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Abstract

Background. The rapid expansion of digital commerce ecosystems has significantly transformed
consumer purchasing behavior and intensified the prevalence of impulse buying in online shopping
environments. Existing studies have examined various antecedents of online impulse buying behavior,
including emotional arousal, shopping enjoyment, trust, social influence, hedonic value, and cognitive
factors. However, the current literature remains theoretically fragmented and predominantly variable-
centered, resulting in limited integrative understanding regarding how behavioral and psychological
drivers collectively shape consumer decision mechanisms in digitally mediated shopping contexts.
Aims. Accordingly, this study aims to develop a more integrative understanding of online impulse
buying behavior through a systematic literature review approach.

Methods. This study employed a Systematic Literature Review (SLR) method following a PRISMA -
oriented procedure. Literature retrieval was conducted in Scopus via Publish or Perish using the search
keywords (“impulse buying” OR “impulsive buying”) AND (“online shopping” OR “e-commerce” OR
“digital commerce”). The initial search identified 200 articles; 135 met the inclusion and eligibility
criteria and were included in the final review. The selected studies were analyzed using a thematic
synthesis approach to identify dominant theoretical perspectives, behavioral drivers, consumer
decision-making mechanisms, and emerging research gaps in the online impulse buying literature.
Result. The findings reveal that online impulse buying behavior should no longer be understood merely
as spontaneous purchasing behavior driven by emotional urgency. Instead, the reviewed literature
indicates that online impulse buying reflects a digitally mediated behavioral architecture that emerges
from the interaction among emotional stimulation, cognitive simplification, socially mediated
influence, and gratification-oriented shopping values. The review further demonstrates that the existing
literature remains fragmented and heavily focused on isolated antecedents, thereby limiting broader
conceptual understanding of the interactions among behavioral mechanisms underlying online impulse
buying.

Conclusion. This study contributes to the online consumer behavior literature by offering an integrative
synthesis of the behavioral and psychological mechanisms underlying online impulse buying.
Implementation. The review also advances a broader conceptual understanding of digitally mediated
consumer decision-making processes and highlights future research opportunities concerning emerging
digital commerce technologies and ethically responsible online shopping environments.

Keywords: online impulse buying; online shopping; consumer behavior; digital commerce; behavioral
drivers; consumer decision mechanisms; systematic literature review.
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Introduction

The rapid expansion of digitally mediated commerce has fundamentally reconfigured
contemporary consumer decision-making processes. The increasing integration of e-commerce
platforms, mobile shopping applications, social commerce ecosystems, and algorithm-driven
recommendation systems has transformed online shopping environments into highly
interactive consumption spaces characterized by immediacy, personalization, emotional
stimulation, and reduced deliberative evaluation. Within these digitally accelerated
environments, consumers are continuously exposed to persuasive cues that can intensify
spontaneous purchasing tendencies and reshape behavioral responses during shopping
activities. Consequently, impulse buying behavior has emerged as one of the most prominent
and strategically important phenomena in contemporary consumer behavior research, given its
substantial implications for both consumer welfare and digital business performance.
Traditionally, impulse buying has been conceptualized as spontaneous, immediate, and
emotionally driven purchasing behavior that occurs without extensive prior planning or rational
evaluation. However, the emergence of online shopping environments has substantially altered
the behavioral architecture underlying impulsive purchasing processes. Compared with
conventional retail contexts, online shopping environments offer frictionless transactions,
continuous accessibility, personalized product exposure, interactive social influence, and
emotionally stimulating digital experiences that can amplify consumers’ impulsive tendencies.
As a result, online impulse buying can no longer be adequately understood merely as an
unplanned purchase, but rather as a complex behavioral outcome shaped by the interaction
among psychological drivers, emotional responses, perceived value mechanisms, and digitally
facilitated consumer decision processes.

