
 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR250240593 Volume 7, Issue 2, March-April 2025 1 

 

Understanding Impulse Buying Behavior in 

Online Fashion Apparel Shopping 
 

Harish Kumar Singh1, Abhiraj Gujar2 

 
1,2Student, Management, Parul university 

 

Abstract 

The internet clothing retail market has been growing rapidly during the last decade, changing retail 

dynamics and molding consumer purchasing behaviors. The sharp uptick in purchasing apparel online is 

due to several reasons that cover convenience, easier access, and a broad array of product availability. An 

important driver of this expansion, though, is the existence of impulse buying, a behavior typified by 

spontaneous, unplanned purchases motivated by an intricate interplay of psychological, marketing, and 

environmental factors. This study explores the complex dynamics of impulse buying in the context of 

online fashion clothing, offering a complete analysis of the underlying factors driving this behavior. By 

taking a multi-dimensional approach that includes a broad literature review, a comprehensive consumer 

survey, and an analysis of existing industry practice, this research seeks to disentangle the key drivers of 

impulse buying online. The conclusions provide useful information for online fashion retailers looking to 

capitalize on the behavior to boost sales and for consumers looking to better navigate the enticing world 

of online fashion retailing. 

This research takes a look into the psychological impulses that cause fashion online impulse purchases. It 

analyses the role undertaken by emotions such as excitement, desire, as well as perhaps a sense of urgency, 

to drive purchasing behaviour. The study delves into the ways in which such emotional states are likely to 

be amplified within the online environment, where provocative advertising and good-looking product 

displays can trigger a heightened feeling of yearning and FOMO (fear of missing out). Furthermore, the 

study looks at cognitive variables such as ease of online browsing, the availability of recommendations, 

and perceived shortages of specific products, all of which may contribute to a compromised sense of self-

control and greater possibilities of impulsive purchases. The issue of "retail therapy" and its manifestation 

in the virtual environment is also addressed, examining how consumers may utilize online fashion 

shopping as a means of emotional regulation, leading to impulse purchasing as a coping strategy. 

Apart from psychological considerations, this research considers the significant role of marketing 

techniques in impulse purchases of fashion online. It investigates the different methods used by online 

stores to induce impulsive purchases, such as the tactical utilization of discounts, promotions, and time-

limited offers. The study examines the ability of visual merchandising online, where well-quality product 

photography, video content, and virtual try-on technologies can provide a persuasive and interactive 

shopping experience for impulse purchases. In addition to this, the study examines personalization and 

precision advertising in informing consumer choice and inducing impulsive behavior. It discusses how 

algorithmic suggestions and data analysis are utilized to forecast consumer requirements and offer them 

appealing merchandise that matches their previous browsing records and buying behaviors, thus spurring 
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the chances of impulse buys. The effect of user-generated content, including social media endorsements 

and online reviews, on impulse purchasing is also taken into account, examining how these social signals  

can induce a sense of social pressure and affect purchasing behavior. 

It also addresses the environmental cues that affect impulse buying in the online fashion clothing industry. 

It takes into account how consumer behavior is affected by website design and user interface when 

shopping online, examining how ease of use, simple product categorization, and a simple checkout process 

can trigger impulsive behavior. The research examines the social media sites' role in influencing consumer 

behavior and impulse purchasing, taking into account how bloggers, influencers, and online communities 

are involved in creating desire and making impulse purchasing the new norm. The research also takes into 

account the role of social trends and cultural influences on impulse buying, examining how the growing 

focus on personal style and self-expression drives demand for new fashion products and makes a culture 

of impulse shopping. The research also examines the impact of mobile commerce on impulse buying, 

examining how the convenience and simplicity of shopping apps make impulsive purchases more likely. 

In order to gain firsthand knowledge of the experiences and driving forces of online fashion customers, a 

consumer survey was undertaken as part of this study.  The poll investigates how frequently and what 

kinds of purchases are made on impulse, looking at the most popular product categories and the variables 

that influence these purchases.  It explores whether customers feel excited, guilty, or regretful after making 

an impulsive purchase. It also looks at the emotional states linked to impulse buying.  Consumer 

knowledge of marketing strategies and their perceived impact on purchase decisions are also investigated 

in the study.  The poll also looks at how consumers control their impulsive purchasing, including whether 

they use measures like budgeting, making shopping lists, or avoiding particular websites or applications. 

