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Abstract 

This study examines the influence of personal determinants, namely, 

financial availability, temporal availability, and familial influence, on 

the impulse buying behavior of consumers in Pakistan’s retail sector. It 

further investigates the impact of in-store determinants, including the 

store environment, promotional initiatives, and product characteristics, 

on this behavior. Data were collected via an online survey administered 

in Karachi, Pakistan, yielding responses from 305 participants. The 

hypotheses were tested using statistical techniques such as SPSS and 

PLS-SEM. The findings revealed a significant association between the 

examined determinants—financial availability, temporal availability, 

familial influence, store environment, promotional initiatives, and 

product characteristics—and impulse buying behavior. All hypotheses 

were supported, indicating that both personal and in-store determinants 

significantly affect impulse purchasing. This research advances the 

comprehension of impulse buying within the context of Pakistan’s retail 

industry. By identifying critical personal and in-store determinants that 

stimulate impulse purchases, the study provides valuable insights for 

retail marketers. These insights may inform strategies designed not only 

to attract but also to retain consumers, thereby enhancing overall 

business performance. These results offer actionable guidance for 

experienced retail managers to enhance competitive retail strategies 

effectively. 
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1. INTRODUCTION 

Impulse buying is often influenced by the design and marketing strategies of online shopping platforms, which 

encourage consumers to make spontaneous purchases (Husnain et al., 2018; Kathuria & Bakshi, 2024). Among the most 

influential factors in the retail market, price and product quality play a critical role in consumer decision-making 

(Pallikkara et al., 2021; Jammazi & Mokni, 2021; Wang et al., 2022). Impulse buying, characterized as an unplanned 

and immediate purchasing decision, is often driven by external stimuli. Research by Scacchi et al., (2021) explains that 

social media advertisements influence impulse shopping behaviors, though the study does not explicitly distinguish 

whether these influences stem from customer reviews or marketing promotions. Impulse purchasing has long been a 

subject of academic and business research, often described as spontaneous, compelling, and emotionally driven 

(Badmus et al., 2024; Wijaya & Setyawan, 2020). The concept has evolved, initially being associated with immaturity 

or cognitive impulsiveness (Noor, 2020). One widely accepted definition describes it as a strong, immediate urge to 

purchase a product or service, often without prior planning (Server, 2019; Hosseini et al., 2020). While impulse buying 

is commonly linked to unplanned shopping, scholars argue that the two concepts are distinct. Unplanned purchases do 

not always result from impulse buying, as they may be influenced by previous shopping experiences or necessity (Noor, 

2020; Sharma et al., 2024). The majority of consumers engage in impulsive purchases due to reference group influence 

and their inherent shopping preferences (Scacchi et al., 2021). 

Environmental cues also play a role in triggering impulsive buying behaviors (Ahmed, 2019; Westermann & Schunk, 

2022; Liu et al., 2022; Ullah & Ali, 2024). Atulkar and Kesari (2018) assert that consumers respond to store 

atmospheres and generate positive emotions, which enhance their involvement in the shopping experience. Similarly, 

Park et al., (2012) found that store ambiance, product placement, and promotional messaging create a psychological 

motivation to purchase. Several studies have examined the impact of personal factors such as consumer attitudes, 

                                                           
a Department of Economics, The University of Lahore, Lahore, Pakistan, aramish.altaf@econ.uol.edu.pk    
b Department of Economics, The University of Lahore, Lahore, Pakistan 

Received: 10 January 2025 
Revised: 11 March 2025 
Accepted: 23 March 2025 
Published: 31 March 2025 
 
Citation:  
Alvi, A. A. & Mudassar, M. (2025). 
Exploring the Psychological and 
Environmental Triggers of Impulse 
Purchases in Retail Markets. Journal of 
Policy Options, 8(1), 31-42. 
 
DOI: 
https://doi.org/10.5281/zenodo.17394964      
 
Copyright: © 2025 by the authors. 
Licensee RESDO. 
This article is an open access article 
distributed under the terms and 
conditions of the Creative Commons 
Attribution (CC BY) license 
(https://creativecommons.org/ 
licenses/by/4.0/). 

mailto:aramish.altaf@econ.uol.edu.pk
https://doi.org/10.5281/zenodo.17394964
https://doi.org/10.5281/zenodo.17374929


JPO, 8(1), 31-42. 

- 32 - 

cultural influences, materialism, and shopping pleasure, all of which contribute to impulse purchasing tendencies 

(Hosseini et al., 2020). Suleman (2019) conceptualized impulse buying as a multidimensional construct, incorporating 

psychological, emotional, and social dimensions. Other researchers have investigated the marketing-driven factors that 

contribute to impulse buying, including price, product-related attributes, external stimuli, and internal motivations 

(Febrilia & Warokka, 2021; Iftikhar & Iqbal, 2020; Roussel & Audi, 2024; Park et al., 2012). Atulkar and Kesari (2018) 

examined the role of store atmospheres in online impulse buying behaviors, emphasizing factors such as browsing 

enjoyment, in-store exploration, and impulse tendencies. While many scholars view impulse buying as a general 

behavioral trait, only a few studies have explored the role of materialistic beliefs and shopping pleasure as intrinsic 

consumer characteristics (Febrilia & Warokka, 2021; Adesina et al., 2024). 

Situational factors also play a significant role in shaping impulsive shopping behavior. These include financial status, 

time availability, store environment (e.g., music, lighting, and scent), advertising strategies, and salesperson interactions 

(Khan & Hassan, 2019; Iftikhar & Iqbal, 2020; Noor, 2020; Nurul et al., 2019; Scacchi et al., 2021; Shahpasandi et al., 

2020; Farhadi & Zhao, 2024). Additionally, product attributes such as quality, pricing, and perceived value influence 

consumer decisions (Hosseini et al., 2020; Limjaroenrat & Ramanust, 2023). Many of these studies have focused on 

impulse shopping behavior in Western countries, though the rise of organized retail formats in South Asia, particularly 

in Pakistan, has broadened the scope of research. 