The growing academic interest in online impulse buying is reflected in the increasing
number of empirical studies examining diverse behavioral and psychological antecedents of
impulsive purchasing in digital shopping environments. Existing studies have investigated the
influence of hedonic shopping value, emotional arousal, trust, shopping enjoyment, perceived
usefulness, social influence, shopping well-being, self-control, and fear of missing out (FoMO)

on consumers’ impulsive purchasing tendencies. For example, prior studies have demonstrated
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that shopping values and emotional experiences significantly shape impulsive consumption
behavior in online shopping contexts (Nghia et al., 2023). Other studies have emphasized the
role of trust, shopping enjoyment, and platform-related experiences in stimulating repurchase
intention and impulse buying behavior within digital commerce platforms (Nghia et al., 2024).
Similarly, recent studies increasingly suggest that online shopping environments intensify
consumers’ emotional and cognitive susceptibility to impulsive purchasing through digitally
mediated interactions and psychologically persuasive consumption experiences.

Despite the growing body of literature, existing research on online impulse buying
remains theoretically fragmented and predominantly variable-centered. Most prior studies
focus on isolated antecedents or direct-effect relationships between specific variables and
impulse buying behavior, such as trust, hedonic motivation, emotional arousal, or social
influence. While these studies provide important empirical insights, they often examine
behavioral drivers in conceptual isolation, resulting in limited integrative understanding
regarding how multiple psychological and behavioral factors interact within broader consumer
decision-making mechanisms. Consequently, the literature still has limited explanatory power
in clarifying how behavioral drivers collectively shape impulse buying in online shopping
environments.

In addition, the theoretical development of online impulse buying research remains
highly dispersed across multiple disciplinary and conceptual perspectives. Existing studies
draw upon diverse theoretical frameworks, including Stimulus-Organism-Response (S-O-R)
theory, hedonic consumption theory, flow theory, consumer value theory, and behavioral
decision-making perspectives. However, these theoretical approaches are frequently applied
independently rather than systematically integrated to explain the psychological pathways
underlying online impulse buying behavior. This theoretical fragmentation has contributed to
the absence of a coherent conceptual understanding regarding how emotional, cognitive, social,
and value-based drivers interact within digitally mediated consumer decision processes.

Another important limitation concerns the evolving complexity of online shopping
environments themselves. Contemporary digital commerce ecosystems increasingly combine
algorithmic recommendations, social interaction features, live-streaming commerce,
personalized promotional systems, and frictionless transaction mechanisms, collectively
reshaping consumer purchasing behavior. Nevertheless, existing literature continues to
examine these dimensions separately, thereby limiting the field’s ability to explain the
interconnected behavioral mechanisms underlying online impulse buying. As a result, the
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current body of knowledge remains insufficiently integrated to explain how various behavioral
and psychological drivers converge to influence impulsive purchasing behavior within
increasingly complex online shopping environments.

In response to these conceptual and theoretical limitations, this study conducts a
systematic literature review to develop a more integrative understanding of impulse buying
behavior in online shopping contexts. Specifically, this review synthesizes existing knowledge
on the conceptualization of online impulse buying, identifies the dominant behavioral and
psychological drivers of impulsive purchasing, and explains how these drivers shape consumer
decision-making mechanisms in digitally mediated shopping environments. By integrating
fragmented findings from diverse theoretical and empirical perspectives, this study seeks to
advance a more coherent conceptual understanding of the behavioral architecture underlying
online impulse buying.

Accordingly, this study addresses the following research questions:
e RQI1: How has impulse buying behavior in online shopping been conceptualized and
theorized in existing literature?
e RQ2: What behavioral and psychological drivers shape consumer decision
mechanisms underlying impulse buying behavior in online shopping?
e RQ3: What major research gaps and future directions emerge from the existing
literature on online impulse buying behavior?