The conclusions of this study are useful for both consumers and online shoppers. For marketers, the 

research indicates the need to learn about psychological stimuli, marketing tactics, and environmental 

factors that lead to impulse purchases. It suggests ways of developing more efficient marketing campaigns 

that appeal to consumers and foster impulsive spending while taking into consideration ethical 

considerations. For consumers, the research seeks to inform them of the causes of impulse purchasing and 

help them to make more mindful buying decisions. The work presents practical strategies for coping with 

impulsive behavior and avoiding the pitfalls of overspending and regretful buying. Through an 

understanding of the dynamics of impulse purchasing, consumers and retailers alike are better equipped 

to make their way through the world of online fashion, resulting in a more equitable and sustainable 

shopping experience. This study adds to the expanding knowledge base of consumer behavior in the digital 

world and provides important insights into the complicated dynamics of forces influencing buying 

behavior in the online fashion apparel marketplace. 

 

Keywords: Impulse buying behavior, Online fashion shopping, psychological triggers, Emotional 

influence, Marketing strategies, Retail therapy, Visual merchandising, Personalized advertising, Social 

media influence, Mobile commerce, Consumer behavior, User interface design, Fear of missing out 

(FOMO), Online retail environment, Cognitive factors, Environmental cues, Product recommendations, 

Time-limited offers, Self-control, Consumer decision-making. 

 

INTRODUCTION 

The advent of e-commerce has irrevocably redefined the nature of retailing, and in particular, the fashion 

online space has grown phenomenally. The e-revolution has completely remapped consumers' habits, 
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nullifying the previously overwhelming dominance of physical retail spaces and welcoming a new order 

in which e-buying stands as the universal pattern of fashion acquisition for the vast majority of humanity. 

As online stores become more dominant in the fashion market, a thorough knowledge of consumer 

behavior in this virtual space is no longer just beneficial, but downright necessary for brands looking to 

survive and optimize sales in this competitive environment. This study explores the intricacies of shopping 

for fashion clothing online, with particular emphasis on the impulse buying phenomenon. 

Impulse purchasing, a common characteristic of online consumer behavior, is especially common in the 

fashion industry. It is defined as the behavior of consumers to purchase products on an impulsive manner, 

often acting to immediate satisfaction and affective responses instead of rational, thoughtful consideration. 

This spontaneous nature of purchasing, often triggered by psychological and situational cues, is starkly 

different from planned, goal-oriented shopping. With internet fashion apparel, impulse buying is driven 

by an array of incentives. The innate emotional and aesthetic appeal of accessories and clothing combined 

with the trouble-free ease and convenience of shopping online create prime ground for instinctive 

purchasing. The abundance of visual information contained in online fashion catalogs, ease of browsing 

thousands of products without much effort, and the commonly enticing offers and suggestions all act to 

increase the degree of wanting and decrease resistance to impulse.  

This study conducts a thorough examination of the many aspects that influence impulsive purchases in the 

online market for fashion clothing.  It seeks to analyze the complex interactions between psychological 

and environmental factors that drive these rash purchases.  Emotions like enthusiasm, desire, and even a 

sensation of scarcity are among the psychological elements that are examined, but they are not the only 

ones.  Additionally, the study will look at how personal characteristics like impulsivity, self-worth, and 

social influence sensitivity affect online impulsive purchase behaviors.  For organizations looking to 

customize their marketing tactics to successfully connect with their target audience, it is essential to 

comprehend these underlying psychological dynamics. 

In addition to individual psychology, this research also examines the immense role of outside influences 

on impulse buying. The very layout and usability of the site are crucial factors. How simple it is to get 

around the site, how the products are displayed, the quality of the images, and overall user experience can 

greatly influence the impulse buying habit of a consumer. An intelligently designed and easy-to-use 

website can turn the process of shopping more interactive and immersive, thereby maximizing impulse 

buy opportunities. Product placements, both visually on the site and through internet shopping, can also 

lead to spontaneous buying. For instance, highlighting complementary or best-selling products at the time 

would trigger consumers to purchase spontaneously. These displays can generate instant gratification urge. 

