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Abstract:Drawing on the stimulus-organism-response (S-O-R) paradigm this study focuses 

on online sales promotion, impulse buying tendency and social influence to examine online 

impulsive buying behavior of online customers of Pakistan. The study further assesses the 

mediating role of urge to buy impulsively on the relationship of sales promotion, impulse 

buying tendency, social influence and online impulse buying behavior. A total 576 

questionnaires were distributed to students from four universities of using convenience 

sampling technique. The study has used SPSS (version 21.0) and PLS-SEM (version 3.2.8) 

for analyzing data at 0.05 critical level. According to the analysis results all the factors 

including sales promotion, impulse buying tendency and social influence significant influence 

on online impulse buying behavior. Results revealed the positive impact of targeted constructs 

on online impulse buying behavior with mediating role of urge to buy impulsively.The study 

adds new theoretical linkages and empirical evidences on the interaction between by sales 
promotion, impulse buying tendency, social influence and online impulse buying behavior 

with theoretical support of S-O-R Model. Moreover, this study is useful for e-marketers in 

assisting them to develop appropriate policies and customer-driven strategies by addressing 

customer’s online impulse buying behavior in south Asian context. 

Keywords:Social Influence, Impulse Buying Tendency, Sales Promotion, Urge to Buy 

Impulsively, Online Impulse Buying Behavior, Stimulus-Organism-Response Model (S-O-R) 

 

 

INTRODUCTION 

With the advancement in technology, globalization and internet connectivity, the online shopping has become a 

global consumer trend. One aspect of online shopping is the online impulse buying that has received greater 

attention with the start of internet usage and propagation of e-retail world. The phenomenon of online impulse 

buying behavior (OIBB) is very essential for the retail world. E-retailers are continuously creating strategies to 

increase the rate of unplanned buying, and also designing websites with the intention to initiate consumer’s 

impulsive buying behavior (Lai, 2017).  

Under recent trends, the growth of online shopping has inspired researcher to studyOIBB (Floh & Madlberger, 
2013; Akram et al., 2018). In the global environment, an amount of 4 billion dollars are expended annually for 

impulsive buying around 62% supermarkets sales, and about 80% of the market sales of luxury goods accredited 

to impulse buying (Ruvio &Belk, 2013). Whereas, the online impulse buying signifies nearly 40% of all money 

expended on e-commerce websites that are based on remarks of shopping experiences of consumers (Ning Shen 

& Khalifa, 2012). 

The e-commerce industry of Pakistan is emerging rapidlyin order to strengthen country’s economy (Ministry of 

Commerce, 2019). Due to extraordinary pace of technology adoption, landline availability, cellular coverage, 

access to computers and smartphonesthe e-commerce activities are rapidly expanding in Pakistan. The most 

prominent e-merchants of Pakistan include daraz.pk, homeshopping.pk, and OLX.com.pk (Aadil, 2017). 

Customers use e-commerce marketplaces to buy their daily use products,food, groceries, medicines and 

cosmetics.Through e-platforms customers are intending to buy cars, property,laptops and other electronic 
products online (Usman, 2018). International e-commerce companies like Alibaba.com have also entered in 

Pakistan’s e-retail market (PTA, 2017). 

E-commerce industry of Pakistan has estimated 99.3 billion PKR in fiscal year 2018 that was 51.8 Billion PKR 

in fiscal year 2017 with year on year growth of 92% (SBP, 2018). Likewise, Pakistan’s GDP raised over 5% and 

touched 5.79% in fiscal year 2017-18, highest in 13 years which has shown a positive economic improvement in 
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the country (Pakistan Economic Survey, 2018). Over 2018, Pakistan’s ecommerce industry has shown a rapid 

development by more usage of mobile devices and increasingly better Internet penetration rates (Dublin, 2020). 

