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Abstract

With the integration of mobile devices into people’s shopping behaviors, purchasing behaviors are
no longer restricted by place and time. Impulsive purchases are becoming more and more com-
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mon, and more and more scholars pay attention to this research topic. However, no previous stu-
dies have been conducted to systematically review and evaluate the research status and trends of
impulse buying. Therefore, this article reviews the impulse buying research published from 2016
to May 2021 and analyzes it using the causal-chain framework to further classify the relevant va-
riables that affect consumers’ impulsive buying. Finally, this article points out the limitations of
the existing literature and provides some suggestions for follow-up research to help us better un-
derstand impulse buying.
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1. 51§

M SR IE B — AR P S ECE RS, ABATTRT RE S DA I O BEE A — RO AR
PR AL AT ST M JE[1] o 249 P38 152 7 X Pl 2 R A ik , 1 gt 2 8 284 U S (impulse buying behavior) [2]
[3]c IHBhE SR T IACE B B R U B ARABAS R = 2], sl SR 7 Y 9 1) 40%
3| 80% [4]. fEIt 2, BN E XL I S — P S ECE R SS o R A8 SO — AN s ) ik
S, TP 5 A2 5 5 1 2 TR Y 2 3 1R BE AT 52 1K) . Rook (1987) NISA A sl I & — gy s UK
B VLRI e, 8 P B A T 2 S S 0 AR 1R S R O[] Y B sl SE AN 2 H
W SRS AR, phBh S A BATVEZ BN, 22— AMERSMOAE), TR i U S E
WRVUER BB, £ E, MELSETIARR, 50 sh Bl LA 1o Mk, Fitgl
T E W AR Z S35 1 IE6] [7] [8]. ARHEH EIE H AT T, 11 P38 A h sl 1 ) % 5 e = i 1 B 7 4
B i 80% [9]. kAN, Liu SF2E e E BT 7L, TR I ik 40002k EIH 9 2 i3l e S
[10]. #EAtivt, BEAEr a7 AP+ KLH 40 123 TTHITESR[11]. Merzer (2014) 11— T &5 K HLLE
1000 MMEE AN, A 75%HIR A M AL FihshgE[12]. BT e AR, e E L L
MRS N [13]. 2017 45 1 H, Princeton ViAW 5T Hh 2 K W 31% R A4 A & 2k b sh I SE i 4
J3[14] AR credit card X3 R 2, 44% (1) 1 23 38 st i sl e S (1) v s , o 4R A TEMAHERE T 80% [8].
AUE AT I, P SEAE [ AN AT o, AT e . R, s SR T 2
I SAT A E AT .

TEIRAT FH R BN W SEAR DG I SR 2 i, 2738 N2 AR 5 B A 158 4 it A R 3l S 5] [15]. 48
T A A S S A SCRR AT SRk = R etk (B B AR 7T o AR SCET T 5 42016 4R & 2021 4E 5 A) LK
55 gl S B AH 5% SCESRIEAT SCRR AT, SR BhERATSE 4F 1 b 2 B SE R BDIR S %y . X8 SCE )
AR AW T, SRR 3 SE R 2R AT 3 RS, DT AN TR 2 %) TR 3 ) e o
NG SE =AM . B T REE AR S T BRI TR A2, I B 3 B SER AR R SR T Il ARSC
S RPYANERGY, BRI 6 AR KSR R RS, SR 5 R sl ) S (R A 5T Uk AT 4 A A2,
It B phZN W SE AT R R A TR R AT RN 2R, B R R e T B vhEh I SE AT R
B R0 A SR 785 170
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2. Wit
2.1, XEkiFi%#RiE

N7 SR A A e B S H R ABE T DL, ARG SCE AR Web of Science 1 Science Direct i B okt
Impulsive buying behavior i 7 —/N GBI I SCHRAT 28 o TETRIGE 284 b b, ARSUIRIB LA SRk 2571
SCHERIEEC[16] [17], EARRET VGBS 1 5 4F, B 2016 42248 2021 4F 5 Afr. ASSCEHELT article
Fo, FESCEMBRIFETT, A FELEUEPRHTS SOy E I H ISR, 2. BBRANR . JE3EC
WL BRI EHRR AN, BTt 84 7. K 1 HFONLE T IX Sk, ENNIHTH 84 55
SCHR M, 2020 SRR RIS SN iR, k5] 33.3%, HE 2= R IR 1 SCHR AR 41.7%.