This study contributes to the literature in several important ways. First, this review
advances the current literature by moving beyond fragmented, predominantly variable-centered
perspectives toward a more integrative synthesis of behavioral drivers and consumer decision
mechanisms that underlie online impulse buying behavior. Second, this study contributes to
the theoretical development of online consumer behavior research by consolidating dispersed
conceptual perspectives into a more coherent explanatory framework regarding impulsive
purchasing processes in digital commerce environments. Third, this review provides a deeper
conceptual understanding of the psychological and behavioral pathways through which online
shopping environments shape impulsive consumer behavior. Finally, this study proposes future
research directions that may advance more theoretically integrated and mechanism-oriented

research on online impulse buying behavior.
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METHODS
Research Design

This study employed a Systematic Literature Review (SLR) approach to synthesize and
critically evaluate existing literature on impulse buying behavior in online shopping
environments. The SLR method was selected because it enables a structured, transparent, and
replicable process for identifying, screening, evaluating, and synthesizing relevant academic
studies within a specific research domain. In contrast to traditional narrative reviews, a
systematic literature review allows researchers to develop a more rigorous and integrative
understanding of fragmented research findings and theoretical perspectives.

The present review examines how behavioral and psychological drivers shape the
consumer decision mechanisms underlying impulse buying in online shopping contexts.
Accordingly, this study adopts a synthesis-oriented review approach aimed not only at
identifying dominant research themes but also at developing a more coherent conceptual
understanding of the behavioral architecture underlying online impulse buying behavior. To
ensure methodological rigor and transparency, this study followed a PRISMA-oriented review
procedure comprising article identification, screening, eligibility assessment, and final

inclusion.

Search Strategy

The literature search was conducted in Scopus, widely recognized as one of the most
comprehensive and reputable academic databases for high-quality scholarly publications.
Article retrieval was performed using Publish or Perish as the search interface to facilitate
systematic data collection from Scopus-indexed publications. The search process was

conducted on May 5, 2026, at 17:18 WIB using the following search string:

("impulse buying" OR "impulsive buying")
AND
("online shopping" OR "e-commerce" OR "digital commerce")

The search keywords were intentionally constructed to capture studies focusing on
impulse buying behavior within digitally mediated shopping environments, including online
shopping and e-commerce contexts. The use of alternative keyword combinations was intended
to improve search comprehensiveness and minimize the possibility of overlooking relevant

studies.
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The initial search identified 200 articles from the Scopus database. However, only 145 articles

were successfully retrieved and downloaded for further screening and evaluation.

Inclusion and Exclusion Criteria
To ensure the relevance and quality of the reviewed literature, this study applied several
inclusion and exclusion criteria during the screening process.
Inclusion Criteria
The included studies met the following criteria:
1. The article explicitly discussed impulse buying or impulsive buying behavior.
2. The study was conducted within online shopping, e-commerce, or digital commerce
contexts.
3. The study examined impulse buying from a consumer behavior perspective.
4. The article was published in a peer-reviewed academic journal indexed in Scopus.
5. The article provided empirical, theoretical, or conceptual insights relevant to online

impulse buying behavior.

Exclusion Criteria
Articles were excluded if they:
1. Did not explicitly discuss impulse buying behavior.
2. Focused primarily on technological systems or platform engineering without
substantial discussion of consumer behavior aspects.
3. Were irrelevant to online shopping or digital commerce contexts.
4. Were duplicate records.
5. Did not provide sufficient conceptual or empirical relevance to the objectives of this

review.

Article Screening and Selection Process

The article screening process was conducted in several stages to ensure the relevance
and consistency of the selected literature.
First, the initial search identified 200 records from the Scopus database. Of these records, 145
articles were successfully downloaded and subjected to further screening. Next, duplicate

checking was conducted, resulting in the removal of one duplicate article.
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Subsequently, title, abstract, and content screening were performed based on the predefined
inclusion and exclusion criteria. During this process, nine articles were excluded because they
did not explicitly discuss impulse buying behavior in online shopping contexts or were not
sufficiently aligned with consumer behavior perspectives.

Following the screening and eligibility assessment process, a final total of 135 articles were
included in the systematic literature review.

The overall screening and selection procedure was organized following a PRISMA -oriented
framework to enhance methodological transparency and replicability.