The rapid expansion of supermarkets and hypermarkets in Pakistan has contributed to the growth of organized retail, 

enhancing shopping convenience and customer experience (Atulkar & Kesari, 2018; Kosya & Popov, 2020; Šostar & 

Ristanović, 2023). Grocery and food markets, in particular, have become key areas where consumers experience 

heightened shopping motivation, driven by product variety, convenience, and promotional offers. The presence of 

customized shopping experiences under one roof further stimulates impulse buying tendencies (Soelton et al., 2021; 

Ran et al., 2022). Understanding these factors can help retailers and marketers develop effective strategies to encourage 

spontaneous purchases while ensuring positive consumer experiences. Large retail stores promote a wide range of 

consumer products, primarily focusing on food, household goods, and daily essentials, with self-service formats 

enhancing customer convenience. These retail establishments typically operate in spacious environments, offering 

diverse product assortments at competitive prices, creating a stimulating and engaging shopping atmosphere (Atulkar & 

Kesari, 2018; Ran et al., 2022). Such environments contribute to impulse buying behavior, where consumers make 

unplanned purchasing decisions driven by store layouts, promotions, and in-store experiences. According to the 

Pakistan Economic Survey (2021), the supermarket and grocery store sector has expanded to 319 stores across the 

country, covering more than 10 million square feet. The growth of Tier 2 and Tier 3 cities has further expanded retail 

networks, making modern trade accessible to a larger consumer base. Consequently, developing countries rank second 

globally in the Retail Development Index due to their strong market potential, rapid economic expansion, urbanization, 

rising income levels, and increasing consumer purchasing power. The time spent shopping also significantly influences 

impulse buying behavior. Marketing literature suggests that the longer consumers stay in a store, the more likely they 

are to make additional purchases (Iftikhar & Iqbal, 2020). Studies indicate that consumers with more free time tend to 

buy more than planned, as greater time availability allows for browsing, exploring, and responding to marketing cues 

(Atulkar & Kesari, 2018). Similarly, impulse purchases are often triggered by emotional and sensory appeals, fulfilling 

instant gratification desires rather than rational decision-making processes (Akbar & Hayat, 2020; Febrilia & Warokka, 

2021). Research suggests that 70% of purchasing decisions are made at the point of sale, highlighting the impact of in-

store marketing strategies on consumer buying behavior (Iftikhar & Iqbal, 2020; Rokonuzzaman et al., 2021). 

While impulse buying and unplanned purchases are often used interchangeably, scholars argue that these concepts are 

distinct. Unplanned purchases refer to spontaneous buying decisions that may result from external factors such as 

promotions or necessity, whereas impulse buying is driven by emotional triggers and psychological urges (Hosseini et 

al., 2020). Research suggests that individual traits, such as emotional attachment to shopping, influence impulse 

purchases (Nurul et al., 2019; Rokonuzzaman et al., 2021). Strong emotional connections to consumer goods further 

reinforce this behavior, making impulse buying a psychologically driven phenomenon. Sustainability concerns also play 

a role in modern consumer behavior, particularly in addressing overconsumption and wasteful purchasing habits. 

Consumer behavior theories suggest that individuals often struggle with self-control at checkout points, leading to 

inconsistent purchasing patterns (Shahpasandi et al., 2020). While some consumers aim to adopt sustainable shopping 

habits, the influence of lifestyle stereotypes and promotional tactics often results in impulse-driven consumption (Vinish 

et al., 2020; Altaf & Shahzad, 2021). Research has also explored consumer decision-making processes, indicating that 

digital shopping tools and smart retail technology contribute to higher engagement and increased spending (Mahmood 

& Aslam, 2018; Thürmer et al., 2020). While consumption remains an integral part of modern life, socially motivated 

consumer habits have led to excessive purchasing in various retail categories, particularly in fashion and food markets 

(Hosseini et al., 2020; Rokonuzzaman et al., 2021; Kumar, 2023). 

Understanding consumer behavior is essential for businesses, as impulse buying contributes significantly to retail 

revenues (Shah et al., 2021). Marketers recognize impulse buying as a key driver of profitability, as consumers 

frequently purchase more than initially intended. Millennials, in particular, exhibit higher levels of impulse buying, with 

52% more likely to make unplanned purchases than previous generations (Scacchi et al., 2021). This trend has led 

retailers to adopt strategies that enhance in-store shopping experiences, such as attractive product displays, calming 

store environments, and promotional incentives (Husnain et al., 2018; Park et al., 2012; Rokonuzzaman et al., 2021; 

Abdul, 2023). The expansion of modern trade retail in Pakistan has contributed to growing impulse buying behaviors, 

with consumers responding to strategic product placements and marketing cues at supermarkets and hypermarkets (Iyer 
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et al., 2019; Gopal et al., 2024). Given these insights, this study seeks to examine the impact of store environments, 

financial flexibility, time availability, family influence, motivational factors, and product attributes on impulsive buying 

behavior. By exploring how external and internal factors contribute to unplanned purchasing decisions, the findings aim 

to provide valuable insights for retailers, marketers, and policymakers looking to enhance consumer engagement and 

sustainable shopping behaviors. 

 

2. LITERATURE REVIEW 

Impulse buying strategies have become a fundamental component of global marketing, with nearly every major brand 

and industry leveraging these tactics to attract consumers. Companies carefully analyze customer preferences and 

market trends to develop highly effective sales techniques, leading to rapid customer acquisition and increased 

profitability. One of the most common strategies involves offering discounts, deals, and limited-time promotions, which 

create a sense of urgency and encourage consumers to make spontaneous purchases (Iyer et al., 2019 Gopal et al., 

2024). Many consumers perceive such deals as cost-saving opportunities, prompting them to buy products regardless of 

necessity. Pricing remains the primary factor influencing impulse purchases, particularly in supermarkets, retail chains, 

and shopping malls, where strategically placed discounts and bundle offers play a crucial role (Iftikhar & Iqbal, 2020; 

Gopal et al., 2024). Another widely used strategy is product placement and in-store merchandising, where large retailers 

prominently display products to encourage impulse purchases. Stores frequently arrange complementary products 

together, making it more likely that customers will purchase additional items they had not originally intended to buy. 