2.2. WXWRDHEI

221 XXHRERIHIER

2016 % 2021 4 5 HPIXCE MG WE 1 Frm. MIXEEIEFATTLE H, EXBENEA,
S EN W SR A SO B A B B &S . NI —TaRRE, ARSI I S (14 GV B I o B[] (1 4
R IELE IR TGN
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Figure 1. The distribution of publication year of study literature

[# 1. 2016 ZF 2021 & 3 AMEIMAEZIL ST ER 7R E

ARSCNS VA_E i3k 5 SCRR P AR KA FIREAT T 48k, 0k 1 B AERT i SCiikeh, R 2 (13
FJ/& International Journal of Information Management (5 j#)-5 Journal of Retailer and Consumer Services (5
W), KA Journal of Asian Finance Economics and Business (4 f%)+ Journal of Consumer Behavior (3 #%)-
International Journal of Retail & Distribution Management (3 j%)~ Computers Inhuman Behavior (3 j#)- Journal
of Indian Business Research (3 &)« Asia Pacific Journal of Marketing and Logistic (2 &)~ Heliyon (2 &%)+
Marketing Letters (2 %%)~ Journal of International Consumer Marketing (2 /%)~ Casopis Za Ekonomiju | Trzisne
Komunikacije (2 &)~ Journal of Electronic Commerce in Organizations (2 #%)- Industrial Management Data
Systems (2 &%)~ Journal of International Consumer Marketing (2 %)~ Journal of Internet Commerce (2 &) %
Marketing Intelligence Planning (2 %)

3. FMEhEh TR A =

TEIX 84 J SR, FRATN T R0 b2 SE AR B AT SEIR IR 7L, EId R A Abdelsalam 45 A\
FOH I PR S B REAMESE . AR & - R/ AR - AT AR B - 45 AR & (Antecedents-Mediators-Moderators-Out
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comes) [18], izt AT G2 AL I 61 F SCHR,  Fe I L8 STHR S e b 3 I SE PR PR 3R TN AH B R AE R . A
ZamE 2 pos, RS T R U . EANRISCER, B —ER AT RESAEARIKALE, i, Qiu
2 \¥% impulse buying tendency fEAH MNAEE[19], 11 Liu 5 Zhang [#3CHRHHE impulse buying tendency
PE RS R[10].

Table 1. The amounts of publications related to the impulsive buying behavior in each journal from 2016 to 2021

= 1.2016 &£ & 2021 £ 5 A ST A R AP SERE X Rk =2 (R AL L)

T 4285 RREE
International Journal of Information management 5
Journal of Retailer and Consumer Services 5
Journal of Asian Finance Economics and business 4
Journal of Consumer Behavior 3
International Journal of Retail & Distribution Management 3
Computers Inhuman Behavior 3
Journal of Indian business research 3
Asia Pacific Journal of Marketing and Logistic 2
Heliyon 2
Journal of Electronic Commerce In Organizations 2
Marketing Letters 2
Journal of international consumer marketing 2
Casopis Za Ekonomiju I’Trzisne Komunikacije 2
Industrial Management Data Systems 2
Journal of International Consumer Marketing 2
Journal of Internet Commerce 2
Marketing Intelligence Planning 2

moderators

HIEER PALE HREE

antecedents mediators outcomes

Figure 2. Antecedents-mediators-moderators-outcomes model
2 HEEE- FNEE - AUER - SRR

3.1 FIEER

HIT AL A 21 46 ) A AEAT 9 2 BT B — R ORI sl 2 3, T A 17 3 DR SR B 422 R ME 22 1 g A\ [ 18] -
Abdelsalam 28 NI\, FEHLTRISGFHIT ST, FUHE P& rfah W SRR AT Aoy D38, 35 vtk 240
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RAF . WA R L T P8 R e RS B AH DGR R [18] 0 X RS SCRAEIX A3 2856 AH . OB air AT 43
¥ EXPURFE RS, HHREDAREWAHRE RS . b, EZRTSCEkR 2 &5 T 103 ANH
PHFHIEAR K 2, %% 4 7. Hedonic and Utilitarian Motivation 2 & L5 Wi v 25 W S F 5% 26 2 (1) 94
WHEN K

311 HREXER

FEZ AR, A 19 FSCEMRTE LB SAHREER, WTFdE 2 for. EdafxER
Observational Learning F{ff FI e i, BUA SCHROREE T 17 0 AL 2 B3l 8 SONMEENES: 21 (OL) [75].
Zafar A1 Xu 25545 I\ 908l I WL HLAm AT 3038 HOAT ik RIS 5 RENEREIA B 5 1P s SK[21]
[22], AATTIA IS NATTAREAT X vt 6 B ATAC TR E i F) 7 b AT S SR AP IR, DRI A S A AR B R 7
M 55 I B 5% o

