310484834 

8. Derek, T.M., Pangemanan, S.S., Tielung, M.V.J., 2022. THE INFLUENCE OF SOCIAL MEDIA AND 

SALES PROMOTION ON IMPULSIVE BUYING BEHAVIOR ON SHOPEE E-COMMERCE ON 

STUDENT AT FACULTY OF ECONOMICS AND BUSINESS SAM RATULANGI UNIVERSITY 

MANADO. Jurnal EMBA : Jurnal Riset Ekonomi, Manajemen, Bisnis dan Akuntansi 10. 

https://doi.org/10.35794/emba.v10i3.42066 

9. Ek Styvén, M., Foster, T., Wallström, Å., 2017. Impulse buying tendencies among online shoppers in 

Sweden. Journal of Research in Interactive Marketing 11. https://doi.org/10.1108/JRIM-05-2016-0054 

10. Elisa, H.P., Fakhri, M., Pradana, M., 2022. The moderating effect of social media use in impulsive buying of 

personal protective equipments during the COVID-19 pandemic. Cogent Soc Sci 8. 

https://doi.org/10.1080/23311886.2022.2062094 

11. ERDEM, A., YILMAZ, E.S., 2021. Investigation of Hedonic Shopping Motivation Effective in Impulse 

Buying Behavior of Female Consumers on Instagram. Journal of Yaşar University 16. 

https://doi.org/10.19168/jyasar.892799 

12. Gulfraz, M.B., Sufyan, M., Mustak, M., Salminen, J., Srivastava, D.K., 2022. Understanding the impact of 

online customers’ shopping experience on online impulsive buying: A study on two leading E-commerce 

platforms. Journal of Retailing and Consumer Services 68. https://doi.org/10.1016/j.jretconser.2022.103000 

13. Hausman, A., 2000. A multi-method investigation of consumer motivations in impulse buying behavior. 

Journal of Consumer Marketing 17. https://doi.org/10.1108/07363760010341045 

14. Hausman, A., Bruner, G.C., Pomazal, R.J., Mowen, J.C., 1988. (2000),"A multi-method investigation of 

consumer motivations in impulse buying behavior" BEYOND CONSUMER DECISION MAKING. Journal 

of Consumer Marketing European Journal of Marketing Iss Journal of Consumer Marketing Iss Journal of 

Consumer Marketing 5. 

15. Hausman, A., Coley, A., Burgess, B., Chang, H.J., Yan, R.-N., Eckman, M., George, B.P., Yaoyuneyong, 

G., 2003. Young Consumers (2000),"A multi-method investigation of consumer motivations in impulse 

buying behavior" Impulse buying and cognitive dissonance: a study conducted among the spring break 

student shoppers. Iss Journal of Consumer Marketing Journal of Fashion Marketing and Management: An 

International Journal Iss International Journal of Retail &amp; Distribution Management 11. 

16. Hilmi, L.D., Pratika, Y., 2021. Paylater Feature: Impulsive Buying Driver for E-Commerce in Indonesia. 

Business and Accounting Research (IJEBAR) Peer Reviewed-International Journal 5. 

17. Hultén, P., Vanyushyn, V., Mohan, G., Sivakumaran, B., Sharma, P., Hausman, A., 2011. Impulse purchases 

of groceries in France and Sweden (2000),"A multi-method investigation of consumer motivations in impulse 

buying behavior" Impulse purchases of groceries in France and Sweden. Journal of Consumer Marketing 

European Journal of Marketing Iss Journal of Consumer Marketing Iss Journal of Consumer Marketing 28. 

18. James, D., 2012. Problematic use of mobile phones : measuring the behaviour, its motivational mechanism, 

and negative consequences. Queensland University of Technology. 



  
   
  
 
 

100 
 

European Economic Letters 

ISSN 2323-5233 

Vol 14, Issue 1s (2024) 

https://doi.org/10.52783/eel.v13i3.331 

http://eelet.org.uk 

19. Jiang, Z., Shi, M., 2016. Prevalence and co-occurrence of compulsive buying, problematic Internet and 

mobile phone use in college students in Yantai, China: relevance of self-traits. BMC Public Health 16. 

https://doi.org/10.1186/s12889-016-3884-1 

20. Klein, A., Sharma, V.M., 2018. German Millennials’ Decision-Making Styles and Their Intention to 

Participate in Online Group Buying. Journal of Internet Commerce 17. 

https://doi.org/10.1080/15332861.2018.1463804 

21. Liu, H., De Costa, M.F.S.D.C.B.M.F., Yasin, M.A. lmran Bin, Ruan, Q., 2023. A study on how social media 

influences on impulsive buying. Expert Syst. https://doi.org/10.1111/exsy.13448 

22. Liu, X.S., Shi, Y., Xue, N.I., Shen, H., 2022. The impact of time pressure on impulsive buying: The 

moderating role of consumption type. Tour Manag 91. https://doi.org/10.1016/j.tourman.2022.104505 

23. Mahalakshmi, P., 2019. Evaluating the Influence of Social Media on Impulsive Buying Behaviour in E-

Tailing. Journal of the Gujarat Research Society 5. 

24. Rodrigues, R.I., Lopes, P., Varela, M., 2021. Factors Affecting Impulse Buying Behavior of Consumers. 

Front Psychol 12. https://doi.org/10.3389/fpsyg.2021.697080 

25. Shahjehan, A., Qureshi, J.A., 2019. Personality and impulsive buying behaviors. A necessary condition 

analysis. Economic Research-Ekonomska Istrazivanja 32. https://doi.org/10.1080/1331677X.2019.1585268 

26. Shapiro, J.M., 2015. Impulse Buying: A New Framework, in: Developments in Marketing Science: 

Proceedings of the Academy of Marketing Science. https://doi.org/10.1007/978-3-319-13248-8_16 

27. Shweta, C., 2014. Study of Impulse Buying Behavior of Consumers. International Journal of Advance 

Research in Computer Science and Management Studies 2. 

28. Vohs, K.D., Faber, R.J., 2007. Spent resources: Self-regulatory resource availability affects impulse buying. 

Journal of Consumer Research 33. https://doi.org/10.1086/510228 

29. Wang, Y., Pan, J., Xu, Y., Luo, J., Wu, Y., 2022. The Determinants of Impulsive Buying Behavior in 

Electronic Commerce. Sustainability (Switzerland) 14. https://doi.org/10.3390/su14127500 

30. Xiao, H., Zhang, Z., Zhang, L., 2022. A diary study of impulsive buying during the COVID-19 pandemic. 

Current Psychology 41. https://doi.org/10.1007/s12144-020-01220-2 

31. YANGYOON, Park, Min-ji, 2014. The effects of the impulsive buying tendency and anticipated guilt on 

consumer choice between hedonic and utilitarian goods. The Korean Journal of Consumer and Advertising 

Psychology 15. https://doi.org/10.21074/kjlcap.2014.15.1.41 

32. Zhao, Y., Li, Y., Wang, N., Zhou, R., Luo, X. (Robert), 2022. A Meta-Analysis of Online Impulsive Buying 

and the Moderating Effect of Economic Development Level. Information Systems Frontiers 24. 

https://doi.org/10.1007/s10796-021-10170-4 

 