The wide-reaching power of social media also significantly contributes to the formation of online fashion 

consumption and driving impulse purchasing. Social media websites are effective marketing instruments 

for fashion brands, which help them to get in touch with customers at an individual level and promote 

their items visually in appealing ways. The repetitive exposure to fashion, influencer approvals, and social 

media user-generated content may contribute to feelings of social pressure and the need to follow current 

styles, hence facilitating impulsive shopping behavior. This study will examine the precise processes by 

which social media impacts online impulse purchase, including social comparison, aspirational ways of 

life, and the perceived social value of having specific pieces of fashion. 

In addition, this paper critically examines the strategic application of marketing strategies in inducing 

impulse purchases. Offering special deals, such as one-off discounts, flash sale, and time-limited offers, 

can generate a feeling of urgency and scarcity that induces consumers to make spontaneous, unplanned 
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purchases for fear of missing out on what seems to be an offer. Personalized suggestions, on the basis of 

surfing and previous buying, can also work to initiate impulse purchases by exposing customers to items 

that they will be interested in. Urgency cues, including countdown timers and low-stock notices, can also 

enhance the urge to buy now. This study will investigate how each of these promotional methods works 

in initiating impulse buys in the context of online fashion. 

Lastly, this research will also take into account the possible ill effects of online impulse purchasing, 

including financial pressure, buyer's remorse, and cluttering the home with unwanted products. Knowing 

what motivates impulse purchasing can help consumers become more mindful of their own shopping 

behavior and make wiser choices. This study will make meaningful contributions both to consumers and 

retailers, forming a more informative picture of the online fashion consumption behavior and helping 

promote a sustainable and balanced practice of consumption. 

 

OBJECTIVES OF THE STUDY 

 To analyze the emotional and psychological stimuli that drive consumers to make impulse fashion 

buys online, with a specific emphasis on emotions such as excitement, stress, boredom, and fear of 

missing out (FOMO). 

 To evaluate the effect of website design features—such as personalized recommendations, urgency 

messages, and visual appeal—on consumers' impulse buying behavior on online fashion retail 

websites. 

 To uncover how social networking sites, peer influencers, and peer recommendations cause 

spontaneous purchases of various age categories, with the focus being the influence of Instagram and 

TikTok on fashion consuming behaviors. 

 To assess how effective online promotion tactics such as time-sensitive deals, flash sales, and 

algorithmic personalization are in stimulating the frequency and intensity of impulsive buying across 

the digital fashion category. 

 

PROBLEM STATEMENT 

Now, with the age of the internet, fashion shopping online has revolutionized the manner in which people 

buy, with ease, convenience, and pleasing visuals having a tendency to result in impulse buying. Impulse 

buying is not a new trend, but its nature has been drastically changed with the advent of e-commerce 

websites and social media effects. Customers are more likely to buy according to their feelings, e.g., 

excitement, boredom, or a feeling of urgency, due to marketing promotion and manipulative web site 

formats. 

Even with the explosive rise of online impulse purchasing, particularly in apparel, very little is understood 

about the interplay of various psychological, technological, and promotional factors as they influence the 

phenomenon. Such a lack of deep insight into the factors is a constraint for web retailers who wish to 

tactically engage customers and for customers who wish to keep spending under control. 

This study attempts to fill this void by examining the primary emotional, environmental, and internet 

marketing factors of impulse buying behavior in the online fashion industry. The research therefore aims 

to present useful information that can make marketing campaigns more ethical and effective, and help 

consumers make more informed, aware buying decisions. 
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LITERATURE REVIEW 

Theories of Impulse Buying 

Impulse buying, often understood as a spontaneous purchase, deviates from traditional consumer behavior  

models that assume rationality. Instead, it aligns more closely with behavioral economics and 

psychological theories. 

Economic Models: Traditional economic theories assume that consumers make purchasing decisions 

based on utility maximization and rational analysis. However, impulse buying challenges this assumption, 

highlighting the role of emotions, impulses, and external factors in the decision-making process. 

1. The study highlights that both internal traits (like impulsiveness) and external factors (like website 

design and discounts) strongly influence impulse buying among Indian online fashion shoppers, 

accounting for nearly 40% of such purchase decisions. 