Table 2. Social related antecedents that influence impulse buying

2. FNAHELEM KRR R R

IS IESEN S R 18 FH A3
KRR

Closeness [20] 1
Familiarity [20] 1
Social Environment [10] 1
Observational Learning [21] [22] [23] 3
Source Credibility [22] 1
Review Quality [22] 1
Opinion Leaders [24] 1
Similarity [25] [26] 2
Festival Season [27] 1
Limited Supply of Essential Goods [28] 1
Consumption Situation [29] 1
Option Framing [30] 1
Vendor Enthusiasm [31] 1
Popularity [32] 1
Retail Store Environment [33] 1
Salespersons’ Retail Service Quality [34] 1

3.1.2. HBREHEXER

T W E AR RAE PP L RIRT IR & T AR K —88 4. Horb, AN P R e SCNBRZAE A6 1
&2, FF ERT ARSI A (3% 2 [36] [40] [41]. %$415Ki%, Do 25 A4 SOR #iAIAI TAM ZE&tok, R
T JBARIAT PR o s I S BE AT 2 AT [40] 0 5 SR LRI R B ST LA R A5 AT AR A A R 2 30 9 3 M G IR £ [20]
[36] [37] [38]. K& TixLLDISL, A VFZHI NHATHERHE N ANEWNEEMFE R HEIEIEN, s <
B, AR, ASBURESSNER, W& 3 PR,
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Table 3. Consumer related antecedents that influence impulse buying

3. A LRHEERXATEE R

T BRI R R EE BN f
Trustworthiness [20] [35] 2
Hedonic and Utilitarian Motivation [20] [36] [37] [38] 4
Urgency [20] 1
Limiting Factor (Time/Money) [10] 1
Consumers’ Desires [39] 1
Comments’ Sentiment Polarity [21] 1
Perceived Usefulness [36] [40] [41] 3
Perceived Risk [29] 1
Task Skill [29] [35] 2
Task Challenge [29] [35] 2
Perceived Ease of Use [28] 1
Perceived Interactivity [28] 1
Limited-Time Scarcity [42] 1
Limited-Quantity Scarcity [30] 1
Perceived Transaction Value [19] 1
Perceived Acquisition Value [19] 1
Attitude [43] 1
Subjective Norms [31] 1
Self-Efficacy [31] 1
Compatibility [31] [44] 2
Personal Innovation In IT [31] 1
Perceived Behavioral Control [31] 1
Fear of Complete Lockdown [26] 1
Peers Buying [26] 1
Scarcity of Food & Essential Items [26] 1
Panic Buying [26] 1
Boredom Proneness [45] 1
Personalized Recommendation [46] 1
Emotional Brand Attachment [47] 1
Upward Social Comparison [48] 1
Price Sensitivity [49] 1
Perceived Benefit [36] 1
Convenience [36] 1
Excitement [50] 1
Stress [37] 1
Sociability/Social Bridging and Bonding [51] [52] 2
Expertise [26] 1
Information Fit-to-Task [26] 1
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Choice Overload [53]
Personality (Big-five) [54] [55]

Impulsivity Traits [30]
Self-esteem [56] [57]

Shyness [52]

Customer Information [31]

Insight Ability [31]

Arousal [44]

Value Shopping [58]

Idea Shopping [58]

Body Image Dissatisfaction [57]

Consumer Self-control [59]

Emotions [60]

Transformation Expectations [61]

Task-relevant Cues [62]

Mood-relevant Cues [62]
Impulse Buying Tendency [33] [63]

Urge to Buy [33]

Media Multitasking [64]

Shopping Enjoyment Tendency [63]

Pre-shopping Preparation Tendency [63]

I N e e R = T = T e e e S S T = = = S T = T ST

3.1.3. MitExXEE

FEM S ORIA 2R L, visual appeal 1 {3 F AT foe o ) W st AR AT 3R o 2 BT  TA DA 1) ) e oA
W3l AR AR _E P 51 AT LAAE B2 3 rh s W SK AT IA [26] [37] [67]. 4% 4 Som 1 SZMa s Sl SR AR ) k4

LY PSRN ES

Table 4. Website related antecedents that influence impulse buying
2 4. SN BN SR Yk 4E X BT E E =

EhY PSS 7R i F A
Website Characteristics/ Personality [10] [65] 2
System Usability [33] 1
Top Reviews Information [19] 1
Exterior Design [42] [66] 2
Visual Appeal [26] [37] [67] 3
Product Description [68] 1
Product Display [40] 1
Product Content [40] 1
Para-Social Interaction [69] 1
E-Store Content [70] 1
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E-Store Navigation [42] 1
E-Store Design [35] [42] 2
Subject Involvement [51] 1
Vividness [51] [71] 2
Textual Information Quality [32] 1
Likeability [26] 1
Website Quality [37] 1
Interactivity [71] 1

3.14. EHBEXER
A TR0 SCHR T B4 AH O BRI Z AR N T IR RO 90 RS 20 S 381 112485 [10] [25] [34] [73]. B EHAH IR AR L
B A S DR R A AR D, RN IR — BB e B AN . HA R R e 5 fias.

