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Abstract 
Impulse buying occurs when a person buys something out of necessity and without having any pre-
shopping goals. Impulse buying behavior is when a consumer enters a store with the intention of 
buying a pair of jeans but leaves with two blouses and one dress in addition to the pants. Retailers 
attempt to lure customers into purchasing more than they need to due to the expansion in retail 
establishments. Attracting customers used to be exceedingly challenging because there wasn't much 
aesthetic appeal to the things that were being presented, and because it was hard to find products, 
people didn't spend much time looking. It prompts impulsive purchasing. The goal of this study is to 
examine female consumers between the ages of 18 and 45 who engage in impulsive purchases. Age, 
disposable income, level of education, and other demographic variables have an effect or not on 
women customers' impulsive purchasing patterns. 
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Introduction 
Impulsive purchasing patterns among women consumers in India have been an area of 
interest for researchers and marketers alike. Impulsive buying behavior is a common 
phenomenon among consumers, and it has been observed that women are more prone to 
impulsive purchases than men. This study aims to examine the impulsive purchasing 
behavior of women consumers in India and to identify the factors that influence their buying 
decisions. 

 

Literature Review 
Several studies have been conducted to understand the impulsive purchasing behavior of 
consumers, particularly women. A study by Beatty and Ferrell (1998) [2] found that 
impulsive purchasing behavior is influenced by a variety of factors, including personality 
traits, situational factors, and marketing stimuli. 
Another study by Rook and Fisher (1995) [9] found that impulsive purchasing behavior is 
often driven by emotional factors, such as excitement or anxiety. 
In the context of India, a study by Chakraborty and Roy (2015) [5] found that impulsive 
purchasing behavior is prevalent among women consumers, particularly in the apparel and 
cosmetics categories. The study identified factors such as peer pressure, boredom, and the 
desire for instant gratification as key drivers of impulsive purchasing behavior among 
women in India. 

 

Gaps in existing literature 
Despite the growing interest in impulsive purchasing behavior among women consumers in 
India, there are still several gaps in the existing literature. For example, there is a lack of 
research on the impact of social media on impulsive purchasing behavior among women in 
India. Additionally, there is limited research on the effectiveness of different marketing 
strategies in influencing impulsive purchasing behavior among women in India. 
Another gap in the existing literature is the lack of research on the long-term consequences 
of impulsive purchasing behavior among women in India. While impulsive purchasing 
behavior may provide short-term satisfaction, it can also lead to financial problems and other 
negative consequences in the long run. Overall, the existing literature suggests that impulsive 
purchasing behavior is a complex phenomenon that is influenced by a variety of factors. 
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While there is still much to be learned about impulsive 
purchasing behavior among women consumers in India, the 
existing research provides a solid foundation for future 
studies in this area. 

 

Research objectives 
 The research objectives of the study are to understand 

the concept of impulsive purchasing, to explore the 
factors that influence women's purchasing habits, and to 
analyze the data on women's impulsive purchasing in 
India.  

 The study will also examine the literature review on 
impulsive purchasing behavior and explore the existing 
research on this topic. 

 The findings of the study will provide insights into the 

impulsive purchasing behavior of women consumers in 

India and help marketers to develop effective marketing 

strategies to target this segment.  

 The study will also contribute to the existing literature 

on impulsive purchasing behavior and provide a better 

understanding of the factors that influence women's 

buying decisions. 

 

Impulsive purchasing 

Definition and Overview 

Impulsive purchasing refers to buying goods or services 

without any pre-planning or consideration. It is a common 

behavior among consumers and can be influenced by 

various factors such as emotions, social norms, and 

situational factors. Impulsive purchasing can be classified 

into two types: planned impulse buying and pure impulse 

buying. Planned impulse buying occurs when a consumer 

intends to buy a specific product but ends up buying more 

than planned. Pure impulse buying occurs when a consumer 

buys a product without any prior intention or planning. 

 

Factors Influencing Impulsive Purchasing 

Several factors can influence impulsive purchasing behavior 

among consumers. These factors can be broadly classified 

into internal and external factors. Internal factors include 

personality traits, emotions, and attitudes towards shopping. 

External factors include situational factors such as store 

atmosphere, promotions, and social norms. 

Personality traits such as impulsiveness, self-esteem, and 

risk-taking propensity can influence impulsive purchasing 

behavior. Consumers who have high levels of impulsiveness 

tend to make impulsive purchases more frequently. 

Emotions such as happiness, excitement, and sadness can 

also influence impulsive purchasing behavior. Consumers 

who experience positive emotions are more likely to make 

impulsive purchases. 