The PRISMA diagram (Haddaway, N. R., et al., 2022) is presented in the following figure:

Identification of new studies via databases and registers

c Records removed before sereening:
2 Records identified from: Duplicate records (n=1)
é Databases (n = 200) # Records marked as ineligible by automation
£ Registers (n = 200) tools (n=0)
ﬁ Records removed for other reasons (n=0)
y
Records screened Records excluded
(n = 199) =0
2 4
= Reports sought for retrieval Reports not retrieved
o (n = 199) b (n =55)
a
/
Reports assessed for eligibility Reports excluded:
(n=144) = Does not match the keyword (n = 9)

MNew studies included in review
(n = 135)

Reports of new included studies
(n = 135)

Included

Figure. 1: The PRISMA diagram

Data Extraction Procedure

A structured data extraction process was employed to systematically collect relevant
information from the selected studies. The extraction process aimed to facilitate thematic
synthesis and conceptual integration across the reviewed literature.
Several categories of information were extracted from each article, including: article title,
author(s), publication year, country of study, research objectives, research gaps, research

questions, theoretical frameworks, population and sample characteristics, research design,
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research type, data collection techniques, data analysis methods, key findings, future research
suggestions, behavioral phenomena investigated, and types of outcomes examined.

The extraction process enabled the identification of recurring themes, dominant
behavioral drivers, theoretical approaches, and consumer decision mechanisms underlying

impulse buying behavior in online shopping environments.

Data Analysis and Synthesis

This study employed a thematic synthesis approach to analyze and integrate findings
from the selected articles. Thematic synthesis was considered appropriate because the existing
literature on online impulse buying behavior remains theoretically dispersed and
methodologically heterogeneous. The analysis process involved several stages. First, the
reviewed studies were systematically categorized by conceptual focus, theoretical orientation,
and dominant behavioral variables. Second, recurring behavioral and psychological drivers of
online impulse buying were identified and grouped into broader thematic categories. Third, the
review synthesized the consumer decision mechanisms underlying impulsive purchasing
behavior by examining patterns of interaction among emotional, cognitive, social, and value-
based drivers.

Rather than merely summarizing individual studies, this synthesis-oriented approach
aimed to develop a more integrative understanding of how behavioral and psychological
drivers collectively shape online impulse buying behavior within digitally mediated shopping

environments.

DISCUSSION
Conceptualization and Theoretical Perspectives of Online Impulse Buying

The reviewed literature demonstrates that online impulse buying behavior has
increasingly been conceptualized as a multidimensional consumer decision process shaped by
emotional, cognitive, and socially mediated interactions within digital shopping environments.
Rather than being understood merely as spontaneous purchasing behavior, recent studies
increasingly position online impulse buying as a behavioral outcome that emerges from the
interaction among technological stimuli, psychological responses, and digitally facilitated
consumption experiences (Nghia et al., 2021; Lin et al., 2023; Tan et al., 2024).

Across the reviewed studies, the Stimulus—Organism—Response (S-O-R) framework
appears as one of the most dominant theoretical perspectives used to explain online impulse
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buying behavior. In particular, digital environmental stimuli such as live-streaming
interactivity, website convenience, visual appeal, promotional cues, and playfulness are often
conceptualized as external triggers that shape consumers’ emotional states and impulsive
purchasing tendencies (Lin et al., 2023). Several studies further integrate hedonic shopping
value perspectives to explain how emotional gratification, shopping enjoyment, and
experiential pleasure intensify consumers’ impulsive purchasing behavior in online
environments (Nghia et al., 2021; Tan et al., 2024).

The findings also reveal increasing theoretical diversification in online impulse buying
research. In addition to S-O-R theory, several reviewed studies employ self-control theory,
trust theory, shopping value perspectives, and digital behavioral frameworks to explain how
online environments alter consumers’ decision-making processes (Yang et al., 2021; Tan et al.,
2024). Nevertheless, despite this theoretical diversity, the literature remains conceptually
fragmented because most studies continue to examine impulse buying antecedents
independently rather than developing integrative explanations concerning how emotional,
cognitive, social, and value-based mechanisms dynamically interact within online shopping
contexts. Consequently, the reviewed literature still demonstrates limited theoretical
integration with the broader behavioral architecture underlying online impulse buying. We

present a summary of the description above in Table 1 on the attachment page.