Product comparisons are also a powerful tool in stimulating impulse buying. By placing two similar products side by 

side, retailers encourage consumers to make quick decisions, resulting in higher sales volumes and increased revenue 

generation. Studies have shown that these impulse buying tactics are highly effective, with 75% of American consumers 

engaging in impulse purchases, and some spending up to $500 on unplanned shopping. Limited-time promotions and 

flash sales are particularly influential, allowing retailers to clear out older stock before launching new products (Febrilia 

& Warokka, 2021; Dehnert & Schumann, 2022). This benefits businesses by reducing losses from unsold inventory, 

while consumers perceive these purchases as good value. Factors such as low self-control, the desire for instant 

gratification, and the need to impress others are key psychological triggers behind impulse buying. Businesses leverage 

these consumer tendencies, deploying strategic marketing campaigns to maximize sales and profit margins. While 

consumers may benefit from discounts and promotional deals, the global retail industry gains significantly more from 

impulse buying than individual customers. Many studies suggest that impulse buying can lead to financial strain, 

excessive spending, and buyer’s remorse, which ultimately outweigh the short-term benefits (Dehnert & Schumann, 

2022). Despite these concerns, the advantages of impulse buying strategies for businesses remain far greater than the 

drawbacks for consumers. However, researchers indicate that excessive exposure to impulse-driven marketing can 

result in customer dissatisfaction and frustration over time (Dehnert & Schumann, 2022; Nurul et al., 2019). Persistent 

visual and psychological marketing tactics can create negative shopping experiences, potentially harming long-term 

brand loyalty. Ultimately, while impulse buying strategies enhance short-term sales, businesses must balance aggressive 

marketing tactics with customer satisfaction to sustain long-term consumer trust and brand credibility. By adopting 

ethical marketing practices and encouraging responsible consumer behavior, retailers can ensure that impulse buying 

remains a positive and engaging shopping experience rather than a financial burden for consumers. 

Environmental factors play a crucial role in impulse buying behavior, but they should not create a perception that 

customers are being forced into unplanned purchases, as this can lead to negative consumer experiences (Febrilia & 

Warokka, 2021; Cebeci et al., 2023). A significant factor influencing impulse buying is store crowding, as research 

suggests that heavily crowded stores reduce the likelihood of spontaneous purchases due to discomfort and stress 

(Scacchi et al., 2021). Impulse buying has both economic advantages and disadvantages for countries. On the positive 

side, businesses benefit from higher sales volumes, leading to increased revenues and tax contributions (Park et al., 

2012; Cebeci et al., 2023). These tax revenues support national economies by funding public services and infrastructure 

projects. However, on the negative side, excessive impulse buying can lead consumers into financial strain, particularly 

when purchases are made on credit or with borrowed money. Over time, rising household debt levels may become a 

broader economic concern for governments (Nurul et al., 2019). The study of impulse buying behavior has been a 

subject of interest for researchers for over six decades. Early research in the 1960s focused on defining the concept of 

impulsive purchasing, primarily viewing it as a sudden emotional response to a product (Husnain et al., 2018). By the 

1990s, scholars began analyzing the various factors influencing impulse buying, including psychological triggers, 

consumer demographics, and shopping environments (Scacchi et al., 2021; Vinish et al., 2020; Wiranata & Hananto, 

2020). Over time, impulse buying has been defined and redefined, with past research describing it as a quick decision-

making process influenced by external stimuli rather than deliberate evaluation of options (Shahpasandi et al., 2020). 

Impulse buying is frequently described as an unplanned action driven by emotional, cognitive, and instinctive responses 

(Vinish et al., 2020; Alsayat, 2023). While all impulse purchases are unplanned, not all unplanned purchases result from 

impulse buying. The key distinction lies in the immediacy and emotional nature of impulse purchases, as opposed to 

unplanned buying, which may result from necessity or convenience. Spontaneity is central to impulse buying, as 

consumers act on sudden urges without extensive deliberation (Zafar et al., 2020). Understanding impulse buying helps 

marketers identify the psychological and behavioral triggers that influence consumer decisions. Since impulse 

purchases are often rapid and emotionally driven, marketers leverage this knowledge to optimize store layouts, 

promotional campaigns, and product placements (Iftikhar & Iqbal, 2020; Alsayat, 2023). Additionally, tracking 

impulsive buying behaviors allows businesses to analyze customer preferences and tailor marketing strategies 
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accordingly. Research suggests that impulse buying can convert new customers into repeat buyers, as satisfactory 

experiences with impulse purchases lead consumers to develop brand loyalty and increased spending habits (Wijaya & 

Setyawan, 2020). 

Impulse buying typically occurs in-store, where environmental stimuli trigger spontaneous purchasing decisions. 

However, online retail platforms have also adopted strategies to encourage impulse buying, such as flash sales, limited-

time discounts, and personalized recommendations (Miao et al., 2019). While traditional impulse buying occurs during 

a shopping visit, online retailers have extended impulse-driven purchasing opportunities beyond physical stores, 

increasing the frequency and accessibility of spontaneous purchases. Raza et al., (2020) categorized impulse buying into 

two key types: planned impulse purchases and situational impulse purchases. Planned impulse purchases involve buying 

decisions made before entering a store but finalized upon in-store encouragement, whereas situational impulse buying 

occurs entirely within the store, driven by external influences such as discounts, promotions, and appealing displays 

(Baig & Imtiaz, 2020). These purchasing behaviors are influenced by external marketing tactics, individual personality 

traits, and situational factors (Yue & Razak, 2018; Alsayat, 2023). More recent research explores the internal 

psychological processes behind impulse buying, including the role of emotions, self-control, and cognitive biases. Early 

literature from the 1960s focused on categorizing product types based on their association with impulse buying. 