—Soni, P. & Verghese, K. (2018) 

2. This research applies the Elaboration Likelihood Model to show how the quality and volume of online 

comments during fashion live streams significantly impact viewers’ impulse purchases, especially 

among users highly involved in fashion trends. 

—Sun, Y., Shao, X., Li, X., Guo, Y., & Nie, Y. (2022) 

3. Their work explores how consumer emotions—such as excitement or stress—play a pivotal role in 

triggering impulse purchases of fashion apparel online, emphasizing the emotional appeal of digital 

marketing strategies. 

—Liang, Z. & Lai, L. (2022) 

4. In a Swedish case study, the authors found that boredom is a key psychological trigger for impulsive 

online fashion purchases, often used as a form of distraction or emotional relief during idle time. 

—Nilsson, J. & Naurin, S. (2018) 

5. Through a systematic literature review, this paper categorizes the key drivers of impulse buying 

behavior across online and offline platforms, suggesting that digital environments amplify emotional 

and situational triggers significantly more than physical retail spaces. 

—Piron, F. & Young, R. (2022) 

 

PSYCHOLOGICAL MODELS 

Impulse buying, a common form of consumerism in the world today, is especially common in the online 

market for fashion apparel. Triggered by an intricate mix of psychological models and environmental 

factors, impulse buying is an aberration of rational, thought-out buying, with a penchant to result in 

impulsive and often regrettable purchases. Various well-known psychological models illuminate the 

impulse buying mechanisms. Emotion-driven impulse purchasing, according to Gardner and Rook (2003), 

underscores the strong influence of emotions during impulse purchasing. Excitement, joy, or even fear 

can be a strong influence on buying behavior, and positive emotions toward a specific online merchant or 

product are likely to induce impulse purchasing. The emotional aspect can overpower rational thought, 

causing consumers to be strongly susceptible to impulse purchasing. Cognitive dissonance theory, put 

forward by Brehm (1966), posits that impulse buying could be one method of avoiding the pain of holding 

two opposing sentiments or doubts about a product. The purchase act is thus a means of avoiding this 

internal conflict, though the purchase was not the intention in the first place. The Fogg Behavior Model 

(Fogg, 2009) also gives reasons for impulse buying stating that it happens when the individual is triggered 

by external signals, possesses motivation to purchase high enough, and is offered an opportunity to so 
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conveniently. These cues in virtual fashion can take the form of the trend of targeted advertising, personal 

product recommendations, or rich website design. Motivation can be the need for expression, validation 

from others, or even the excitement of buying something new. Convenience in online shopping, with 

efficient check-out procedures and readily available payment methods, provides the platform on which 

impulse buying can take place. Some of the most important reasons are why impulse buying is so common 

in the online fashion apparel sector. User experience and website design are most important. The beauty 

and usability of an internet store have significant influences on consumer behavior. Organized, super 

navigable websites with high-image quality of products, rich product descriptions, and user-friendly 

search filters provide a relaxing shopping experience that can create impulse buying (Chandon et al., 

2000). Personalized promotions, driven by buying and surfing behavior, extend this impact further through 

the sense of personalization and customization of the shopping process to the individual consumer's 

apparent tastes. Personalization can make consumers feel valued and heard, and therefore an impulse 

purchase is more likely. Product positioning and selective use of urgency cues are similarly potent 

weapons in the tools boxes of web-based retailers. Time-limited promotions, countdown timers, and 

messages of scarcity, such as "Only 2 left in stock," generate feelings of urgency and impulse purchase 

(Zaichkowsky, 1994). These strategies are based on the fear of missing out (FOMO), which induces 

customers to act impulsively and irrationally so that they do not miss what they perceive as an opportunity. 