Behavioral and Psychological Drivers of Online Impulse Buying

The reviewed studies consistently indicate that online impulse buying behavior is
shaped by the interaction of multiple behavioral and psychological drivers operating
simultaneously within digital commerce environments. The synthesis reveals four dominant

categories of drivers: emotional, cognitive, social, and value-based.

Emotional Drivers

Emotional drivers emerged as one of the most dominant antecedents of online impulse
buying behavior across the reviewed literature. Several studies emphasized that online
shopping environments intensify emotional arousal through immersive interfaces, live-
streaming interaction, entertainment value, and pleasurable shopping experiences (Lin et al.,
2023; Tan et al., 2024). Perceived enjoyment, excitement, playfulness, and emotional
gratification consistently emerge as important mechanisms that stimulate impulsive purchasing
tendencies. For example, Lin et al. (2023) found that environmental factors on live-streaming
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shopping platforms positively influenced perceived enjoyment, which in turn increased
consumers’ impulse-buying intentions. Similarly, Nghia et al. (2021) demonstrated that
hedonic shopping value significantly strengthened online impulse buying behavior and
contributed positively to shopping well-being. These findings suggest that emotionally
stimulating digital shopping environments reduce consumers’ evaluative resistance and

strengthen affective purchasing motivation.

Cognitive Drivers

The reviewed literature further demonstrates the importance of cognitive mechanisms
in facilitating online impulse buying behavior. Several studies identify trust formation,
perceived convenience, ease of transaction, and reduced cognitive effort as important drivers
influencing impulsive purchasing decisions in online environments (Tan et al., 2024; Yang et
al., 2021). Online shopping platforms increasingly simplify consumer decision-making
processes through frictionless purchasing systems, personalized recommendations, and
digitally optimized interfaces. Such conditions reduce consumers’ deliberative cognitive
processes and accelerate transactional immediacy. Yang et al. (2021), for instance, found that
self-control limitations and psychological perceptions related to online credit systems
significantly contributed to impulsive buying behavior in digital financial platforms. Similarly,
Tan et al. (2024) reported that trust and shopping value positively influenced impulsive buying
tendencies and strengthened consumers’ online shopping experiences. These findings indicate
that online impulse buying behavior is not solely driven by emotional stimulation, but also by

cognitively simplified digital shopping systems that reduce consumers’ purchasing resistance.

Social Drivers

The synthesis additionally reveals the growing importance of socially mediated
consumption mechanisms in shaping online impulse buying behavior. The integration of social
interaction features into digital commerce ecosystems has transformed online shopping into a
socially embedded consumption activity characterized by interaction, digital validation, and
social influence. Several reviewed studies highlight the role of live-streaming interaction,
interpersonal influence, online engagement, and digitally mediated social experiences in
stimulating impulsive purchasing tendencies (Lin et al., 2023; Yang et al., 2021). In live-
streaming shopping environments, interactivity and entertainment elements strengthen
consumers’ emotional engagement and increase impulsive purchase intention (Lin et al., 2023).
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Meanwhile, Yang et al. (2021) found that interpersonal and social influences significantly
contributed to impulsive purchasing behavior within online financial consumption platforms.
These findings suggest that social influence mechanisms strengthen both emotional and
cognitive drivers simultaneously, thereby intensifying consumers’ impulsive purchasing

tendencies in online shopping environments.