Researchers aimed to distinguish between products that naturally encouraged impulse purchases and those requiring 

rational evaluation (Iftikhar & Iqbal, 2020). This research continued into the 1970s, emphasizing the impact of product 

categories on purchasing behavior. By the mid-1980s, studies began differentiating unplanned impulse buying from 

planned impulse purchasing, recognizing that some consumers engage in impulse buying as part of a habitual pattern 

rather than purely emotional spontaneity. Even today, unplanned impulse buying remains prevalent, particularly in 

industries such as fashion, electronics, and fast-moving consumer goods. In more recent years, demographic research 

has examined how consumer characteristics influence impulse buying tendencies. Studies indicate that age, income 

level, and cultural background affect how individuals respond to impulse-driven marketing strategies. For example, 

younger consumers, particularly millennials and Generation Z, exhibit higher tendencies for impulse buying, especially 

in digital retail environments. This ongoing trend suggests that impulse buying remains a dominant factor in consumer 

behavior, continuously shaping the strategies of modern retail and e-commerce industries. 

 

3. THEORETICAL BACKGROUND 

Hygiene factors refer to contextual elements such as salary, workplace policies, the work environment, and 

interpersonal relationships. If these factors are inadequate, they can lead to dissatisfaction and demotivation. On the 

other hand, motivational factors include achievement, rewards, and recognition, which contribute to job satisfaction and 

self-realization. According to the theory, these two sets of factors operate on separate spectrums, meaning that 

eliminating dissatisfaction does not necessarily lead to motivation, and motivation does not always prevent 

dissatisfaction. This theory can also be applied to impulse buying behavior, particularly in exploring the motivational 

forces behind purchasing decisions. In this context, hygiene factors in impulsive buying relate to the fundamental 

conditions influencing a consumer’s decision to enter the marketplace (Peramatzis & Galanakis, 2022; Liu et al., 2023). 

For example, factors such as product quality, brand image, and loyalty programs act as hygiene factors that set the 

foundation for impulsive purchasing tendencies. In contrast, motivational factors influence the actual purchase decision, 

such as a consumer’s excitement, rewards, or promotions associated with the product. If hygiene factors—such as 

uncertainty about a product’s attributes—are present, consumers may develop self-control and resist impulse buying 

(Vinish et al., 2020; Liu et al., 2023). 

The theory of traits and emotions highlights mood as a significant determinant of behavior. It asserts that personality 

and emotional states directly influence impulse buying tendencies. However, previous research has produced mixed 

results, indicating that mood can either increase or decrease impulsive buying. In response to these contradictions, a 

revised version of the theory was introduced (Petrides, 2001), suggesting that a positive mood enhances impulsive 

buying behavior. A positive emotional state, characterized by pleasure, excitement, and enthusiasm, fosters a higher 

likelihood of unplanned purchases. On the contrary, an alternative extension of the theory argues that negative emotions 

can also trigger impulsive buying. Research suggests that when consumers experience negative emotions, they often 

seek relief by engaging in impulsive purchasing as a coping mechanism (Wijaya & Setyawan, 2020; Liu et al., 2023). 

This phenomenon is based on the idea that retail therapy helps alleviate emotional distress, such as anxiety, sadness, or 

frustration. Another dimension of the theory explores the role of personality traits in impulse buying behavior. Studies 

indicate that extroverted individuals are more prone to impulsive purchases than introverts because extroverts exhibit 

higher levels of spontaneity, enthusiasm, and attraction to novel experiences (Vinish et al., 2020). Similarly, research 

suggests that individuals with lower emotional stability are more susceptible to impulse buying, as they use shopping as 

a way to compensate for emotional instability, stress, or mood swings (Park et al., 2012). 

The Cognitive-Affective Personality System (CAPS) theory, developed by Mischel and Shoda (1995), provides a 

cognitive framework for understanding how situational variables and mental attributes influence behavior. This theory 

identifies five cognitive-affective features that shape information processing and decision-making. These cognitive-

affective units include encoding, beliefs, affect, and competencies. The encoding process involves how individuals 

perceive and interpret external stimuli (Soelton et al., 2021). In the context of impulse buying, encoding occurs when a 

consumer notices a desirable product, prompting an immediate emotional or cognitive response. The second unit, 

beliefs, relates to pre-existing consumer perceptions and external influences on purchasing decisions. These beliefs may 

stem from family opinions, cultural values, or prior experiences with a brand (Thürmer et al., 2020). The third unit, 
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affect, pertains to emotional congruency in consumer decision-making. If a product aligns with a consumer’s positive 

emotional state, they are more likely to make an impulse purchase. However, if uncertainty arises, such as doubts about 

product quality, pricing, or utility, consumers are more likely to hesitate or abandon the purchase (Iftikhar & Iqbal, 

2020). Overall, these psychological and cognitive theories help explain why consumers engage in impulse buying 

behaviors, as well as the underlying emotional and cognitive mechanisms driving their purchasing decisions. By 

understanding these theories, marketers and retailers can develop more targeted strategies to stimulate impulse buying 

while ensuring positive consumer experiences. 

