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ABSTRACT

Impulse buying has emerged as a critical behavior pattern in online shopping environments,
influenced by emotional, situational, and social factors. This study aims to systematically review the
recent literature on impulse buying behavior, focusing on articles and conference papers indexed in
Scopus between 2020 and 2025. Using the PRISMA flow method, 33 relevant studies were selected
based on strict inclusion and exclusion criteria. The results reveal that visual stimuli, promotional
strategies, social presence, emotional states, and cultural factors significantly impact impulsive
purchase decisions. Additionally, marketing tactics such as flash sales, time-limited discounts, and
influencer endorsements amplify impulsivity by creating urgency and social validation. Digital
platforms like Shopee and TikTok Shop have successfully leveraged these elements to stimulate
spontaneous consumer behavior. This review highlights the dynamic interplay between individual
emotions, social interactions, and marketing strategies in shaping impulse buying, offering practical
insights for marketers and providing directions for future research in the rapidly evolving landscape
of digital commerce.

Keywords: Consumer Behavior, Digital Marketing, E-Commerce, Impulse Buying, Online
Shopping

1. INTRODUCTION

Impulsive buying is a pervasive aspect of consumer behavior, where unplanned purchases
can make up a Impulsive buying is a pervasive and longstanding feature of consumer behavior,
wherein unplanned purchases account for a significant proportion of total transactions. Estimates
suggest that impulsive buying can range from 40% to 80% depending on context, demographic, and
purchasing environment. Although impulsive buying has been an enduring topic of interest within
marketing and consumer psychology, recent shifts—especially those accelerated by the COVID-19
pandemic—have dramatically reshaped its nature. The mass transition to online shopping and the
proliferationof digital marketing strategies havenot only expanded opportunities for impulse buying
but have also deepened the psychological mechanisms that trigger it. Against this backdrop,
promotional tactics such as flash sales have gained prominence, merging marketing strategy with
psychological influence in ways that merit closer investigation (Mardhiyah, 2022; Tan, 2022;
Winata, 2022).

Recent data underline the scale of impulsive buying in contemporary society. Surveys reveal
that more than five in six Americans admit to making impulsive purchases, spending an average of
$81.75 perinstance, amounting to nearly $18 billion in impulse-driven expenditure annually (Ngo et
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al., 2024). This trend is not isolated to physical retail environments but has found even greater
expression in the digital domain. Hedonic motivations—those driven by pleasure and the pursuit of
novel experiences—have gained salience within online shopping contexts, particularly in sectors
such as fast fashion where consumer desires fornewnessand immediacy are central drivers (Mashilo
et al., 2025). The increasingly rapid turnover of products and the strategic use of marketing stimuli
further shapethesebehaviors, situating impulsivity as a coreelement of modern consumerism (Arma,
2022; Putri, 2022; Setiawan, 2022).

One marketing strategy that powerfully exacerbates impulsive buying is the flash sale. Flash
sales, characterized by limited-time offers and steep discounts, tap into deep-seated psychological
triggers such as urgency, scarcity, and the fear of missing out (FOMO). Research demonstrates that
promotional pressure heightens consumers' self-consciousness and stimulates an immediate need to
purchase, often overriding deliberate decision-making processes (Marjerison et al., 2022). Within
digital ecosystems, where exposure to promotions is relentless and instantaneous, the effectiveness
of flash sales becomes even more pronounced. The confluence of emotional appeals, social influence,
and technological immediacy culminates in an environment ripe for impulsive consumption
(Rolando et al., 2022; Rolando & Mulyono, 2025a; Wijaya, 2022).

Social validation mechanisms, particularly within live streaming e-commerce and social
media shopping contexts, have emerged as critical catalysts for impulsive buying. Studies show that
content creativity, influencer endorsements, and peer interactions significantly magnify impulsive
tendencies among consumers (Gong & Liu, 2025; X. Zhang & Rosli, 2025). These immersive
shopping experiences engage consumers both cognitively and emotionally, creating a seamless path
from interest to purchase with minimal resistance. The rapid evolution of such environments
underscores the need to revisit traditional understandings of impulsive buying and consider the
multifaceted ways digitalization modifies consumer behavior (Ingriana et al., 2024; Mulyono, 2024;
Rolando & Mulyono, 2025b).