Table 5. Marketing related antecedents that influence impulse buying

= 5. AN LR EHEXRIERE R

EfiLiEESSES 27 R I3
Rewards Giving [72] 1
Badges Upgrading [43] 1
Sales Promotion [10] [25] [34] [73] 4
Advertisements [23] 1
Promotional Campaigns [44] 1
Celebrity Endorser [4] 1
Aesthetic Appeal [22] 1
Vicarious Expression [15] 1
Immediate Promotion [74] 1
Delayed Promotion [74] 1

32. FNEE

AR IR TER R C R P A T Rr R 545 R 2 MR R [77], 13K 6. fEARL G4 R, BRI
B =t “positive affect” 5 “Impulsive buying tendency” 3L 6 k. & & “Perceived Enjoyment”
N5 . Hrh, B S RIS, Ahmed ¥ social media fake news (kA2 SR I8 1 B ARCHT
FEVEN RN E, WO T AT E A AEERZART, ARV T A s 45 8 25 2 SN A g A4 T
AT I PR A 4, 30 i S I A AVTE 92 17 30 ] P v 20 ) 32 (1 52 il PR 22 [26] . HLAB A R 25 LK 6.

Table 6. Mediators that influence impulse buying

= 6. MWL RN E R

AR B S R {5 I A
Social Interaction [43] 1
Social Media Fake News [26] 1
Impulsive Buying Tendency [26] [44] [53] [54] [56] [77] 6
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Continued

Normative Evaluation

Positive Affect

Browsing (Hedonic and Utilitarian)

Negative Affect
Affective Trust
Product Affection
Urge-to-Buy
Urgency
Perceived Usefulness
Satisfaction
Flow State
Pleasure
Arousal
Self-Esteem
Perceived Enjoyment
Perceived Ease of Use
Perceived Arousal
Impulse Buying Behavior
Impulse Buying Intention
Online Purchase Intention
Impulsiveness
Motivations
Fear Appeal
Smartphone Addiction
Self-Efficacy
Psychological Ownership
Curiosity
Concentration
Autotelic Experience
Positive Emotions
Peer Communication
Browsing Activities
Parasocial Interaction
Flow Experience
Experiential Marketing
Susceptibility
Attitude Towards Impulse Buying
Value Shopping
Urge to Buy Impulsively
Hedonic Shopping

[41] [44]

[22] [34] [41] [44] [63] [74]

[39] [69]
[35] [54]
[24]

[24]

[20] [51] [55] [63]
[55]

[22] [26] [35] [62]
[28] [29] [37]
[29]

[48]

[48]
[57] [78]
[26] [28] [33] [43] [62]
[36] [62]
[28]
[24] [32]
[30]

[31]
[56] [79]
[50]

[26]

[32]

[10]

[10]

[40]

[40]

[40]

[23]

[51]

[51]

[26]

[39]

[29]

[56]

(31]

[74]

[74]

(37]

B R R R R R R R R R R R R R R R R R RPN PP RPN P NOGON P P P O RPR MNP P NN
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Self-acceptance [57] 1
Retailer’s Trust [59] 1
Retailer’s Affective Attachment [59] 1
Purchase Decision Involvement [32] 1
Social Presence [64] 1
Information Utility [64] 1
Mood [34] 1
Product Affect [71] 1
Local Presence [71] 1

3.3. EHHEE

VA R ZE AR AN T U SR ek 1 55 AR A KA B 2 [ RGN & . AR$EE 7 FoR, fE9HTHIC
WkH, AR m 2 “gender” PEBIRIER, —ILHBLT 4 K. EMPCSEIIEST, MEARREER
WA R [43]. 261K UL, Zhang S8 N IVE TR, MATTARIL S L EAEL FI /= S, d AT X
ZEUER ot BB FE L 55 N e 1 55 1 LU 0 W D S 2 — T 55, A AT A% ) S I 4 ) s #L A9 576 ol ax
THAE 55 1 06 B FE[43]