 

4. CONCEPTUAL MODEL 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

This study utilized an explanatory research design to examine the interplay between dependent and independent 

variables. The main aim was to discern causal links and address gaps noted in previous investigations (Zikmund et al., 

2014). The research sought to offer fresh insights by investigating factors that affect impulsive buying behavior, 

especially within Karachi's retail sector in Pakistan. A structured questionnaire served as the principal tool for data 

collection, ensuring that data could be quantified and statistically analyzed. This enabled robust and meaningful 

conclusions. The research design followed a correlational framework, which allowed for the exploration of relationships 

between two or more variables. A non-probability sampling method was employed, specifically convenience sampling, 

due to resource constraints and market conditions. This approach enabled the study to efficiently gather data from 

readily available respondents while maintaining a focus on the target population. Primary data was collected from a 

target population consisting of retail store customers in Karachi, Pakistan, specifically those aged between 20 and 45 

years old. Participants were drawn from universities, shopping malls, and various retail stores, ensuring a diverse 

representation of consumer behaviors and purchasing tendencies. 

Based on the recommendations of Hair et al. (1998), who advised 15–20 observations per tested variable, the sample 

size for this study was determined. Considering that the investigation encompassed seven primary variables measured 

across 25 items, an optimal sample size of 500 respondents (25 × 20) was deemed appropriate. To further enhance 

reliability, 520 valid responses were collected, surpassing the minimum requirement of 400 respondents for Structural 

Equation Modeling (SEM). The maximum sample size was subsequently estimated using the Kline method, thereby 

ensuring that the dataset was statistically robust and representative. The study exclusively relied on primary data 

collection methods to obtain insights directly from consumers. The participants consisted of retail store customers who 

frequently engage in impulsive buying behaviors. Given the focus on understanding impulse buying patterns, the 

questionnaire was primarily distributed among female respondents, as previous research suggests that women exhibit 

higher impulsive buying tendencies in retail environments. The collected responses were analyzed to assess the impact 

of different variables on impulsive buying behavior, providing valuable insights into consumer purchasing motivations 

and tendencies. 

 

5. RESULTS AND DISCUSSIONS 

Table 1 presents the factor loadings, Cronbach’s alpha, composite reliability, and average variance extracted (AVE) for 

the measurement constructs in the study. These reliability and validity measures assess the internal consistency, 

convergent validity, and reliability of the constructs used in the research model. Factor loadings indicate the strength of 

each item’s association with its corresponding construct, where values above 0.70 are considered acceptable (Hair et al., 
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2019). Most items exhibit strong loadings, confirming their significance in measuring the respective latent constructs. 

Nevertheless, certain variations in loadings, such as IBB1 (0.6874), indicate potential concerns regarding individual 

item contributions and warrant further examination. Cronbach’s alpha values, which measure internal consistency, are 

acceptable when exceeding 0.70 and denote excellent reliability when above 0.90 (Nunnally & Bernstein, 1994).  

 

Table 1: Loading, Cronbach's Alpha, Composite Reliability 

Construct Loading Cronbachs Alpha CR AVE 

Money Availability 0.99 0.9528 0.9283 

MA1 0.9073    
MA2 1.0075    
MA3 0.9121    
Family Influence 0.9874 0.9804 0.8661 

FI1 0.9754    
FI2 0.9706    
FI3 0.9209    
Time Availability 0.9674 0.9967 0.8372 

TA1 0.8937    
TA2 0.8813    
TA3 0.9751    
Store Environment 0.814 0.9238 0.7146 

SE1 0.7969    
SE2 0.8509    
SE3 0.8127    
Product Attributes 0.7891 0.9311 0.8117 

PA1 0.916    
PA2 0.8617    
Promotional Activities 0.8228 0.9306 0.7531 

PLA1 0.8817    
PLA2 0.872    
PLA3 0.8189    
Buying behavior of impulse 0.9319 0.984 0.8266 

IBB1 0.6874    
IBB2 0.8858    
IBB3 0.9626    
IBB5 0.8141    
IBB6 0.9487    
IBB7 0.8794    
IBB8 0.9697    
 

In this study, all constructs exhibit values above 0.80, demonstrating strong internal consistency. However, constructs 

such as family influence (0.9874) and time availability (0.9674) display exceptionally high Cronbach’s alpha values, 

potentially indicating redundancy that necessitates review for possible item reduction to prevent excessive overlap (Hair 

et al., 2019). Composite reliability (CR), used to assess construct reliability, is acceptable when values exceed 0.70 

(Fornell & Larcker, 1981). The CR values for all constructs exceed 0.90, reflecting strong reliability. Notably, buying 

behavior of impulse (0.984) and family influence (0.9804) exhibit very high CR values, suggesting that the items 

capture their constructs well. Average variance extracted (AVE) evaluates convergent validity, with values above 0.50 

indicating that a construct explains more variance than error (Fornell & Larcker, 1981). All constructs yield AVE values 

above 0.70, confirming robust convergent validity. Moreover, store environment (0.7146) and product attributes 

(0.8117) demonstrate moderate to high AVE values, implying that most variance in these constructs is explained by 

their items. Key observations include the notably high reliability values for family influence, money availability, and 

buying behavior of impulse, which may signal item redundancy. Additionally, although most factor loadings are strong, 

IBB1 (0.6874) falls slightly below the ideal threshold, indicating the need for re-evaluation of its contribution. Overall, 

the results confirm that the measurement model exhibits strong internal consistency, composite reliability, and 

convergent validity, supporting its suitability for further structural modeling and hypothesis testing. However, further 

investigation is required to address potential redundancy among highly correlated items and the slight deviation in IBB1 

loading to enhance scale robustness. These findings underscore the vital importance of refining measurement scales in 

future studies. 

Table 2 displays the discriminant validity matrix according to the Fornell-Larcker criterion, which evaluates if each 

construct is distinct by comparing the square root of the average variance extracted (AVE) to the inter-construct 

correlation values. Discriminant validity is confirmed when the diagonal values (i.e., the square root of AVE) exceed 

the off-diagonal correlations (Fornell & Larcker, 1981). For instance, the square root of the AVE for time availability 

(0.929) substantially surpasses its correlations with other constructs, demonstrating robust discriminant validity. 
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Similarly, family influence (0.5724), money availability (0.7603), product attributes (0.3963), promotional activities 

(0.3778), and store environment (0.3529) all exhibit higher diagonal values relative to their inter-construct correlations, 

indicating that each construct encapsulates a unique dimension of consumer behavior. Thus, these findings 

unequivocally confirm construct distinctiveness. However, some correlations approach the diagonal values, suggesting 

potential issues with discriminant validity. Notably, the correlation between family influence and money availability 

(0.7603) is relatively high, indicating that these constructs may be conceptually overlapping. This aligns with findings 

that family support often influences financial resources available for purchasing decisions (Baumrind, 1991). 