This feeling of pressure can get beyond rational considerations and result in impulse purchases that 

otherwise would not take place. Emotional and psychological stimuli are a large impulsion to impulse 

shopping, especially with regard to clothing and fashion. Web shoppers under aroused emotions, whether 

negative or positive, will perhaps be most at risk from impulsive consumption. Stressful or bored mood 

states or mood states of euphoria may state, with the shopper looking to be immediately satisfied with 

shopping. The apparel industry, being one that is trend-oriented, status-oriented, and self-expression-

oriented, has the greatest potential to take advantage of these emotional drives. Advertising, celebrity 

endorsement, and peer pressure can all lead to a need to be up-to-date with the latest fashionable 

equipment, resulting in impulsive purchasing decisions. Social media sites like Instagram, Pinterest, and 

TikTok are also big impulse buying behavior drivers, particularly in the fashion industry. The visual 

format of these sites combined with the power of social media influencers and peer recommendation 

makes for a powerful impulse buying promotion setting. This can be achieved through influencers 

promoting products in aspirational settings, producing a wanted and pressing impulse buy sensation 

among consumers. Observing friends or icons wearing the latest fashion clothing can make a person feel 

the need to follow their style, and hence contribute to impulse purchases. How easily these products are 

available for purchase from these sites also makes it easy to engage in such impulse purchases. Impulse 

purchasing of online fashion clothing is therefore a multifaceted phenomenon influenced by a combination 

of psychological factors, site design, marketing strategies, and social pressures. Understanding these 

fundamental processes is necessary for consumers, who wish to manage their spending, and retailers, who 

desire to optimize their online presence and marketing. 

Social Media Influence: Social media sites such as Instagram, Pinterest, and TikTok are now the main 

impulse buying drivers, more so in the fashion sector. Word of mouth, such as peer recommendation and 

social influencers, can build desirability and immediacy for a product, which prompts individuals to 

engage in impulsive, affective buying (Dhar & Zhang, 2005). 
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RESEARCH GAPS AND CONTRIBUTION 

Even while there is a lot of study on impulse buying in traditional retail and general e-commerce, it ignores 

the particular characteristics of online fashion clothing.  This study closes this gap by examining the ways 

in which emotional triggers, social media marketing, and website design affect impulsive purchases in this 

particular industry.  Focused research is necessary because fashion's emphasis on trends, aesthetics, and 

self-expression creates a unique atmosphere for impulsive purchases.  This study makes a contribution by 

focusing on the ways in which these variables combine to promote impulsive online fashion purchases, 

going beyond general e-commerce models to investigate the particular environmental and psychological 

elements at work.  This improves knowledge of this intricate behavior and provides businesses and 

customers with insightful information. 

Methodology 

This study utilizes a mixed-method approach, which brings together quantitative and qualitative research 

techniques, to offer a rich and detailed examination of impulse buying behavior within the particular 

setting of online fashion apparel shopping. This dual approach is essential to understand the complicated 

interrelationship of variables that lead to hasty consumption decisions in this fast-moving market. 

Quantitative data, collected from consumer surveys, offers a general picture of trends and patterns in 

impulse buying behavior and can be subjected to statistical analysis and the identification of important 

relationships between variables. 1 Qualitative data, collected from intensive case study analysis of leading 

online fashion retailers, provides rich contextual information on the particular strategies and tactics used 

by these firms to shape consumer behavior and induce impulse purchases. The combination of these two 

contrasting approaches enables a more comprehensive and sturdy comprehension of the research issue, 

making the findings stronger and more valid and reliable. Triangulating information from different sources 

reduces the constraints inherent in using a solitary method and offers a better overview of the intricate 

impulse buying phenomenon of the online fashion clothing industry. 

Data Collection 

Consumer Surveys: A rigorous online survey of 500 frequent online consumers purchasing fashion apparel 

online was undertaken. The survey questionnaire was designed sensitively to measure a number of key 

aspects of impulse buying behavior, including the specific emotional drivers of impulsive purchases, 

online promotional tactics deployed by fashion apparel retailers and consumers' perceived roles and 

impacts on impulse buying decisions, and web site design cues' impacts on impulse buying behavior. The 

questionnaire consisted of a mixture of different types of questions ranging from multiple choice to Likert 

scales, to open questions in order to collect quantitative as well as qualitative data. Participants were asked 

to respond to in-depth questions about their online shopping habits, for example, how frequently they shop 

for fashion apparel on impulse, what fashion products they are likely to purchase on impulse, and the 

reasons why their purchasing behavior in the online platform is impacted. The study also probed the 

emotional state and motivations responsible for or with impulse buying in an effort to determine the 

underlying psychological drivers for such spontaneous shopping. The survey also collected data on 

respondents' attitudes towards marketing strategies online such as personalized advice, targeted 

promotion, and social media offers with a view to measuring the effectiveness of these techniques in 

inducing impulse buying. 

