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Abstract: 

This study investigates the impact of context on in-store impulse purchase behavior in the retail setting. These 

antecedents are examined in detail to see if they have an impact on the desire to buy impulsively. There is 

evidence from a field study that impulsive buying is influenced positively by factors such as interactions with 

salespeople, an inclination toward impulsive purchases, the fun of shopping, and browsing in-store. This study 

also found that a bad interaction with a salesperson in a retail context is connected with regret. Six causal links 

between impulsive purchasing, guilt, and situational antecedents have been confirmed as a result of this study. 
 

Keywords: In-store browsing and consumption are all examples of impulsive purchase behavior, or IBT.   

        Introduction 

Both marketing and social awareness are 

being raised by this study, which seeks to 

gain insight into consumer behavior and 

push individuals to be more aware of their 

own impulses in the process. 

Imprudent purchases that are made for 

hedonic reasons rather than financial ones 

are known as "impulsive buying," which is 

an extremely common phenomenon. 

Marketers and retailers frequently exploit 

people's natural desire for immediate 

fulfillment. Unplanned purchases are 

something that many people do on a 

regular basis, even when they weren't 

planning on it. People often feel the need 

to act quickly and impulsively in response 

to external influences, such as those found 

in shopping malls and eateries as well as in 

exhibitions and food stands at night 

markets and supermarkets as well as in 

showrooms for entertainment services and 

department stores and e-commerce (1). 

Some of the influences on our shopping 

decisions include the nice ambience and 

the stunning displays and the powerful 

advertising and salespeople's persuading 

techniques Individuals are more likely to 

return and make additional purchases when 

presented with all of these in-store 

incentives. Their essentials that they would 

not have considered differently in their 

daily lives (2)  

 

 

 
1,2,3

Assistant Professor 
1,2,3

 Department of Master of Business Administration,  
1,2,3

Dr.K.V.Subba Reddy College Of Engineering For Women 

 

   

                                                                              

                                                                            

 

 

 

 

 

http://www.ijsem.org/


 

65  

 

 

 

 

                      2. Literature Review    

               2.1.   Impulse Buying 

An early definition of the term "impulse 

buying" was that it refers to a shopper's 

immediate and intense urge to buy a 

certain thing (what we call a consumer in a 

retail setting). Hedonistically complicated 

desires can lead to conflict in the form of 

emotional turmoil. It's also common for 

people to rush into purchases without 

thinking about the long-term 

consequences. To resist the temptation that 

comes on so unexpectedly and fiercely can 

be nearly impossible.The worldwide 

financial and economic crisis, according to 

the media, has worsened a severe crisis of 

values, a lack of ethics, and a general 

disregard for the legal, environmental, and 

even social settings. With the new 

language, the report submission process is 

now more precise. All publicly traded 

firms must submit "Business 

Responsibility Reports" detailing their 

environmental, social and governance 

activities as part of the annual report.In 

light of a thorough assessment of the 

literature, we decided to assemble 

information on the contextual elements that 

influence impulsive purchasing, the factors 

that promote the urge to make impulsive 

purchases in retail environments, and the 

consequences of such purchases. Impulsive 

purchases are being discussed in marketing 

and social science research as a way of 

better understanding their implications.  

2.2.   Shopping Enjoyment 

That which one derives pleasure from 

purchasing is what the dictionary calls 

"shopping pleasure." Shoppers will spend 

more time in stores with inviting 

atmospheres, attractive displays, upbeat 

music, and attentive salespeople regardless 

of whether it's a supermarket or open 

market. This is due to the following 

factors: relaxation, a positive shopping 

experience, opportunities for product touch 

and learning, and exploration of needs. 

Recreational shoppers, according to 

Belenger and Korgaonkar, shop for longer 

amounts of time even after making a 

purchase. The shopping experience, 

according to Westbrook and Black, is more 

important to consumers than their 

purchases. 

Research by Weinberg and Gottwald found 

that those who shop on the spur of the 

moment have greater levels of pleasure. 

According to Donovan and Rossiter, there 

was no indication that overspending in a 

retail setting was associated to enjoyment.  

2.3.   In-Store Browsing 

In-store browsing is the in-store screening 

or examination or evaluation of retailers 

merchandize for recreational or hedonic 

purposes without an immediate intent to 

buy. 

The research done by Sharon E. Beatty and 

M. Elizabeth Ferrell shows the study of the 

precursors of impulsive buying, 1998. 

They have investigated above two 

variables. 