Value-Based Drivers

Another major theme identified across the reviewed studies concerns value-oriented
consumption motivations, particularly hedonic and utilitarian shopping values. Several studies
consistently demonstrate that hedonic value functions as one of the strongest predictors of
online impulse buying behavior (Nghia et al., 2021; Tan et al., 2024). Consumers who perceive
online shopping as emotionally rewarding, entertaining, and experientially enjoyable are more
likely to engage in spontaneous purchasing behavior. Nghia et al. (2021) found that both
hedonic and utilitarian shopping values positively influenced online impulse buying behavior,
although the effect of hedonic value appeared substantially stronger within online shopping
contexts. Similarly, Tan et al. (2024) demonstrated that emotional and hedonic motivations
significantly stimulated impulsive purchasing tendencies and shopping satisfaction.
Collectively, the findings demonstrate that online impulse buying behavior emerges from the
dynamic interaction among emotional stimulation, cognitive simplification, socially mediated
influence, and gratification-oriented shopping values within digitally mediated shopping

environments. We present a summary of the description above in Table 2 on the attachment

page

Consumer Decision Mechanisms Underlying Online Impulse Buying

Beyond identifying individual antecedents, the reviewed literature reveals several
interconnected consumer decision mechanisms underlying online impulse buying behavior.
The findings suggest that digitally mediated shopping environments influence impulsive
purchasing behavior by simultaneously intensifying emotional responsiveness, reducing
cognitive resistance, accelerating transactional immediacy, and reinforcing affective
consumption motivations. One of the most dominant mechanisms identified across the
reviewed studies is emotional stimulation through digitally immersive shopping experiences.
Live-streaming commerce environments, interactive digital platforms, and visually engaging

shopping interfaces continuously generate emotional arousal capable of increasing consumers’
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impulsive purchasing tendencies (Lin et al., 2023). Emotional enjoyment and playfulness
subsequently encourage consumers to prioritize immediate affective gratification over rational
evaluation processes. Another important mechanism concerns cognitive simplification. Online
shopping systems increasingly reduce consumers’ evaluative effort through seamless payment
systems, personalized recommendations, and simplified transaction procedures (Yang et al.,
2021; Tan et al., 2024). Such mechanisms accelerate purchase decisions and weaken
deliberative control over purchasing, thereby increasing impulsive buying behavior.

The reviewed studies further demonstrate that social validation mechanisms intensify
online purchasing spontaneity. Interactive shopping environments expose consumers to
interpersonal influence, online engagement, and socially reinforced purchase motivation,
which can strengthen emotional urgency and purchase confidence (Lin et al., 2023; Yang et
al., 2021). Importantly, the reviewed literature suggests that online impulse buying behavior
cannot be adequately explained through isolated variables alone. Instead, impulsive purchasing
behavior emerges from the convergence of emotional stimulation, reduced cognitive
deliberation, socially reinforced consumption motivation, and gratification-oriented shopping
experiences that operate simultaneously within digital commerce ecosystems. These findings
collectively indicate that online impulse buying behavior reflects a broader digitally mediated
behavioral architecture in which emotional, cognitive, social, and value-based mechanisms
dynamically interact to shape consumer purchasing decisions. We present a summary of the

description above in Table 3 on the attachment page.

Research Gaps and Future Research Directions

The reviewed literature reveals several important conceptual and methodological
limitations in existing online impulse-buying research. First, most reviewed studies remain
fragmented and predominantly variable-centered, focusing primarily on direct-effect
relationships among isolated antecedents rather than developing integrative explanations
regarding consumer decision mechanisms (Nghia et al., 2021; Yang et al., 2021; Tan et al.,
2024).
Second, the literature remains heavily dominated by cross-sectional quantitative approaches
that employ survey-based methods and Structural Equation Modeling (SEM). Consequently,
there is limited understanding of the dynamic, evolving nature of online impulse buying

behavior in rapidly changing digital commerce environments.
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Third, although several studies employ diverse theoretical perspectives—including S-O-R
theory, shopping value theory, trust theory, and self-control perspectives—these theories are
generally applied independently rather than synthesized into broader conceptual frameworks
capable of explaining digitally mediated consumer decision mechanisms (Lin et al., 2023; Tan
et al., 2024).

Finally, relatively little attention has been devoted to emerging digital commerce ecosystems,
including Al-driven personalization systems, immersive shopping technologies, and evolving
social commerce environments. Existing studies continue to focus predominantly on traditional
online shopping platforms and survey-based behavioral prediction models.