Physical retail spaces have historically exploited impulsivity through strategic
environmental design, and similarprinciplesare increasingly mirrored in online spaces. Store layouts
engineered to promote exploration, sensory cues like lighting and scent, and visually appealing
product presentations have all been shown to enhance impulse buying (Ngo etal., 2024; Sin et al.,
2025). The psychological impact of such environmental stimuli fosters heightened arousal and
engagement, lowering cognitive barriers to unplanned purchases. Product packaging likewise plays
acritical role; attention-grabbing designs, promotional tags, and scarcity cues on packaging materials
subtly prime consumers toward immediate consumption behaviors (Marjerison et al., 2022).

In the realm of digital commerce, these influences are amplified. Personalized
recommendations generated by artificial intelligence (Al), targeted advertisements, and real-time
interactive features have transformed online shopping into a highly dynamic, emotionally charged
experience (Amin, 2025). Consumers are now continuously exposed to tailored stimuli that match
their preferences and purchasing histories, increasing the probability of impulsive buying episodes.
Gamification strategies—such as point systems, competitions, and reward-based incentives—further
gamify the shopping process, promoting emotional engagement at the expense of rational
deliberation (Lim et al., 2025). As a result, the modern consumer is constantly navigating a retail
landscape saturated with psychological triggers engineered to prompt immediate, often unplanned
purchasing behavior (Mulyono et al., 2025; Rolando, 2024; Rolando & Ingriana, 2024).

Flash sales represent a particularly potent intersection of marketing strategy and
psychological influence. These time-limited promotional tactics capitalize on consumers' aversion to
loss and their need for social validation, offering steep discounts under the pretense of scarcity and
immediacy. Platforms such as Shopee and TikTok Shop have institutionalized flash sales into their
core marketing strategies, structuring entire user experiences around countdown timers, limited
inventory warnings, and exclusive time-sensitive deals. These elements collectively create a "buy
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now or miss out" atmosphere, where the cognitive load of evaluating a purchase rationally is
overridden by affective and impulsive drives (Maha et al., 2025; Rahardja et al., 2025; Rolando,
Widjaja, et al., 2025).

Despite the prevalence and evident effectiveness of flash sales, the academic community has
yet to fully disentangle whether such tactics should be primarily viewed as sophisticated marketing
strategies or as psychological triggers exploiting consumer vulnerabilities. The distinction has
important implications: if flash sales primarily operate by bypassing rational consumer choice, they
may raise ethical concerns regarding consumer autonomy. Conversely, if they are understood as
merely another facet of competitive marketing, then they represent a strategic evolution of retail
practices responsive to contemporary consumer expectations. As such, clarifying the mechanisms
through which flash sales influence impulsive buying is both timely and necessary (Rolando,
Chandra, et al., 2025; Widjaja, 2025).

This systematic literature review seeks to address this gap by critically examining existing
research on impulsive buying behavior in the context of flash sales. Specifically, it aims to explore
whether flash sales function predominantly as strategic marketing interventions or as psychological
manipulations that exploit innate consumer biases. The review is guided by several key research
questions: (1) What psychological mechanisms underlie impulsive buying triggered by flash sales?
(2) To what extent are flash sales a deliberate marketing strategy versus an unintentional
psychological trigger? (3) How do digital platform features and consumer interactions influence the
effectiveness of flash sales in prompting impulsive purchases?

The scope of this review is deliberately focused on peer-reviewed empirical studies
published within the past five years, reflecting the rapidly evolving nature of digital commerce and
consumer behavior. Both qualitative and quantitative studies are consid ered, spanning disciplines
including marketing, psychology, behavioral economics, and information systems. Studies focusing
on physical retail environments are included only insofar as they provide transferable insights to
online settings. Non-empirical articles, such as opinion pieces and conceptual papers, are excluded
to ensure that findings are grounded in verifiable data and replicable methodologies.