Based on the above mentioned studies, we 

propose that the enjoyment in shopping 

influences the time spent in store, which 

increases the in-store browsing. Based on it 

we propose that the enjoyment in shopping 

leads to increase in time spent in store, 

which further leads to more in-store 

browsing. 

·        H1: Browsing in stores is associated with a 

favorable shopping experience.  

2.4.   The Felt Urge to Buy Impulsively 

It is a state of desire that is experienced 

upon encountering an object in the 

environment. It clearly precedes the actual 

impulse action. It is spontaneous and 

sudden. (3) 

Sudden, spontaneous urge or impulse felt 

to buy something. Consumers have the 

most difficult time resisting the urge in the 
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moments following their encounter with 

the object. 

  

2.4.1.   The Influence of In-store 

Browsing and Felt Urge to Buying 

Impulsively 

In-store browsing is the in-store 

examination of a retailer‟s merchandise for 

recreational and/or informational purposes 

without an immediate intent to. Babin, 

Darden and Griffin  studied the hedonic 

value of shopping, which suggests that 

hedonic shopping reflects shopping‟s 

potential entertainment and emotional 

worth.  Due to the increasing significance 

of entrepreneurship in the educational 

system, the question that arises is which 

entrepreneurial skills are required and 

which educational approach is the best. In 

one of his most cited studies on 

entrepreneurial skills, concludes that, for 

the entrepreneur to be successful in an 

entrepreneurial initiative process, he or she 

does not require a single skill, but a set of 

skills that should show a certain balance 

amongst them. It has been suggested that 

browsing or shopping without specific 

intent, is more significant motivation than 

the actual acquisition of products and can 

provide a highly pleasurable “vicarious 

buying” experience (4). Thus browsing 

tends to produce positive feelings for many 

shoppers.  

 

  
  

2.5.   Positive Interaction with Sales 

People 

Desire to receive attention or to meet 

people to alleviate loneliness may be 

important shopping motives He found that 

people were likely to go to shopping when 

they needed attention or wanted to 

communicate with others. People liked to 

chat with sales people in the store about 

their interests. This may be more true for 

elderly shoppers who may have limited 

social activities due to lack of physical 

capability. As women get older, they may 

seek social interaction with sales people in 

retail setting. 

  

2.6.   Impulsive Buying Tendency (IBT) 

Addresses to differential proclivity of 

individuals to buy on impulse It is a 

tendency to respond quickly to given 

stimulus without deliberation and 

evaluation of consequences. 

In the materialistic world, the social 

interactions are shrinking day by day 

which creates loneliness and need to be 

heard and to listen, 

i.e. people seek social interactions. It may 

result into the positive impact of the 

interaction with sales people on the 

impulsive buying. Based on this I propose 

my third hypothesis. 

·        H3: interacting well with salespeople has a 

positive impact on one's propensity to 

make impulsive purchases (IBT). 

  

2.7.   In-Store Browsing and IBT 

Bellenger and Korgaonkar learned that 

recreational shoppers were more likely to 

go shopping trips without pre-planned 

purchase in mind. Rook and Hoch, 

suggests that some people „plan on being 

impulsive‟ as shopping approaches. High 

IBTs are likely to use browsing as a 

shopping strategy. 

The relationship between IBT and in-store 

browsing is studied by Fihye Park and 

Sharron Lemmon, as well as Sharon E. 

Beatty and M. Elezabeth Ferrell. 

Thus people having more intensive buying 

tendency will tend to prefer unplanned 

shopping which will enhance the “In-store 

browsing” as they don‟t have shopping list 

or even from which store and when. a fix 

plan about what to buy, why, which brand, 

at what price, from which section or 

 

·        H4: In-store browsing has a beneficial 

impact on the likelihood of impulsive 

purchases.  

2.8.   IBT and the Felt Urge to Buy 

Impulsively 
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By the definition of IBT, shoppers are 

likely to experience more urges to buy 

impulsively and will tend to act more 

frequently on those urges. The IBT 

influences the impulse purchase which is 

an outcome of felt urge to buy 

impulsively(3). 

As very few researches have made efforts 

to explore this relationship, we made 

efforts to explore this relation and find the 

combined effect of the interaction with 

sales person and in-store browsing on the 

IBT and the influence of IBT on the felt 

urge to buy impulsively. 

·        H5: The tendency to buy on the spur of the 

moment is closely linked to the ability to 

control one's impulses.  