Numerous studies have made significant contributions in order to understand OIBB in traditional e-commerce 

websites (Luo, 2005; Madhavaram & Laverie, 2004; Parboteeah et al., 2009; Wells et al., 2011) still, there is a 

dearth of research in the OIBB context (Shen &khalifa, 2012). In current scenario, the OIBB research is an 

emergent field of research however, the number of studies inspecting OIBB are still rare (Turkyilmaz, Erdem & 
Uslu, 2015). The majority of research work on impulsive buying behavior has been conducted in western 

countries whereas, in the case of third world countries like Pakistan the studies are rare (Rashid et al., 

2019).Therefore, researchers demand for further research for better understanding of phenomenon (Lo, Lin & 

Hsu, 2016; Chan et al., 2017; Atulkar & Kesari, 2018).  

Therefore, this research aims to contribute to an improved understanding of consumer’s impulse buying 

behavior in online channels within Pakistani context. The factors that influence OIBB comprises of sales 

promotion, social influence and impulse buying tendency, thatwere overlooked in prior researches to measure 

OIBB in e-commerce industry. Hence, the study in hand will investigate the OIBB through sales promotion, 

social influence and impulse buying tendency in order to investigate the reason behind customers’ lack of 

confidence in online shopping in Pakistan. Moreover, the study attempts to bridge the gaps by examining sales 

promotion, social influence and impulse buying tendency which leads to OIBBof online customers in Pakistan. 

 

Literature review and theoretical framework  

The S-O-R Model 
In examiningconsumer’s behavior, the S–O–R model is an environmental psychology framework that is made 

up of three major components including S (Stimulus), O (organism), and R (response) (Chen, Li & Zhao, 2020). 

Mehrabian and Russell (1974), were the first who applied S–O–R model to study consumers’ 

response/behaviour from different retail stimuli, which are mediated by an organism that is known as an 

emotional reaction (Parsad et al., 2019). S–O–R model illustrate that consumer’s internal evaluation or states are 

influenced by environmental factors that results consumer’s avoidance and approach behaviours. “Stimulus” 

represents the triggers that encourage consumers to buy a product or service (Chan et al., 2017). Stimulus can be 

recognized as internal as well as external stimulus (Akram et al., 2017). Internal stimulus refers to the 

consumers’ characteristics (Chan et al. 2017; Amarnath & Jaidev, 2020) while external stimulus is related to 
marketing, situational and website factors (Lee & Gan, 2020).  

“Organism” is related to consumer’s internal evaluations (Mehrabian & Russell 1974) that can be characterized 

as affective and cognitive reactions. The affective reaction are the consumer’s emotional responses which are 

due to consumer’s interactions with environment. Whereas, the cognitive reaction refers to a mental process 

which is due to the consumer’s interaction with the stimulus that can be categorized as thinking or evaluation 

(Chan et al., 2017; Lee & Gan, 2020). Organism (O) represents the internal structures and processes that 

intervenee between the stimuli (external to the person) and the final responses, actions or reactions produced. 

The intervening structures and processes involve physiological, perceptual, thinking and feeling activities. 

While “Response” is related to consumers’ reaction to online impulse purchase behaviour stimuli and organisms 

(Akram et al., 2017). The response occurs as the outcome of consumer behaviour/attitude. 

In this study, the stimulus (S) component refers to sales promotion, impulse buying tendency and social 

influence, the urge to buy impulsively (UBI) represents affective aspects of organism (O) component as defined 
by Bagozzi, (1986) while OIBB is the response (R) component of S-O-R framework.  

 

Online Impulse Buying Behavior (OIBB) 

OIBB is an unplanned buying decision that is affected by numerous factors comprising ofinformation fit-to-task, 

visual appeal, utilitarian motivations, hedonic motivations, perceived usefulness, adventure shopping, hedonic 

motivations,perceived enjoyment, idea shoppingand UBI (Akram etal., 2017;Xiang et al., 2016; Akram et al., 

2018).OIBB can also be termed as a “spur-of-the-moment” purchase with little or no intention (Bellini, 

Cardinali, & Grandi, 2017). OIBB arisesas a result of an urge to buy a product online that is experienced by a 

customer but he or she does not carefully analyze whetherthe product is needed or not(Xiang et al., 2016; Chan 

et al., the 2017).  