By systematically synthesizing the findings across these studies, this review aims to
contribute to the theoretical understanding of impulsive buying in digital contexts and provide
practical insights for marketers, policymakers, and consumer advocates. From a theoretical
perspective, it seeks to refine models of impulsive consumer behavior by integrating the unique
dynamics of digital flash sales into broader frameworks of decision-making under uncertainty and
time pressure. Practically, the review offers guidance for marketers seeking to design ethical
promotional strategies that balance commercial effectiveness with consumer well-being
Policymakers and advocacy groups may also find value in the review's findings, particularly as they
consider regulations around online marketing practices that may inadvertently exploit consumer
vulnerabilities.

Following this introduction, the paper is structured into four main sections. The Methods
section details the systematic approach used to identify, select, and analyze relevant literature,
ensuring transparency and replicability. The Results section presents the synthesized findings,
organized thematically around the research questions. The Discussion section interprets these
findings, considering both theoretical and practical implications, as well as limitations and areas for
future research. The Conclusion summarizes the key insights of the review, reinforcing its
contributions and suggesting pathways for further inquiry.

In sum, this systematic literature review not only addresses an important and underexplored
phenomenon at the intersection of marketing strategy and consumer psychology but also seeks to
illuminate the broader transformations reshaping consumer behavior in an increasingly digitalized
and psychologically complex marketplace.
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2. RESEARCH METHOD

This study employed a systematic literature review (SLR) approach to comprehensively
synthesize previous research related to impulse buying behavior, particularly within online shopping
environments. The review process followed the Preferred Reporting Items for Systematic Reviews
and Meta-Analyses (PRISMA) 2020 guidelines to ensure transparency, rigor, and replicability in the
selection and screening of sources.
2.1 Search Strategy

The literature search was conducted systematically across multiple reputable databases,
including Scopus and Web of Science. Specific keywords and Boolean operators (AND, OR) were
used to refine the search results. The keywords applied included combinations such as "impulse
buying," "online shopping," "e-commerce impulsive behavior," "social influence on purchasing,"
and "digital marketing impulse buying." The search was designed to retrieve studies that discussed
impulse buyingbehavior within online shoppingenvironments, ensuringthat only relevantandhigh-
quality literature was identified.
2.2 Inclusion and Exclusion Criteria

Several criteria were established to guide the selection of relevant studies. The inclusion
criteria required that articles be published between 2020 and 2025, written in English, indexed in
Scopus, and categorized as peer-reviewed journal articles or conference papers. Studies specifically
addressing impulse buying behavior, especially in the context of online or digital shopping
environments, were prioritized. Conversely, articles were excluded if they were published before
2020, not indexed in Scopus, or categorized as book chapters, editorials, theses, dissertations, or
other non-peer-reviewed materials. Furthermore, studies that did not focus explicitly on impulse
buying behavior were excluded from further analysis.
2.3 Study Selection

The study selection process involved several stages. Initially, all identified records were
imported into reference management software, and duplicate entries were removed. The remaining
articles were then screened based on their titles and abstracts to assess relevance to the research
objectives. Articles deemed potentially eligible underwent full-text review according to the pre-
defined inclusion and exclusion criteria. After thorough assessment, 33 studies were ultimately
selected for inclusion in this systematic review. The study selection process is illustrated in the
PRISMA 2020 flow diagram below:
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Figure 1. Prisma Flow

2.4 Data Extraction and Synthesis

Key information fromthe selected studies was systematically extracted and synthesized. The
extracted data included information on authorship, year of publication, research objectives,
methodology, key findings, and their relevance to impulse buying behavior. A thematic synthesis
approach was employed to organize findings, allowing the identification of recurring pattems,
influential factors, and emerging trends regarding impulse buying behavior in online contexts. This
process facilitated a comprehensive understanding of the current state of research and highlighted
critical insights for further discussion.