2.9.   Consumer Guilt 

As the term implies, it describes 

"an uncomfortable mental or emotional 

condition caused by the possibility that 

other people would object to one's conduct 

or inaction or the circumstances or 

intentions that one has expressed" (5). 

Confidence and self-consciousness are two 

of the most common causes of guilt in 

consumers. Guilt is significantly linked to 

impulsive shopping (5). 

They found evidence of feelings of 

self-blame for things like lack of self-

control or failing to live up to expectations 

in their research on the topic by Darren W. 

Dahl, Heather Honea, and Rajesh 

Manchanda. Any time after an impulsive 

action, purchase, or other event triggers the 

feeling of guilt. There are two key tactics 

they employ: compensating for losses and 

reducing the likelihood of impulse 

purchases. In order to deal with their 

shame, they employ a variety of methods, 

including mental disengagement, blaming 

others, resignation, mental undoing, 

reasoning, and enlisting the help of others. 

Social support strategies are linked 

to higher repurchase intentions, according 

to Hatice AYDIN and Sevtap ÜNAL's 

study. All previous study on guilt was 

based on the guilt that occurs after 

impulsive purchases and is unrelated to the 

purchase. As a conceptual picture, we've 

taken into account the lingering shame 

connected with impetuous purchases. 

When it comes to the idea of guilt, we 

propose that the scenario in which 

customers interact with salespeople who 

are selling the product that has sparked 

their impulsive desire to purchase the 

product will lessen their sense of guilt 

associated with making the purchase 

because the salesperson's convincing words 

will support their purchasing decision and 

lessen their sense of risk or uncontrolled 

behavior. It could also be a result of a lack 

of accountability (6). 

A salesperson's relationship with 

the buyer can therefore be used to alleviate 

guilt-related emotional emotions. 

H6: The positive interaction with 

sales people is negatively associated with 

the guilt. 
  
  

 3. Research Methodology 

3.1.   PreliminaryEfforts 

Initial exploratory interviews were done 

with Indian and Taiwanese consumers to 

gain an understanding of the impulsive 

buying experience in retail and the positive 

and negative effects of such purchase. In 

terms of the most prevalent emotions 

expressed by the participants, enthusiasm, 

joy, and feeling good are among the most 

common. It didn't matter if the respondent 

was male or female or of a different 

nationality. 

3.2.   Data Collection 

3.2.1.   Internet Based Survey 

·        About 200 persons were reached in 

some way, whether it was directly or 

indirectly, by phone or online. All 

participants were given a brief description 

of the study's goals and objectives, and 

were asked to send in their completed 

questionnaires before the deadline. A total 

of 153 individuals completed the survey 

before the deadline and submitted it in its 

entirety. 
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3.2.2.   Questionnaire 

During the course of their shopping trip, 

students were encouraged to imagine 

various scenarios, such as encounters with 

salesmen or their own emotional reactions 

to the experience. We asked the following 

questions in order to expedite this process. 

- In order to measure the impulsiveness of 

purchasing, a three-item scale was used. – 

If you're like me, you buy things you didn't 

intend to. It's true that (ii) I'm easily 

persuaded to buy things on the spur of the 

moment. Fun is had when you buy 

something on the spur of the moment. 

According to a four-item scale, shopping is 

a waste of time and all items were reverse-

coded. On the other hand, shopping is not 

one of my favorite hobbies. (iii) (iii) I have 

no desire to engage in any form of retail 

therapy. To be honest, it's not one of my 

favorite pastimes. Customer contacts with 

salespeople were measured by asking six 

questions of the customers. Because I see 

salespeople practically every day, I've 

developed a close friendship with them. 

The second reason is that when others 

communicate their thoughts and feelings 

about a thing, it helps me form an opinion 

about it. Third, it's amusing to contrast my 

own impressions of a product with those of 

the salesperson. Customers enjoy shopping 

more when the salesmen are joking around. 

If a salesperson commits an error, I feel 

bad for them. In order to show you how the 

products work in practice, the salesperson 

gives you hands-on experience with them. 

In-store browsing was measured with the 

use of three items:. Most of my time was 

spent aimlessly ambling from place to 

place. "Simply strolling around" is a more 

appropriate description of my daily routine. 

(ii) Most of my time and attention is 

devoted to the things I plan to buy (R). 

How much I was tempted to buy things 

that were not on my list of purchases was 

determined by four factors... 