Table 7. Moderators that influence impulse buying
= 7. SN E AT E R

WA S R {5 I A
Gender [34] [36] [43] [57] 4
Age [34] [52] 2
Rumination [35] 1
Self-Control [22] 1
Product Category/Type [30] [42] 2
Personal Impulsiveness [30] 1
Risk [50] 1
COVID-19 [26] 1
Impulse Buying Tendency [21] [64] [74] 3
Celebrities” Authenticity [21] 1
Consumers' Impulsiveness [32] 1
Cash Refund Promotion [30] 1
Deal Proneness [74] 1
Scarcity [58] 1
Serendipity Information [58] 1
Time Pressure [60] 1
Shopping Involvement [60] 1
Perceived Usefulness [36] 1
Money Availability [38] 1
Time Availability [38] 1
Task Definition [38] 1
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34, ERTE

TEGE RAT R, A SO hah W SESCRRBEAT et o0 i, ik 8 FioR. MRAEASCHLE R, Impulse
buying/Impulse purchase NELA CERIH R I L 1), B 43 5. #3%, A 7 /N Urge to buy impulsively.
AT ELE i H AT SCHRAE S SRR RO T b, 32 HE R —

Table 8. Outcomes about impulse buying

8. EMAHWLEGRER

SRR S5 30k i A
[4] [10] [13] [20] [21] [23] [24] [25] [27] [28] [29] [32] [33] [34] [35]
Impulse Buying/Impulse Purchase [36] [37] [39] [40] [41] [42] [43] [45] [48] [49] [50] [51] [55] [56] 43
[57] [58] [59] [60] [61] [63] [64] [65] [66] [67] [68] [70] [74] [80]
Impulsive Buying Tendency [31] [36] [46] [49] [52] 5
Urge to Buy Impulsively [19] [22] [26] [36] [44] [69] [71] 7
Post-Purchase Cognitive Behavior [47] 1
Purchase Completion Intention [50] 1
E-store Patronage Intentions [53] 1
Variety Seeking Tendency [54] 1
Continuous Impulse Buying Intention [30] 1
Impulse Buying Intention [38] [62] 2

4. HERERFRE

MG SEAEDARE B EFL R, SR T S M) V2 R AR SCEEIE I S 9 pp s L R R
BEAT oM, 35 BOIRATEE L MR A b 2N M S o AT S i A A AR T 3 28, Horp 2020 4R R R IR %
MBS SO SR 2 1 ANSCREIANE 9 3 1h 20 ) S D] 25 SR F DR SRAEE A R e A A gt — 2D 2 49 S DO KK,
AT V8 28 A NRAEAE ¢ R 222 H AT A LA F AR sl i S A o7 BUAE 2 R — MR 3. 306 TR
JEWFOZ AR WA —E R

BT X LL B RISCE R G AT, FRATVIE R I B SCEAMAAE SR — € R PR, X5 R 1 £
TE A At — BRI AR it 7 Hles . 25—, AU STk 2 2 7E web of science Al science direct 4 & T
impulse buying BT8R, X SCHRIE RANE 4T, KA SO NTE 5 SR A 24 Hha] BLA N HA i B 12
TR R, DMEIRATXS sl A L1 T f

H =, PARBTA SCER IO AR 10 R A VA A G S S v . X A & iE A St A —
MR BR . ot, FERLMESIEN T, S50 A AT GE 20 tiA A BRI 78N 53 BT 128 i Sk fig
RN ECE R FERSRENEN T, 25 RE AR A G FERERT R0l E BT RN 5,
HARTE AT I, ASCAHTE G807 ] DLEES G 2 M 0 751, e & (W Rl 4535 Ao P (n
REVIR)IE A7, DA B R E 45

=, HESCERXS Tl s mT BAX 2 R DA A SRR sl S5, Won P shie 2, THRIE)
W SEANADRE I ZN M S [1] . SRTATEA B SCHRAT T3 DU kAN [R) 8 AL e 3 g S e i /D, ELE A X DU e 3
SR ZE AT IR A 7T BRI, SRR 58 T APR I I DU Fofr e 31 25 08 S 1) 500 R 2%

BeJa, SRR BB AT A AR AT &, (BRI (3l B0 SE SR R HI A TR AR . AR
FAT LU SO AR MR & . DMERIBE AR, SO 2 iomm 303 98 & I SK[80] . AN R SR #ialig #h X
PINATRT RENA AT NSO BT 22 57, AR 00T AERTHEAN R ST TS 52 5 W 5Ema s 34 b shit <.
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