Prior studies have focused on the role of impulsive buying behavior in online context (Liu et al., 2013; Floh & 
Madlberger 2013). Few studieshave claimed that as compared to customers of traditional store, the online 

shoppers behave more impulsively (Verhagen & Van Dolen, 2011; Park et al., 2012; Rezaei et al., 2016).  

 

Urge to Buy impulsively (UBI) 

Rook and Fisher (1995) introduced the term “Urge to buy impulsively” as a consumer feature that comprises of 

his/her desire, that instantaneously and unknowingly generate unwanted or unplanned purchases (Foroughi et 

al., 2013). According to Beatty and Ferrell, (1998),UBIis the state of desire which is experienced due to the 

encounter of an object in environment. UBI can be explained as the feeling experienced by the consumer after 
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encountering some stimuli in the shopping environment. When a consumer buys a product, he or she does not 

consider about whether that product is needed or not. Reasonably, it will lead to an instant purchase in order to 

satisfy the buying obligation that lead towards impulse buying behavior (Verhagen & Van Dolen, 2011). 

Consumers which have greater likelihood of UBI experience a lack of control in contrast to consumers which 

have comparatively modest tendency of UBI (Dawson & Kim, 2009).The higher tendency ofUBI is due to the 

consumer’s excessive interest in it, driven by the desire to get an immediate gift (Siorwska, 2011). Moreover, 
the individuals with a higher tendency ofUBI spend a lot of time looking for commodities, shopping and show a 

passion to buy impulsively. They are greatly affected by visual elements, advertisements and encouraging 

gifts(Kazempour & Lotfizadeh, 2017). 

 

Sales Promotion  

Sales promotion is defined as anassortment of numerous motivational tacticsin order totrigger consumers to 

buyvarious products or services within a short time period (Kotler & Keller, 2016). It is the short-term value 

added to encourage the sales of the product and services purchases (Fitri, 2018). Sales Promotionencourages 

consumer to immediately buy a product that belongs to a specific brand. Sales promotion stimuli comprises of 

purchase ideas, purchase suggestions, promotions and sales that encourage consumers UBI (Dawson & Kim, 

2010). Moreover,sales promotion stimuli compriseof sales that might be clearance or markdown, the promotions 

that includes buyone getone free offer, cash rebates, bundling,gift certificates and purchase ideas that comprises 
of nonstop shopping and purchasing of newly arrived products that can encourage OIBB of consumers (Akram 

et al., 2018).  

Prior studies have shown a positive relationship of sales promotion and OIBB (Nagadeepa et al., 2015;Dawson 

& Kim, 2010; Weerathunga, & Pathmini, 2015;Fitri, 2018) that is associated with sales promotion stimuli of e-

retailers. The sales promotion is very important antecedents of consumers’ OIBBwhich has a positive influence 

on OIBB (Badgaiyan & Verma, 2015; Akram et al., 2018). 

Based on the discussion above following hypothesis has been established: 

HI: Sales promotion is positively related toUBI. 

H2: Sales promotion is positively related to OIBB. 

 

Impulse Buying Tendency  
The concept of impulsive buying tendency as a consumer trait has been given by Rook and Fisher (1995), which 

has been defined as the amount due to which an individual possibly make immediate, unreflective and 

unintended buying decisions (Jones et al., 2003). The significance of impulse buying tendency is considered as a 

manifestation of general impulsiveness(Sharma et al., 2010; Siorowska,2011; Foroughi et al., 2013). 

Studies have shown that consumers tend to indulge more in impulse buying behavior who experiences higher 

impulse buying tendency, subsequently people with higher impulse buying tendency have more deficiency to 

control themselves as compared to consumers with comparatively lower impulse buying tendency (Herabadi et 

al., 2009; Foroughi et al., 2013). Furthermore, researchers have found that individuals who experiences a higher 

impulse buying tendency have more chances to be influenced by marketing stimuli that include browsing, visual 

elements, advertisements, promotional gifts, and are inclined to react more often to UBI (Foroughi et al., 2013). 