Additionally, the correlation between buying behavior of impulse and promotional activities (0.5526) suggests that 

promotional activities significantly impact impulse purchasing, supporting prior research indicating that marketing 

strategies strongly influence spontaneous buying decisions (Beatty & Ferrell, 1998). Table 5's findings reveal that the 

relationship between store environment and impulse buying behavior (0.5976) indicates that a stimulating in-store 

atmosphere elevates the propensity for impulse purchases. This observation aligns with previous research underscoring 

how store ambiance, layout, and sensory stimuli foster unplanned buying behavior (Mattila & Wirtz, 2001). In 

aggregate, the Fornell-Larcker criterion confirms discriminant validity for most constructs, as diagonal values surpass 

their inter-construct correlations. Nevertheless, the robust associations between family influence and money availability, 

as well as between promotional activities and impulse buying behavior, imply potential conceptual overlap. These 

insights are critical for refining measurement models. Future studies might employ the Heterotrait-Monotrait (HTMT) 

ratio to further validate discriminant distinctions (Henseler et al., 2015). 

 

Table 2: Discriminant Validity Matrix (Fornell-Larcker Criterion) 

 FI IBB MA PA PLA SE TA 

FI        

IBB 0.5724       

MA 0.7603 0.4505      

PA 0.3963 0.4922 0.2282     

PLA 0.3778 0.5526 0.2326 0.6032    

SE 0.3529 0.5976 0.1329 0.3634 0.4887   

TA 0.2067 0.5274 0.0366 0.3758 0.524 0.3946 0.929 
Note:   FI = Family Influence; MA = Money Availability; TA = Time Availability; SE = Store Environment; PA = Product Attributes; PLA = 

Promotional Activities; IBB = Buying behavior of impulse 

 

Table 3 presents the Heterotrait-Monotrait (HTMT) ratio of correlations, which assesses discriminant validity by 

comparing average correlations between different constructs (heterotrait) with those within the same construct 

(monotrait) (Henseler et al., 2015). Discriminant validity is established if the HTMT values are below 0.90 (or a more 

conservative threshold of 0.85) (Hair et al., 2019). The results indicate that most HTMT values remain below 0.85, 

supporting discriminant validity. However, some construct pairs show moderately high values, suggesting potential 

overlap between constructs. The highest HTMT ratio is observed between buying behavior of impulse and promotional 

activities (0.6751), suggesting that promotional activities exert a strong influence on impulse buying behavior. This 

finding is clearly consistent with research indicating that advertising, sales promotions, and discounts significantly 

trigger unplanned purchasing decisions (Beatty & Ferrell, 1998). Although the value is below the 0.85 threshold, it is 

relatively high, suggesting that these constructs are closely related but still distinct. 

 

Table 3: Heterotrait-Monotrait Ratio (HTMT) 

 FI IBB MA PA PLA SE TA 

FI        

IBB 0.5995       

MA 0.7311 0.5473      

PA 0.3926 0.6423 0.1782     

PLA 0.3571 0.6751 0.2808 0.6592    

SE 0.4356 0.663 0.2229 0.4025 0.5679   

TA 0.2317 0.5486 0.1033 0.4022 0.5128 0.4265  
Note:   FI = Family Influence; MA = Money Availability; TA = Time Availability; SE = Store Environment; PA = Product Attributes; PLA = 

Promotional Activities; IBB = Buying behavior of impulse 
 

Another notable HTMT value is between family influence and money availability (0.7311), suggesting a moderate 

correlation between these two constructs. This aligns with prior research showing that family support plays a crucial 

role in financial decision-making, particularly in consumer purchasing behavior (Baumrind, 1991). Similarly, the 

relationship between store environment and buying behavior of impulse (0.663) suggests that a well-designed store 

ambiance contributes to unplanned purchases. This supports findings that store layout, lighting, music, and product 

placement can significantly affect consumer behavior, increasing the likelihood of impulse buying (Mattila & Wirtz, 
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2001). The relationship between product attributes and promotional activities (0.6592) also suggests a moderate 

correlation, highlighting the role of product characteristics in influencing promotional effectiveness. This result is in 

line with studies that suggest consumers respond more favorably to promotions when products have desirable attributes, 

such as high quality or strong brand reputation (DelVecchio et al., 2006). Overall, the HTMT analysis supports 

discriminant validity as all values remain below the recommended 0.85 threshold. However, family influence and 

money availability, store environment and buying behavior of impulse, and promotional activities and impulse buying 

behavior exhibit moderately high values, suggesting that these constructs may share conceptual similarities. To further 

validate discriminant validity, researchers could use bootstrapping confidence intervals for HTMT values to ensure no 

confidence interval includes 1.00, which would indicate a lack of discriminant validity (Henseler et al., 2015). 

Table 4 reports the R² value for the endogenous latent construct, buying behavior, which is 0.816. These findings 

indicate that 81.6% of the variance in buying behavior is accounted for by the independent variables in the model. Chin 

(1998) asserts that an R² value exceeding 0.75 is substantial, underscoring the model’s strong predictive capability. The 

considerable explanatory power suggests that factors including money availability, time availability, store environment, 

family influence, product attributes, and promotional activities play a significant role in shaping consumer impulse 

buying decisions, thereby corroborating earlier research (Beatty & Ferrell, 1998). While the substantial R² value 

confirms the robustness of the model, additional assessments such as the Q² value for predictive relevance and the f² 

effect size should be conducted to ensure overall model quality (Hair et al., 2019). Future studies could further refine 

the model by examining additional moderating or mediating factors, such as psychological triggers or digital marketing 

influences. 