3. RESULTS AND DISCUSSION
3.1 The Rise of Impulsive Buying in Online Shopping

Consumers have become increasingly susceptible to impulsive purchases, a phenomenon
significantly driven by the convenience of online shopping and further enhanced by technological
advancements such as credit cards and telemarketing practices. The digital shopping environment
offers unparalleled ease of access to a vast array of products, allowing consumers to browse and
purchase with just a few clicks. This immediacy often reduces the cognitive processes traditionally
involved in decision-making, thus escalating impulsive buying tendencies (Ngo et al., 2024).
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The elimination of physical barriers suchas travel time and in-store navigation has amplified
opportunities for spontaneous purchasing (Sin et al., 2025). Moreover, the availability of financial
tools like credit cards permits immediate transactions without requiring immediate financial
reflection, which diminishes cognitive evaluations typically associated with spending decisions
(Pengetal., 2019).

Technological tools such as telemarketing and algorithm-driven advertisements have also
fostered environments conducive to impulse buying. Telemarketing techniques often invoke a sense
ofurgency,while personalized digital ads based onbrowsing behavior promptimmediate purchasing
responses (Marjerison et al., 2022). As Sundjaja et al. (2020) highlight, persuasive marketing
strategies effectively bridge consumers' desires and actual purchasing behaviors in e-commerce.

Figure 2. Network Visualization

Figure 2 illustrates the co-occurrence network of keywords related to impulsive buying
behavior. Prominent clusters highlight central themes such as "online shopping," "impulse buying,"
"e-commerce," and "consumer behavior," demonstrating the growing academic interest in
understanding the mechanisms behind impulsivity in digital shopping contexts.

3.2 The Role of Promotions, Enjoyment, and Social Presence

Promotional strategies, particularly flash sales and time-limited offers, have been found to
intensify consumers' impulsivebuyingbehavior by instillinga sense ofurgency (Mashilo etal., 2025;
M. Zhang et al., 2018). Scarcity and temporal constraints psychologically push consumers to
prioritize immediate action over rational deliberation.

In addition, the enjoyment derived fromonline shoppingexperiences, especially duringlive-
streaming events, acts as a catalyst for impulse buying. Real-time interactions with hosts and peers
create a shared sense of excitement and community, which lowers consumers' rational defenses and
promotes spontaneous purchasing (L. Wang et al., 2024).

Approximately 49.5% of consumers report engaging in irrational impulse purchases during
live-stream shopping events, driven by feelings of belonging, enjoyment, and real-time interaction
dynamics. These findings emphasize the significant emotional and social underpinnings of impulse
buying behavior.
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Figure 3. Overlay Visualization

Figure 3 displays thematic clusters relating to emotional drivers of impulsive buying, such
as "social presence," "senseofbelonging," "enjoyment," and "live-streaming commerce." This visual
emphasizes how emotional and social factors have emerged as critical determinants in digital
impulsive buying research.

3.3 Situational and Personal Factors Influencing Impulsive Buying

Situational variables—such as the availability of credit cards, time constraints, product
portability, and the presence of shopping companions—play pivotal roles in impulse buying
behavior. Credit cards facilitate impulsivity by minimizing the psychological barriers associated with
cash spending (Phuong Duy & Thanh Khoa, 2022), while time-limited promotions intensify
consumers’ urgency to act swiftly without thorough evaluation (Mat Rahim & Goi, 2025).

Product transportability also influences impulse buying; consumers are more likely to
impulsively purchase items that are easy to acquire and integrate into daily life (Lamis et al., 2022).
Additionally, shopping companions can enhance impulsivity through peer influence and social
validation, adding another layer of emotional reinforcement (Miiller et al., 2025).