Prior studies determine that consumers are different in acting impulsively, produce unplanned and unintentional 

response to stimuli due to their impulse buying tendencies (Amos et al., 2014; Sharma et al., 2010; Badgaiyan & 
Verma, 2014).Similarly, the study of Wells et al., (2011), Liu et al., (2013), Bellini et al., (2017) and Lin and 

Lin (2013) found a significant relationship between consumers’ impulse buying tendency and UBI. The 

association between consumers’ tendency to impulse purchase and UBIin online context has also been studied in 

comparison with offline shopping context (Xiang et al. 2016).  Likewise, Lee and Gan (2020) found that 

impulse buying tendency is the strongest predictor of UBI. 

Therefore, the above discussion leads to following hypotheses: 

H3: Impulse buying tendencyis positively related to UBI. 

H4: Impulse buying tendencyis positively related to OIBB. 

 

Social Influence 

Social influence provides value to consumers through reviews and comments in order to gain impact from 
surrounding environment, for instance social media influence or other things they can support. Social influences 

can be important influencer for consumers’ UBI (Gwee & Chang, 2013). In order to access information about 

the products and services customers mostly use online websites and social media networks (Turkyilmaz et al., 

2015). Kusmaharani, & Halim, (2020) investigated that shopping with peers and friend increases consumer’s 

impulse buying behavior.  

Moreover, the consumer’s decision-making process to purchase a product or service depends upon the views of 

social media users that influence impulse buying behavior (Chung & Austria, 2012). The firm generated 

messages and consumer views on social media networks influences consumer’s online impulse buying 
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behaviours. Though, it has been argued that in comparison to firm generated messages, the consumer generated 

messages strongly influence consumer’s impulsive purchase behavior (Hashmi, Attiq, & Rasheed, 2019). 

Therefore, this leads to following hypotheses: 

H5: Social influenceis positively related to UBI. 

H6: Social influenceis positively related to OIBB. 

Prior researches discriminate UBI and actual IBB as distinct and separate constructs (Shen & Khalifa, 2012; 
Huang, 2016). Zhang et al., (2018) found a positive relationship among UBI and actual IBB. That is, consumers 

are more likely to engage in a purchase of a product impulsively due to their higher urge to buy that product.  

Based on the above discussion, the following hypothesis has been established: 

H7: Urge to buy impulsivelyis positively related to OIBB. 

The theoretical framework of the study was developed on the basisof previous discussion on the conceptOIBB 

of customers, presented in figure 1 including three independent variables (sales promotion, social influence and 

impulse buying tendency) one mediating variable (namely UBI), one dependent variable (namely OIBB). This 

conceptual framework is based on the S-O-R model. Rendering to S-O-R model, the OIBB in this study 

represents the approach aspect of the response component. Consumer’s positive UBIis discussed in the study 

which is an approach behavior towards the stimuli (i.e. OIBB) that consequently encourage OIBB of consumers. 
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Fig.1: Conceptual Framework 
 

UBI hinders consumers to search for substitutes that in turns lead to an IBB (Lee et al., 2009). The prior 

researchers have found that IBB has a positive impact on UBI (Zhang et al., 2006; Foroughi et al., 2012; Shen & 

Khalifa, 2012; Mohan et al., 2013; Huang, 2016; Chung et al., 2017). Zhang et al., (2018) found a positive 

relationship among UBI and actual IBB. i.e. consumers are more likely to engage in a purchase of a product 

impulsively due to their higher urge to buy a product impulsively. Thus, to test the mediation effect of UBI on 

OIBB, the following hypotheses are established: 

H8: UBI mediates the relationship between sales promotion and OIBB. 

H9:  UBI mediates the relationship between impulse buying tendency and OIBB. 
H10: UBI mediates the relationship between social influence and OIBB. 