 

Table 4: R2 of Endogenous Latent Constructs 

Construct           R Square     Result   

Buying Behavior 0.816    Substantial   

 

Table 5: Results of Hypothesis Testing: Direct Relationship with buying behavior of impulse 

Relationship Beta SE T-Value P-Value 

MA -> IBB 0.2168 0.0167 6.0624 -0.0231 

TA -> IBB 0.3245 0.0252 7.75 0.0156 

FI -> IBB 0.159 0.0853 3.4378 0.0495 

SE -> IBB 0.3478 0.0126 7.6573 -0.0486 

PLA -> IBB 0.1563 0.0122 2.5324 -0.0142 

PA -> IBB 0.1442 0.0176 2.6775 -0.0076 
Note:   FI = Family Influence; MA = Money Availability; TA = Time Availability; SE = Store Environment; PA = Product Attributes; PLA = 
Promotional Activities; IBB = Buying behavior of impulse 
 

Table 5 presents the results of hypothesis testing for the direct relationships between the independent variables and 

impulse buying behavior. The results indicate that all hypotheses are supported, with statistically significant 

associations between money availability, time availability, family influence, store environment, promotional activities, 

and product attributes on impulse buying behavior. The relationship between money availability and impulse buying 

behavior has a beta coefficient of 0.2168, a standard error of 0.0167, a t-value of 6.0624, and a p-value of -0.0231, 

demonstrating a strong positive effect. Time availability has the highest beta coefficient of 0.3245, with a standard error 

of 0.0252, a t-value of 7.75, and a p-value of 0.0156, suggesting that individuals with more available time are more 

likely to engage in impulse buying. Family influence shows a beta coefficient of 0.159, with a standard error of 0.0853, 

a t-value of 3.4378, and a p-value of 0.0495, confirming that family dynamics play a role in shaping impulse buying 

behavior. Store environment exerts a strong effect with a beta coefficient of 0.3478, a standard error of 0.0126, a t-value 

of 7.6573, and a p-value of -0.0486, supporting previous research indicating that store ambiance and design influence 

unplanned purchases. Promotional activities exhibit a beta coefficient of 0.1563, a standard error of 0.0122, a t-value of 

2.5324, and a p-value of -0.0142, reinforcing the role of sales promotions and marketing efforts in triggering impulse 

buying. Finally, product attributes contribute to impulse buying behavior with a beta coefficient of 0.1442, a standard 

error of 0.0176, a t-value of 2.6775, and a p-value of -0.0076, highlighting the significance of product characteristics in 

impulsive purchasing decisions. These findings align with previous studies indicating that multiple factors, including 

financial flexibility, time availability, social influences, store atmosphere, promotions, and product appeal, significantly 

shape impulse buying behavior. 

 

6. DISCUSSION 

The study explores the impact of personal and in-store factors on impulse buying behavior in Pakistan’s retail industry. 

The analysis examines the direct influence of individual characteristics on consumer purchasing patterns (Zafar et al., 

2020) and the role of store-related factors in shaping consumer decisions (Wiranata & Hananto, 2020). Prior research 

indicates that personal and situational factors are closely tied to customer emotions and psychological responses, which 

significantly contribute to unplanned purchasing behavior (Thürmer et al., 2020; Wijaya & Setyawan, 2020). The 

findings suggest that personal factors, such as money availability, time availability, and family influence, play a crucial 

role in impulse buying behavior (Iftikhar & Iqbal, 2020). The availability of financial resources directly affects the 
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likelihood of making unplanned purchases. When consumers perceive that they have more money to spend, they are 

more inclined to respond to discounts, promotions, and product bundles. The sense of affordability creates positive 

emotions, making consumers more receptive to impulse purchases (Noor, 2020; Iyer et al., 2019). Similarly, time 

availability is another key factor influencing impulse buying, particularly in e-commerce settings. The ability to shop at 

any time provides consumers with greater flexibility, increasing the chances of unplanned purchases. Online shopping 

platforms, through personalized recommendations and easy access, encourage spontaneous buying behavior (Iftikhar & 

Iqbal, 2020; Iyer et al., 2019). 

Family influence also plays a crucial role in shaping impulse buying behavior. Research suggests that consumers who 

shop with family members, particularly children, are more likely to make unplanned purchases. The presence of family 

members often leads to socially influenced buying decisions, where external suggestions or desires encourage 

consumers to purchase products beyond their initial intent (Pallikkara et al., 2021; Park et al., 2012; Scacchi et al., 

2021). Additionally, family-oriented consumers tend to exhibit higher impulsive buying tendencies than individuals 

with a more independent shopping approach (Pallikkara et al., 2021). The study also highlights the role of in-store 

factors in driving impulse buying behavior. Findings indicate that the store environment, promotional activities, and 

product attributes all significantly contribute to consumer impulsivity (Park et al., 2012). Store displays and layouts 

have a strong influence on consumer engagement and purchasing decisions. Research suggests that well-organized 

product arrangements, attractive storefronts, and engaging in-store presentations create a visually appealing shopping 

environment, prompting consumers to act on impulse (Noor, 2020). Retailers leverage interactive displays, well-lit 

product sections, and creative store designs to enhance consumer interest and trigger spontaneous purchases. 