Individual characteristics further moderate impulsive buying tendencies. Younger
consumers, particularly Generation Y and Z, are more susceptible due to their familiarity with digital
platforms and immediacy-driven marketing (Maggon, 2025). Gender differences manifest, with
women often purchasing for hedonic enjoyment and men for utilitarian reasons (Indartoyo et al,
2021). Furthemmore, higher education levels are associated with reduced impulsivity due to greater
critical thinking and financial literacy (Amin, 2025), whereas the need for tactile interaction can
encourage impulsive buying in physical stores (Zhou et al., 2020).

3.4 Social Media Features and Impulse Buying

Social media features integrated into e-commerce platforms significantly enhance
consumers' likelihood of making impulsive purchases. Social presence, defined as the sense of
connection and community during the shopping experiencereinforces consumer confid ence and
accelerates unplanned buying behavior (Karl et al., 2022).

The role of live-stream shopping is particularly noteworthy; real-time engagement, peer
validation, and the fear of missing out (FOMO) collectively drive impulsivity (Wu & Huang, 2018).
Furthermore, algorithm-driven personalization ensures that consumers are consistently exposed to
products tailored to their preferences, enhancing the temptation to make spontaneous purchases
(Barus, 2023).
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Figure 4. Density Visualization

Figure 4 highlights the centrality of "social media," "live streaming," and "FOMO" in the
discourse on impulse buying behavior. These findings underscore the increasing entanglement of
social technologies with consumer decision-making processes, particularly in fostering emotional
triggers for impulsivity.

3.5 The Temptation of Seamless Online Shopping

Finally, the seamless nature of online shopping environments contributes significantly to
impulsive buying. Easy navigation, personalized recommendations, and efficient payment systems
(e.g., credit cards, digital wallets) minimize consumer hesitation and encourage quick decision-
making (Ngo et al., 2024; Sin et al., 2025).

Promotional techniques, such as limited-time discounts, generate urgency and enhance
temptation (Berezina etal., 2016), while attractive web designsand engaging product displays further
entice consumers to make spontaneous purchases (Al Naufal etal., 2024; Zhu et al., 2023). These
findings collectively highlight how digital ecosystems are intentionally designed to promote
impulsivity by lowering the cognitive thresholds necessary for purchasing decisions.

For the discussion, impulse buying is an unplanned consumer behavior that arises when
customers are stimulated by emotional and situational factors, accounting for a significant portion of
online shoppingtransactions—estimated ataround 34%. Thisphenomenon highlights the complexity
of consumer decision-making in digital environments, where extemal stimuli often override rational
evaluations.

Supporting this view, a survey revealed that more than five in six Americans engage in
impulse purchases during online shopping, spending an average of $81.75 per session (Ngo et al.,
2024). This trend demonstrates how impulsivity hasbecome deeply embedde d in consumer behavior,
particularly during the rapid growth of e-commerce in the COVID-19 pandemic era.

Social dynamics also play a vital role in enhancing impulse buying. Ngo et al. emphasize
that social presence, through peer interactions and shared experiences, provides emotional validation
that encourages unplanned purchases (Liu et al., 2021). Platforms that foster social engagement—
such as live chats or community reviews—thus amplify impulsivity by turning solitary shopping into
a shared social experience.

Marketing strategies, notably flash sales and limited-time offers, further exacerbate
impulsive behavior. Such promotions stimulate urgency and excitement, compelling consumers to
act quickly without thorough deliberation. As (Martaleni et al., 2022) explain, flash sales trigger
emotional responses like excitement and fear of missing out (FOMO), which significantly drive
spontaneous purchases.

External stimuli, including price discounts, visual appeal, and time pressure, are additional
factors that heavily influence irrational buying decisions. Visually attractive product displays and
engaging advertisements can capture attention instantly, leading to snap purchasing decisions. This
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aligns with Sin et al. (2022), who found that time-limited promotions often bypass rational thought
processes, fostering impulsivity.

Emotional states significantly shape impulse buying tendencies as well. Positive moods can
heighten consumers’ susceptibility to impulsive purchases as they seek to prolong their pleasurable
state, while negative moods may trigger spontaneous buying as a form of emotional relief (Aday &
Phelan, 2015). Sellers strategically capitalize on these emotional triggers through targeted
promotions and recommendations, often leveraging social influencers to create a perceived sense of
social approval.