In this study, UBI is a mediator in the relationship between sales promotion, impulse buying tendency, social 

influence and OIBB. To test the mediation effect, Baron and Kenny (1986) suggested that the independent 

variables need to be significantly related to the mediating variable (i.e., UBI), and the mediation variable needs 

to have a significant relationship with the dependent variable (i.e., OIBB). 

 

Research Methodology 

The target population of the study include online consumers of Pakistan. In January 2020, there were 76.38 

million users of internet in Pakistan making 10th largest population of internet users in the world (PTA, 2020). 
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Between 2019 and 2020 the internet users in Pakistan increased by 11 million which was 17%. Among the total 

population of Pakistan 35% of people uses internet in 2020. The current study determined the sample size for 

surveys distribution based on the Krejcie and Morgan (1970) sampling guidelines a sample size of 384 was 

considered as enough.  

Anticipating the low response rate, the researcher distributed more questionnaires as suggested by Miller and 

Salikind (2002), and Keyton (2015) and employed an over sampling method by increasing the sample size by 40 
to 50% to address low response rate problem and the issue of unusable responses. Hence, the sample size was 

increased by 50% of the total sample size 384 and the total questionnaire distributed were 576.  

The data collection was done from four largest universities of Pakistan located in four administrative divisions 

of Punjab i.e. the Islamia University of Bahawalpur (IUB) from Bahawalpur division, Bahauddin Zakariya 

University (BZU) from Multan division, University of the Punjab (PU) from Lahore division and Fatimah 

Jinnah Women university (FJWU) from Rawalpindi division.  Moreover, these four divisions were divided in to 

three geographical regions: Lahore in northern region, Rawalpindi in middle region while Multan and 

Bahawalpur in southern region.  

The population of the study was almost finite and it was very difficult to include every individual of the 

population (Etikan, Musa, & Alkassim, 2016). Therefore, due to lack of proper sampling frame with regard to 

online users in Pakistan, convenience sampling method was used. A 5-point Likert scale was used to measure 

the items of questionnaire. All items were adaptedfrom previous studiessales promotion(Karbasivar & 
Yarahmadi, 2011; Rasheed, Yaqub & Baig, 2017)comprisingof six items, impulse buying tendency (Atulkar & 

Kesari, 2018) contains four items, social influence (Loureiro, Costa, & Panchapakesan, 2017) contains six 

items, UBI contains five items(Habib & Qayyum, 2017; Liu, Li & Hu, 2013) and OIBB comprises of eight 

items (Aragoncillo & Orus, 2018). A total number of 29 items were yielded. 

The study employed PLS-SEM technique using the software application Smart PLS (Ringle, Wende, & Will, 

2010) path modelling (Version 3.2.8) in order to estimate research model. Moreover, the study used a two-step 

procedure of PLS to evaluate and report the PLS-SEM path results according to the recommendations of 

Henseler, Ringle & Sinkovics, (2009). The two steps include the assessment of the structural and measurement 

model (Hair et al., 2016). 

 

Results  
The demographic features examined in the study were gender, age group, marital statusand family income 

(monthly) which were measured on nominal and ordinal scale are shown in the Table 1. In demographic 

analysis the distribution of respondent’s preliminary based on the gender, which showed that (48.1%) were male 

while (51.9 %) were female. The age of respondents illustrates that majority of respondents were 20- 30 years 

old (58.3 %), about (22 %) fall within the age of 31-40 years and about (10%) fall in the range above 50 years 

while remaining (9.7%) were falling in the age of 41-50 years. With respect to marital status it was observed 

that most of the respondents were single (53.4%) and about (46.6%) were married.Majority of respondents 

belongs to the income group of 50,000 to 99,999 (50.4%), while below 49,999 (91%), 200000 and above (79%) 

and 100,000 to 199,999 (64%) respectively. 