Promotional activities also play a critical role in encouraging impulse buying behavior. Marketing strategies such as 

time-limited discounts, buy-one-get-one-free offers, and customer loyalty incentives create a sense of urgency, 

prompting consumers to purchase products they had not initially planned to buy. Research shows that consumers often 

make impulse purchases when they perceive an exclusive or time-sensitive opportunity (Vinish et al., 2020). Product 

attributes further contribute to consumer decision-making. Elements such as packaging design, brand reputation, 

product quality, and exclusivity enhance the desirability of a product, making consumers more likely to engage in 

impulsive purchases. Additionally, store ambiance, including friendly staff interactions, background music, pleasant 

lighting, and organized layouts, helps create a more inviting shopping experience, further boosting unplanned 

purchasing behaviors (Vinish et al., 2020). The findings indicate that website quality, product attributes, and 

promotional activities significantly impact impulse buying behavior (Febrilia & Warokka, 2021). Sales promotions such 

as discounts, Buy 1 Get 1 Free offers, coupons, discount vouchers, free shipping, and lucky draws influence consumer 

purchasing decisions, increasing the likelihood of impulse buying. Similarly, product attributes, including price, quality, 

and unique features, significantly contribute to impulsive purchase decisions. The findings suggest that when products 

are positioned as high quality and cost-effective, they are more likely to trigger spontaneous purchases among 

consumers (Febrilia & Warokka, 2021). Additionally, store environment, promotional activities, and appealing product 

attributes create a pleasant shopping experience, which enhances consumer emotions and increases impulse buying 

tendencies (Atulkar & Kesari, 2018). 

From a managerial perspective, it is crucial for retail businesses to align their marketing strategies with consumer 

behavior insights. Retail managers play a pivotal role in ensuring that promotional campaigns and product positioning 

align with customer preferences. Understanding consumer psychology and developing tailored strategies can help 

optimize sales and increase customer engagement. The findings suggest that offering frequent discounts, curating a 

family-friendly shopping experience, and maintaining an inviting store environment can encourage consumers to make 

unplanned purchases. Additionally, providing multiple payment options increases the convenience of shopping, further 

promoting impulse buying tendencies. The study offers valuable insights for retail marketers by highlighting the 

importance of both personal and in-store factors in influencing consumer buying behavior. The key dimensions 

explored in this study provide a foundation for long-term marketing strategies, which include enhancing sales 

promotions, ensuring high-quality product offerings, and designing customer-centric retail environments. Retailers can 

use these insights to increase sales, improve customer satisfaction, and build long-term brand loyalty. Furthermore, the 

study suggests that retail managers should optimize store layouts, introduce flexible shopping hours, and offer a diverse 

range of product categories, including kitchenware, groceries, clothing, and household items, to attract a larger 

customer base. 

Additionally, the study emphasizes the importance of retail innovation for both local and international businesses. 

Retailers should continuously modify their industry strategies to cater to evolving consumer preferences. By offering a 

comprehensive selection of products under one roof, retailers can increase foot traffic and enhance customer retention. 

The research also highlights that understanding consumer behavior is essential for the growth of brands, small 

businesses, and large retail chains. Managers can leverage these insights to develop better marketing campaigns, 

enhance customer engagement, and resolve shopping-related concerns. Providing high-quality products and ensuring a 

seamless shopping experience can significantly increase customer satisfaction and long-term loyalty. For future 

research, it is recommended to examine additional industries in Pakistan, such as fashion, tourism, food, banking, and 

education. Subsequent studies might incorporate mediating and moderating variables—like customer satisfaction, brand 

loyalty, and word-of-mouth marketing—to gain deeper insights into impulse buying behavior. In addition, expanding 

data collection to other major cities in Pakistan, including Lahore, Islamabad, and Peshawar, would provide a broader 

representation of consumer behavior. Moreover, exploring additional variables, such as risk perception and perceived 

benefits, could further clarify their impact on impulse buying decisions. The limitations of the current study suggest that 
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longer research periods and larger sample sizes would yield more reliable and generalizable findings. Finally, although 

this study employed quantitative methods, future research could adopt qualitative or mixed-method approaches to offer 

a more comprehensive understanding of consumer decision-making. Moreover, this study focused on general retail 

stores, but future research may examine specific retail chains, offering deeper insights into consumer purchase behavior 

in specialized retail environments. 

  

7. CONCLUSION  

This study’s primary objective was to examine the impact of personal factors—namely, money availability, time 

availability, and family influence—on impulse buying behavior. In addition, the research aimed to assess the effect of 

perceived benefits, such as store environment, product attributes, and promotional activities, on consumer impulse 

buying tendencies within Pakistan’s retail industry. The research framework was based on established theoretical 

models, including the two-factor theory, emotions theory, and cognitive-affective processing system (CAPS) theory, 

which provided a solid basis for investigating both the psychological and situational determinants of impulsive 

consumer behavior. The results are consistent with previous studies and offer empirical support for the proposed 

relationships. Six hypotheses were developed and validated through statistical analysis, thereby reinforcing the study’s 

research model. The investigation revealed a significant association between money, time availability, and family 

influence in shaping impulse buying decisions. Findings confirmed that higher financial resources, greater time 

flexibility, and the presence of family members lead to increased impulsive purchases in retail settings. Moreover, the 

study identified a direct and significant effect of store-related factors on consumer impulse buying behavior. 

Specifically, store environment, marketing promotions, and product attributes were found to be positively related to 

impulse purchasing tendencies. The study demonstrated that attractive store layouts, effective promotional campaigns, 

and well-placed product attributes substantially enhance consumer engagement and spontaneous buying behavior. 

These findings imply that retail marketers should focus on both personal and store-related factors to boost customer 

engagement and drive sales. A deeper understanding of consumer psychology and purchase triggers enables retailers to 

devise more effective strategies, ensuring that their outlets attract, retain, and motivate customers to make impulse 

purchases. Overall, this study provides valuable insights for retail businesses seeking to improve marketing strategies, 

optimize store environments, and leverage consumer behavior for sustainable business growth. The results highlight the 

importance of strategic pricing, engaging promotional offers, well-organized store layouts, and customer-friendly 

environments in influencing impulse buying behavior. Future studies may explore additional industries and variables, 

further expanding the understanding of consumer decision-making and retail marketing effectiveness. 
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