In addition, in-store incentives, such as bundled offers and gifts with purchase, further
stimulate impulse buying. These tactics increase perceived value, motivating consumers to make
quick decisions to seize attractive deals before they expire (H. Wang et al., 2025).

The evolution of digital platforms such as Shopee and TikTok Shop exemplifies how
marketing strategies are tailored to encourage impulse buying. Features like user-generated content,
influencer endorsements, and real-time interactions are deliberately designed to create engaging
environments that foster unplanned purchases. Aday et al. (2018) emphasize that creative content in
interest-based e-commerce significantly drives impulsive behavior by blending entertainment with
shopping experiences.

The emotional satisfaction associated with impulse buyingis another critical element. As
highlighted by Ngo et al. (2024), social validation and peer support not only enhance consumers’
feelings of pleasure but also increase the likelihood of deviating from planned purchases. The instant
gratification offered by online shopping platforms, particularly through persuasive marketing and
seamless purchasing processes, further reinforces this behavior.

Moreover, cultural factors serve as moderators in impulse buying behavior. In cultures that
embrace consumerism, impulsive purchases may be seen as expressions of identity or social status.
In contrast, in cultures that emphasize frugality, impulsive buying might provoke guilt or hesitation.
Thus, cultural context shapes how emotional and situational factors translate into purchasing
behavior.

Finally, mood and emotional states at the time of shopping—whether positive or negative—
can amplify the effect of marketing tactics on impulse buying. Combined with cultural acceptance
of spontaneous consumption, these emotional states increase consumers' vulnerability to limited-time
offers and visually stimulating promotions(Dilmé & Li, 2019; Kalra et al., 2020).

In summary, impulse buying in online environments results from a confluence of emotional,
situational, and social factors, reinforced by strategic marketing efforts that appeal to both rational
and irrational aspects of consumer behavior. Understanding these dynamics is essential for both
marketers aiming to optimize sales strategies and for consumers striving for more mindful shopping
practices.

4. CONCLUSION

This systematic literature review provides a comprehensive synthesis of the existing research
on impulse buying behavior in online shopping environments. Drawing on 33 international jourmal
articles and conference papers indexed in Scopus between 2020 and 2025, this study highlights the
multifaceted nature of impulsive purchasing decisions and the various factors that stimulate such
behavior in digital contexts.

The findings indicate that impulse buying is strongly influenced by emotional, situational,
and social factors. Visual stimuli, promotional strategies such as flash sales and limited-time offers,
social presence, and peer influence all significantly contribute to consumers’ impulsive decisions.
Moreover, consumers’ emotional states, whether positive or negative, play a critical role in shaping
their susceptibility to impulse buying, with platforms increasingly leveraging emotional triggers to
enhance spontaneous purchases. Digital marketing strategies, especially those employed through e-
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commerce platforms and social media channels like Shopee and TikTok Shop, have proven highly
effective in promoting impulse purchases by creating urgency, excitement, and social validation.

The review also emphasizes that external stimuli such as attractive product presentations,
limited-time discounts, and targeted recommendations substantially enhance the likelihood of
unplanned buying. Cultural factors further moderate the expression of impulsive behavior, with
consumerist cultures displaying higher tendencies towards impulse purchases compared to those
emphasizing frugality.

Overall, this SLR underscores that impulse buying behavior in online shopping is a complex
phenomenon shaped by a dynamic interplay of psychological, emotional, social, and cultural
variables. These insights not only deepen the theoretical understanding of online consumer behavior
but also offer valuable practical implications for marketers aiming to design effective strategies to
stimulate spontaneous purchasing. Future research is encouraged to explore the evolving landscape
of impulse buying as digital commerce continues to advance, particularly considering emerging
technologies such as artificial intelligence and live commerce platforms.
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