 

Table 1:Demographics of Respondents 
Demographic Variables                 Frequency                                 Percentage % 
Gender 
              Male                                    227                                                48.1 

              Female                                245                                                 51.9 

Age Group 
             20-30                      275                                            58.3 

             31-40104                                             22.0 

             41-50 46                                               9.7 

             Above-50 47                                             10.0 

Marital Status 
Single                            252                                             53.4 

              Married                         220                                            46.6 

Financial Earnings (Monthly) 
Below 49,999                       91                                            19.3 

               50,000 to 99,999                238                                            50.4 

               100,000 to 199999               64                                            13.6 

               200000 and Above               79                                            16.7 
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Measurement model 

This study employed PLS-SEM using Smart PLS (version 3.8.2) to estimate theoretical model (Ringle, Wende, 

& Will, 2010). The first step is the assessment of outer model also known as measurement model using PLS. 

This measurement is aimed at determining the goodness of measures which is done through reliability and 

validity test (Ramayah et al., 2011). In order to find out internal consistency reliability, the individual item’s 

reliability, content validity, discriminant validity, and convergent validity must be determined (Hair et al., 2011; 
Hair, Ringle, & Sarstedt, 2013).  In this study, PLS approaches developed by Fornell and Larcker (1981) are 

employed to evaluate reliability, convergent and discriminant validity of the research instrument. 

 

 
Fig.1 

 

 

The Measurement Model  

Note: IBT – Impulse Buying Tendency; SOI– Social Influence; SP–Sales Promotion; UBI – Urge to Buy 

Impulsively; 

OIBB – Online Impulse buying Behavior  

 

Table 2:Results of Measurement Model 
Construct  Items  Loading  Cronbach’s  

Alpha 

CR AVE 

Sales Promotion (SP)   0.874  0.912 0.723 

    SP1  0.847     

    SP2  0.784     

    SP3  0.879     

    SP4  0.887     

Impulse Buying Tendency(IBT)     0.860  0.905 0.705 

    IBT1  0.735     

    IBT2  0.856     

    IBT3  0.866     

    IBT4  0.892      

Social Influence (SOI)   0.859  0.899 0.641 

    SOI1  0.834     

    SOI3 0.777     

    SOI4 0.735     
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    SOI5 0.778     

    SOI6 0.871     

Urge to buy Impulsively (UBI)     0.889  0.919 0.693 

    UBI1  0.863     

    UBI2  0.831     

    UBI3  0.823     

    UBI4  0.862     

 UBI5 0.782     

Online Impulse Buying 

Behavior (OIBB)  

  0.918  0.933 0.637 

    OIBB1     0.875     

    OIBB2     0.834    

    OIBB3     0.811    

 OIBB4     0.818    

 OIBB5     0.702    

 OIBB6     0.831    

 OIBB7     0.706    

 OIBB8     0.792    

 

Note: IBT – Impulse Buying Tendency; SOI– Social Influence; SP–Sales Promotion; UBI – Urge to Buy 

Impulsively; 

 OIBB – Online Impulse buying Behavior  

 

All AVE values in this study displayed higher loadings that were greater than 0.50 on their respective 

constructs, presenting acceptable convergent validity. The table 3 (given below) shows that the ‘square root’ of 
AVE was greater than the correlation among the latent variables, indicating adequate discriminant validity 

(Fornell & Larcker, 1981). 

 

Table 3:Discriminant validity Matrix -Latent Variable Correlations and Square Roots of AVE 

 

IBT    OIBB  SP    SOI    UBI 
 

IBT               0.839 

OIBB            0.267              0.798 

SP                 0.013              0.290          0.850 

SOI               0.029              0.379          0.3000.801 

UBI               0.364             0.764           0.295            0.318          0.833 

 

Note: Entries shown in boldface represent the square root of the AVE 
IBT – Impulse Buying Tendency; SOI– Social Influence; SP–Sales Promotion; UBI – Urge to Buy 

Impulsively;OIBB – Online Impulse buying Behavior  

 