Situational factors such as store atmosphere, promotions, 

and social norms can also influence impulsive purchasing 

behavior. Store atmosphere can create a sense of urgency or 

excitement, which can lead to impulsive purchasing 

behavior. Promotions such as discounts and limited-time 

offers can also create a sense of urgency and influence 

consumers to make impulsive purchases. Social norms such 

as peer pressure can also influence impulsive purchasing 

behavior. Consumers may make impulsive purchases to fit 

in with their social group or to avoid feeling left out. 

 

Women's purchasing habits in India 

Women's purchasing habits in India are influenced by 

various factors such as personal preferences, cultural norms, 

social status, and economic conditions. Women in India 

have diverse purchasing habits, and their buying decisions 

are often based on a combination of emotional and rational 

factors. 

In recent years, the rise of e-commerce platforms and the 

increasing availability of products and services have made it 

easier for women to shop online. This has led to a shift in 

the way women make purchasing decisions, with many 

opting for convenience and variety over traditional shopping 

methods. 

 

Factors Influencing Women's Purchasing Habits 

Personal Preferences: Women's purchasing habits are 

often influenced by their personal preferences, such as their 

taste in fashion, food, and lifestyle products. 

Cultural Norms: Cultural norms play a significant role in 

shaping women's purchasing habits in India. For example, 

women may choose to purchase traditional clothing for 

religious or cultural occasions. 

Social Status: Women's purchasing habits may also be 

influenced by their social status. Women from higher social 

classes may be more likely to purchase luxury goods, while 

those from lower classes may prioritize affordability. 

Economic Conditions: Economic conditions, such as 

inflation and unemployment, can also impact women's 

purchasing habits. During times of economic uncertainty, 

women may be more likely to prioritize basic necessities 

over luxury items. 
Overall, women's purchasing habits in India are complex 
and multifaceted. Understanding the factors that influence 
these habits is crucial for businesses looking to market their 
products effectively to women consumers. 
 

Research Methodology 
The study will use a mixed-methods approach, including 
both qualitative and quantitative research methods. The 
qualitative research will involve in-depth interviews with 
women consumers to gain insights into their purchasing 
habits and the factors that influence their impulsive buying 
behavior. The quantitative research will involve a survey of 
women consumers to gather data on their impulsive buying 
behavior and purchasing habits. 
By achieving these research objectives, this study will 
contribute to the existing literature on impulsive buying 
behavior and provide valuable insights for marketers to 
effectively target and influence women consumers in India. 

 

Data on women's impulsive purchasing in India 

Data Collection 
The data on women's impulsive purchasing in India was 
collected through a survey conducted by the researchers. 
The survey was distributed among a sample of 80 women 
consumers from different regions of India. The sample was 
selected based on the age group of 18-45 years, and the 
respondents were selected randomly from different socio-
economic backgrounds. 
The survey questionnaire was designed to collect 
information on various aspects of women's impulsive 
purchasing behavior, including the frequency of impulsive 
purchases, the factors that influence impulsive purchases, 
the types of products that are most commonly purchased 
impulsively, and the amount of money spent on impulsive 
purchases. 
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Findings 
The data collected from the survey was analyzed. The 
results of the analysis revealed that a significant number of 
women in India indulge in impulsive purchasing behavior. 
The analysis showed that the majority of women 
respondents (Around 70%) reported making impulsive 
purchases at least once a month. The factors that most 
influenced impulsive purchases were found to be attractive 
offers and discounts (Reported by 80% of respondents), 
followed by emotional triggers like mood swings (Reported 
by 60% of respondents). 
The most commonly purchased products impulsively by 
women in India were found to be clothing and accessories 
(Reported by 45% of respondents), followed by cosmetics 
and personal care products (Reported by 30% of 
respondents). The analysis also revealed that women 
consumers in India spent an average of Rs. 500-1000/- per 
month on impulsive purchases. 
Overall, the data on women's impulsive purchasing in India 
highlights the need for marketers to understand the factors 
that influence impulsive purchasing behavior among women 
consumers and to design effective marketing strategies to 
tap into this segment of the market. 

 

Conclusion 
The study on Impulsive Purchasing Patterns among Women 
Consumers in India revealed some interesting facts. 
Majority of women in India make impulsive purchases, with 
65% of women admitting to buying items they did not plan 
for.  
Clothes and accessories are the most common items 
purchased impulsively by women in India, followed by 
cosmetics and beauty products. Social media platforms like 
Instagram and Facebook play a significant role in 
influencing women's impulsive purchases, with 45% of 
women admitting to buying items they saw on social media. 
Women aged 18-35 years are the most likely to make 
impulsive purchases, with 70% of women in this age group 
admitting to doing so. Women with higher education and 
income levels tend to make more impulsive purchases than 
those with lower education and income levels. 
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