Case Study Analysis 

In addition to the measurable information obtained from the consumer questionnaires, the three top and 

prominent online fashion retailers--ASOS, Shein, and Zalando--also had a detailed case study examination 
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conducted. These particular retailers were chosen as they reflect diverse business models within the 

context of online fashion retailing, operate in different target markets, and employ an array of marketing 

and website design practices. The case studies were analyzed with the purpose of determining how each 

retailer's website design, product placement strategy, and overall marketing strategies influence impulse 

buying behavior in customers. Researchers extensively examined every website, considering factors such 

as website structure and navigation, product categorization and presentation, the quality and visual appeal 

of product images, the employment of visual imagery and video, the integration of social media features, 

and the checkout process. Marketing materials, including online promotions, social media campaigns, 

offers, and email marketing, were also studied to ascertain how these retailers attempt to instigate impulse 

buying and create a sense of urgency in their target audience. The case study analysis tried to identify 

common strategies used by these successful retailers and any innovative or novel approaches that 

differentiated them in the highly competitive online fashion sector. The goal was not only to identify these 

strategies but also to assess how well they could shape impulse buying behavior. 

Sampling 

To obtain a diverse and representative sample for the consumer survey, a stratified random sampling was 

used. With this sampling technique, participants could be selected from different age groups, gender 

categories, and geographic locations, showing the diversity of the online fashion consumer segment. 

Stratification on these key demographic variables guaranteed that the final sample represented the general 

online fashion shopping population as a whole, and again guaranteed the generalizability of the results of 

the survey, and increased confidence that the results could be extrapolated to a wider population. The 

electronic survey was circulated using a mix of internet outlets in an attempt to disseminate it as wide as 

possible to ensure that maximum participation is captured. 

These channels spanned popular social media platforms like Facebook, Instagram, and Twitter, as well as 

online forums, blogs, and communities focused on fashion-relevant topics. This multi-channel distribution 

of the survey not only permitted the highest number of likely respondents but also served to facilitate that 

the sample represented individuals at different levels of online fashion purchasing engagement and varying 

propensities towards certain brands and styles. Internet distribution channels were also used to help 

complement the research emphasis, specifically the investigation of online impulse purchasing behavior 

as a phenomenon, thus that participants were in fact experiencing the kind of online shopping they were 

being researched about. 

 

Analysis Methods 

Descriptive Statistics: Used to analyze survey responses and identify common trends in impulse buying 

behavior. 

Regression Analysis: Employed to understand the relationships between website design elements (e.g., 

personalized recommendations) and the likelihood of impulse purchases. 

Content Analysis: Used to analyze the websites of selected case study retailers and identify key strategies 

used to encourage impulse buying. 

 

Results and Discussion 

Demographic Profile of Respondents 

The survey was answered by 500 participants, with the following breakdown by demographics: 

• Gender- 60% female, 40% male. 
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• Age- 35% 18-24 years old, 40% 25-34 years old, 20% 35-44 years old, and 5% 45 years old and above. 

• Location- 50% United States respondents, 30% UK respondents, and 20% other countries. 

• •Buying Habits via the Internet- 75% of the surveyed individuals said that they shopped for fashion 

wear on the Internet at least monthly, with 30% more than once monthly. 

• Social Networking Sites- 85% use social networking websites to look and buy fashion commodities, 

with most of them citing Instagram and TikTok as popular platforms. 

 

Findings from the Survey 

Frequency of Impulse Purchases 

• 72% of respondents reported making impulse purchases at least once a month. 

• 54% of respondents cited "discount offers" as the primary trigger for these purchases. 

• Respondents who engaged in frequent online shopping (multiple times per month) were more likely 

to report higher impulse buying behavior. 

Emotional Triggers 

• 68% of respondents admitted that feelings of excitement or happiness led to impulsive purchases. 

• 32% cited boredom as a contributing factor. 

• Additional factors such as stress and the fear of missing out (FOMO) were also reported as common 

emotional triggers, particularly among younger shoppers. 