Structural Model 

The structural model was assessed through PLS-SEM (PLS algorithm and bootstrapping)(Chin, 2010).To 

examine the significance of path coefficients the standard procedure of bootstrapping with 500 bootstrap 

samples and 472 data cases was employed (Hair, Sarstedt, Hopkins, & Kuppelwieser, 2014). The coefficient of 

determination (R2 values) of the endogenous construct (Chin, 2010; Henseler et al., 2009) and the significance 

level of the path coefficients were determined (Henseler et al., 2014). Chin (1998) suggested the R2 values 

assessment criteria0.67 as substantial, 0.33 as moderate and 0.19 as weak respectively.Table 4 illustrates the R2 

of each endogenous latent variable where R2 of the OIBB was 0.605 and R2 of UBI was 0.270.   
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Table 4:R2 of Endogenous Latent Constructs 
Construct       R Square   Result  

OIBB 0.605    Substantial  

UBI 0.270    Moderate 

Note: UBI – Urge to Buy Impulsively; OIBB – Online Impulse buying Behavior  

 

 
Fig.2:Direct and indirect path coefficient of the structural model (bootstrapping) 

 

Note: IBT – Impulse Buying Tendency; SOI– Social Influence; SP–Sales Promotion; UBI – Urge to Buy 

Impulsively; OIBB – Online Impulse buying Behavior 

 
Table 4:Results of hypothesis testing – Direct relationships 

Hypotheses     Relationship           Beta  SE  t-value     P-value Decision 

H1  SP->UBI 0.218         0.039        5.599           0.000           Supported  

H2  SP->OIBB                0.193         0.039        4.995           0.000            Supported 

H3  IBT->UBI        0.354    0.039        9.183           0.000           Supported 

H4  IBT->OIBB                     0.256         0.040        6.448           0.000           Supported 

H5  SOI->UBI             0.242         0.039        6.2820.000           Supported 

H6                    SOI->OIBB    0.314         0.0398.062            0.000Supported 

H7                    UBI->OIBB0.704         0.03818.6470.000        Supported 

 

Note: IBT – Impulse Buying Tendency; SOI– Social Influence; SP–Sales Promotion; UBI – Urge to Buy 

Impulsively; 

OIBB – Online Impulse buying Behavior  

 
The results authenticate S-O-R model, revealed that sales promotion is positively relatedto UBI (β = 0.218, t 

=5.599, p = 0.000), sales promotion and OIBB shown a significant relationship(β = 0.193, t = 4.995, p = 0.000), 

hence, hypotheses H1and H2 were supported. Likewise, impulse buying tendency is positively related to UBI (β 

= 0.354, t = 9.183, p = 0.000), impulse buying tendency and OIBB were positively significant (β = 0.256, t = 

6.448, p = 0.000), therefore hypotheses H3and H4 were supported. Moreover, the results showed that social 

influence is positively related to UBI (β = 0.242, t = 6.282, p = 0.000), impulse buying tendency and OIBB were 

positive and significantly associated (β = 0.314, t = 8.062, p = 0.000) hence, hypotheses H5 and H6 were 

supported. The findings of the study showed a positive and significant relation between UBI and OIBB (β = 

0.704, t =18.647, p = 0.000) hence, hypothesis H7 was supported. 

A mediation test is done tofind outwhether a mediating variable enhance the impact of an independent variable 

on a dependent variable (Hair et al., 2014). The re-sampling mediation technique (bootstrapping) is one of the 

most rigorous and powerful procedures for testing the mediation effect that was used in this study to test the 
indirect effect of each variable (Hayes, 2009; Zhao et al., 2010).  
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Table 5:Results of hypothesis testing – Indirect relationships 
Hypotheses     Relationship       Beta SE t-value     P-valueDecision 

     H8 SP->UBI->OIBB  0.153         0.030        5.155           0.000            Mediation    

H9 IBT->UBI->OIBB       0.249         0.0327.705           0.000            Mediation 

H10 SOI->UBI->OIBB      0.170         0.0295.9300.000            Mediation 

 

Note: IBT – Impulse Buying Tendency; SOI– Social Influence; SP–Sales Promotion; UBI – Urge to Buy 

Impulsively; 
OIBB – Online Impulse buying Behavior  

 

The result revealed that,UBIsignificantlymediated the relationship between sales promotion and OIBB (β = 

0.153, t =5.278, p = 0.000) accordingly, Hypothesis 8 was supported.the mediation of UBI in the relationship 

between impulse buying tendency and OIBB was found to be statistically significant (β = 0.249, t =8.010, p = 

0.000), hence, Hypothesis 9 was supported. Moreover, the mediation of UBI in the relationship between social 

influence and OIBB was statistically significant (β = 0.170, t =5.781, p = 0.000) therefore, Hypothesis 10 was 

supported. 