However, there were many goods on the 

store floor that I wanted to buy even 

though they weren't on my list. (Iv) I didn't 

feel the need to acquire anything I hadn't 

planned on while on this vacation. (iii) 

After a few minutes of wandering around, I 

realized I needed to buy something. A 

seven-point semantic scale can be used to 

measure the guilt that comes along with 

impulsive purchases, ranging from "I don't 

feel guilty at all to very guilty," "I have no 

regrets to loads," and "I felt very dreadful 

or not bad at all." 

However, rather than using a Likert scale, 

the concept of "guilt" was evaluated on a 

7-point semantic scale. 

  

3.3.   Data Analysis and Results 

Shopping happiness, interaction with a 

salesperson, in-store browsing, 

impulsiveness, and guilt all play a role in a 

person's decision to buy anything on 

impulse. There were 153 people who took 

part in the online poll, with 101 being men 

and 52 being women. In the online 

questionnaire's start, we asked participants 

to describe recent impulsive purchasing 

experiences they had recently had. The 

next stage was to fill out a survey with 

questions pertaining to each of the 

variables. Every single variable had a 

statistically significant reliability score: 

0.878 for shopping delight, 0.782 for 

salesperson interactions, 0.555 for in-store 

browsing, 0.666 for guilt, and 0.08 for 

impulsive want to buy, among others. 

Cronbachalfa's lower scores were raised to 

0.722 and 0.81, respectively, when some of 

the less reliable questions from in-store 

shopping and guilt were deleted. 

A linear regression analysis found a 

substantial link between shopping pleasure 

and the IBT, as well as browsing in-store 

and interacting with salespeople, and a 

weak link between shopping contentment 

and the impulsive urge to buy. In-store 

browsing was significantly influenced by 

the shop environment (H1). Impulsive 

buying was shown to be reduced by IBT 

and window shopping in-store (H5). The 

interaction with the salesman resulted in an 

increase in IBT (H3). The IBT, on the 

other hand, had a significant impact on 

store browsing behavior (H4). When 

talking with the salesperson, we found that 

guilt was much worsened (H6). 

 4. CONCLUSION 
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Research shows that people who buy 

impulsively are more likely to feel less bad 

about their purchases if they interact with 

an employee of a retailer. It also implies 

that the shopping environment is critical in 

enhancing both browsing in-store and the 

impulsive impulse to buy. 

  5. DISCUSSION 

 

The marketing, trade, and social science 

fields all benefit greatly from study 

findings. It's for this reason that, as the 

research previously suggested, retailers and 

supermarkets should pay special attention 

to the design of stores that stimulate in-

store browsing. Adding entertaining 

elements like music, product samples, and 

enhanced displays can all help extend and 

enhance the in-store shopping experience 

in this way. As a result of this study, we 

now have a better knowledge of the 

importance of excellent customer-

salesperson interactions, which may in turn 

lead to more impulsive purchases and less 

guilt connected with such purchases. ' 

Whether this effect encourages recurring 

purchases and influences the pleasure of 

impulsive buying is still an open question. 

More research is needed. Customers must 

be aware of how hasty purchases can cause 

stress to their psyches, and this study 

contributes to social psychology by 

focusing on guilt as a factor in the 

decision-making process. The 

psychological consequences of impulsive 

purchasing and the psychological 

components that lead to impulsive buying 

deserve additional exploration.. 

They buy things they didn't intend to get 

because they became distracted from their 

original search. Shopping and parasocial 

interaction, which is dependent on 

promotional displays and interactions with 

salespeople to cause shoppers to examine 

an entire class of goods, are the results of 

browsing and parasocial interaction. This 

occurs even when customers arrive at a 

store intending to buy specific items of a 

specific brand at a specific price from a 

specific location without conducting any 

search activity. Salesmen say, "Don't miss 

out on this deal," and we wind up getting 

three pairs of shoes, two shirts and an 

electric hair dryer instead of one thermos 

since we're saving money due of the 

salesman's words. When people buy things 

on the spur of the moment, they aren't just 

buying to meet a need; they are buying for 

pleasure and enjoyment's sake. As a result, 

understanding this conceptual paradigm is 

essential, and further research is needed in 

this field.. It is important for companies to 

use their sales force and after-sales service 

effectively in order to increase customer 

satisfaction and avoid instances where 

customers feel guilty because they 

purchased something incorrectly, as was 

discussed earlier in the strategies for 

dealing with guilt and shame. There is 

more to it than simply meeting the 

requirements of customers; businesses 

have a social and professional 

responsibility to assist individuals make 

better purchase decisions. 
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