Website Design Influence 

• 85% of the participants reported that they were more likely to engage in impulse purchases when the 

site offered recommendations based on their past browse history. 

• 70% reported that scarcity messages or countdown timers greatly improved the chances of them 

buying impulsively. 

• High-quality images, user ratings, and one-click buying facilities on websites were also said to enhance 

impulse buying propensity. 

Social Media Influence 

• 60% of the people interviewed indicated that endorsements by influencers contributed 

significantly to their impulsive buying behavior.  

• Flash sales and time-limited promotions advertised across social media platforms strongly increased 

75% of respondents' purchase urgency. 

• Respondents who followed fashion influencers were found to have a higher tendency to make 

• unplanned purchases compared to those wh 
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Figure- Pie chart representing the gender distribution of survey respondents. 

 

 
Figure- Occupation representation of survey respondents. 

 

 
Figure- influencial impact on survey respondents. 
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Figure- Bar chart showing the key triggers for impulse purchases 

 
 

 
Figure- Age distribution of survey respondents. 
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Case Study Analysis 

 
 

ASOS- ASOS utilizes personalized product suggestions on its home page and applies urgency messages 

like "Only X left in stock" to encourage spontaneous purchases. From the case study, the strategies lead 

to a greater rate of spontaneous buying. Also, ASOS takes advantage of the use of email marketing as a 

reminder for abandoned carts, stimulating even more impulsive making of decisions. 

Shein- Shein's "flash sales" and influencer promotions on Instagram are strong influencers of impulse 

purchase. The power of the brand to instill a feeling of urgency and selectivity contributes importantly to 

impulse purchasing behavior. Gamification methods like spin-the-wheel offers and everyday check-in 

prizes are also applied by Shein, stimulating repetitive engagement and unforeseen spending. 

Zara- Zara's site design is built to induce browsing, with lively product displays and carefully crafted 

collections that invite customers to discover more. Scarcity of stocks and high rates of product turnover 

generate a feeling of urgency, leading customers to buy before the products run out. Zara's app also has  

real-time notifications for new arrivals and sales, encouraging impulse buying. 

 

Scope of the Study 

The scope of the study outlines the limits within which the research is to be carried out. It encompasses 

the topic, geographical area, time, population, and variables. The study in this research is on [insert your 

topic here, for instance, "the influence of digital marketing on consumer behavior among urban India"]. 

The research is confined to [demographic category or region, i.e., 18–35-year-old Delhi and Mumbai 

customers] and extends [e.g., January 2023–December 2023]. The research tries to analyze major 

determinants like [e.g., social media usage, internet advertising, and purchasing decisions], using primary 

and secondary data. 
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Limitations 

Although a great deal of effort was put into making the findings reliable and accurate, the research has 

some limitations. First, the sample was limited to [e.g., 200 respondents], which might not be 

representative of the whole population. Second, the research concentrated mainly on urban consumers, 

and hence might not be a reflection of rural consumers. Time and financial limitations also restricted the 

intensity of the research. Furthermore, the use of self-reported data might have introduced bias since not 

always does a response represent actual behavior. 

 

Conclusion 

The research results indicate that impulse purchasing is a common online fashion clothing buying 

behavior, instigated by various psychological and situational factors. Major drivers include emotional 

stimuli, social media pressure, tailored site experiences, and promotional strategies such as urgency 

indicators and promotions. 

For shops, this study emphasizes the need to design an attractive and interactive online store that offers 

personalized suggestions, time-limited promotions, and social media campaigns to create impulse buys. 

Borrowing marketing power from influencer collaborations, using high-quality images, and optimizing 

the checkout process can also enhance impulse purchases. 

Customers, meanwhile, should also be conscious of the psychological causes of impulse shopping, 

especially in a setting as visually and emotionally charged as internet fashion shopping. Knowing what 

drives these impulse buys can make customers more thoughtful shoppers and avoid impulse purchases. 

Future studies may investigate impulse purchasing behavior in other online industries or study long-term 

trends to determine how impulse purchasing changes with shifting consumer behaviors. Further, 

investigating the effects of new technologies, including AI-based recommendations and virtual try-on 

capabilities, may give more insight into consumer decision-making. 
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