 

DISCUSSION  

The findings of the study are in line with the studies of  Park and Noh, (2012) and Kim and Johnson, (2016) 

that, there is a positive relationship of sales promotion with UBI likewise, sales promotion is positively related 
to OIBB(Akram et al., 2018; Badgaiyan & Verma, 2015; Sundström et al., 2019; Mittal et al., 2018; Chen & 

Yao, 2018; Wiranata, & Hananto, 2020). Therefore, it was proposed that UBI mediates the relationship among 

sales promotion and OIBB which was found to be significant and supported. Moreover, the findings were 

supported by S-O-R model given by Mehrabian and Russell (1974). In other words, the aim of sales promotion 

is to trigger consumers’ needs and UBIthat leads to actual OIBB. 

Furthermore, the study collaborated with the previous research of Gwee and Chang, (2013), that social 

influences is essential intriggering consumers’ UBI that leads to actual OIBB(Hashmi, Attiq, & Rasheed, 2019; 

Hu et al., 2016; Chung & Austria, 2012; Kusmaharani, & Halim, 2020). Similarly, higher impulse buying 

tendency, the stronger urge to buy a product or service impulsively leads consumer to make actual impulse 

purchases. In line with the prior studies of Badgaiyan and Verma, (2014), Amos et al., (2014), Bellini et al., 

(2017) and Lee, and Gan (2020) that impulse buying tendency is the strongest predictor of UBI which leads to 
OIBB. 

 

CONCLUSION, LIMITATION AND FUTURE RESEARCH 

This study provides more clear understanding to the researchers and practitioners that how OIBB is influenced 

by sales promotion, impulse buying tendency and social influence. This study strengthens the existing 

knowledge in the fields of e-commerce, e-retailing and e-marketing related literature, by covering the research 

gaps among prior studies. The study adds new theoretical linkages and empirical evidences on the interaction 

between by sales promotion, impulse buying tendency, social influence and OIBB with theoretical support of S-

O-R Model.Moreover, by considering UBI as a mediator, this study contributes to the scarce literature on OIBB.  

The findings of this study are important in the development of e-commerce industry in the South Asian region in 

general and specifically in Pakistan as there are limited studies conducted in this specific region. Furthermore, 

this study is useful fore-marketers in assisting them to develop appropriate policies and customer-driven 
strategies by addressing customer’s OIBB in south Asian context. This study would help e-retailers in order 

todesign their e- marketing strategies by best utilization of positive responses, and to deliver consumer promises 

which are helpful in generating sales and designing e-promotional strategiesto enhance their performance.  

The current study has been achieved to a great extant, also the findings provide both theoretical and practical 

contributions. Nevertheless, it is worth mentioning that there are some limitations of the current study which 

further highlighted the scope of future studies. This study was quantitative, and the researcher relied on 

questionnaire data only for statistical analysis. Future research may consider using qualitative or mixed mode 

methods to examine OIBB that may include the use of interviews from the online customers to get more 

interpretive and in-depth information about the variables of study.  

It is suggested that future research should add other constructs, for instance website characteristics, consumer’s 

personality traits, culture and online retailer reputation to examine their influence on OIBB. The  study 
identified UBI as a mediator variable in e-commerce industry wheras, other mediating variables such as 

consumer emotions, product invovement or shopping enjoyment can be used in future. Moreover, thus study 

was conducted in a developing country i.e. pakisan while future research might empirically test this relationship 

in other countries that would help to have an overview of consumer behaviours from different backgrounds and 

cultural settings. 
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