Based on these findings, future research should move toward more integrative and mechanism-
oriented approaches that explain how emotional, cognitive, social, and value-based drivers
dynamically interact within increasingly sophisticated digital commerce ecosystems.

We present a summary of the description above in Table 4 on the attachment page.

Reinterpreting Online Impulse Buying as a Digitally Mediated Behavioral Architecture

The findings of this review suggest that online impulse buying behavior should no
longer be understood merely as a spontaneous purchasing act driven solely by emotional
arousal. Instead, the reviewed literature indicates that impulse buying in online shopping
environments reflects a broader digitally mediated behavioral architecture shaped by the
interaction between emotional stimulation, cognitive simplification, socially embedded
influence, and gratification-oriented consumption processes. This reinterpretation is important
because most existing studies continue to approach online impulse buying through fragmented,
variable-centered perspectives that focus primarily on isolated antecedents rather than
interconnected behavioral mechanisms (Nghia et al., 2021; Yang et al., 2021; Tan et al., 2024).
The reviewed studies consistently demonstrate that online shopping environments actively
create behavioral conditions that intensify consumers’ impulsive purchasing tendencies.
Digital commerce platforms increasingly integrate emotionally immersive interfaces,
personalized recommendation systems, seamless transaction technologies, and socially
interactive shopping features that continuously shape consumers’ psychological responses
during shopping activities (Lin et al., 2023). Consequently, online impulse buying behavior
cannot be adequately explained solely as an internally generated impulse but rather as a
behavioral outcome arising from consumers’ interactions with technologically engineered

shopping environments.
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This interpretation extends prior conceptualizations of impulse buying that
predominantly emphasized spontaneity and emotional urgency. The findings of this review
indicate that digital commerce ecosystems systematically reduce consumers’ evaluative
resistance while simultaneously increasing emotional engagement and socially reinforced
purchasing motivation. In this context, online shopping environments function not merely as
transactional platforms but as digitally mediated behavioral systems designed to continuously
and dynamically influence consumer decision-making. Accordingly, this review proposes
conceptualizing online impulse buying behavior as a multidimensional consumer decision-
making mechanism embedded within technologically facilitated consumption environments.
This perspective contributes to the literature by shifting analytical attention from isolated
predictors to integrated behavioral architectures that explain how emotional, cognitive, social,

and value-based mechanisms operate simultaneously in digital shopping contexts.

The Interplay Between Emotional, Cognitive, Social, and Value-Based Drivers

One of the most significant insights emerging from this review concerns the
interconnected nature of the behavioral and psychological drivers of online impulse buying.
The reviewed studies demonstrate that impulsive purchasing decisions rarely emerge through
single-factor explanations. Instead, online impulse buying behavior reflects the convergence of
mutually reinforcing mechanisms operating simultaneously within digital commerce
environments. Emotional drivers appear to serve as the primary activation mechanism in online
impulse buying. Emotional arousal, shopping enjoyment, entertainment value, and experiential
pleasure consistently increase consumers’ impulsive purchasing tendencies by strengthening
affective engagement and reducing rational resistance during shopping activities (Lin et al.,
2023; Nghia et al., 2021). However, the findings further suggest that emotional stimulation
alone is insufficient to explain the complexity of impulsive purchasing behavior in digital
commerce settings. The reviewed literature indicates that cognitive simplification mechanisms
embedded within online shopping systems substantially intensify impulsive purchasing
tendencies. Personalized recommendations, frictionless payment systems, simplified
transaction procedures, and digitally optimized shopping interfaces reduce consumers’
evaluative effort and accelerate purchasing immediacy (Tan et al., 2024; Yang et al., 2021). As
a result, digital shopping environments not only stimulate emotional responses but also

structurally weaken consumers’ deliberative control over purchasing.
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At the same time, socially mediated influence mechanisms further strengthen emotional and
cognitive processes. Interactive online shopping environments expose consumers to
interpersonal influence, digital engagement, social validation, and socially reinforced purchase
motivation, which can intensify emotional urgency and impulsive purchase intention (Lin et
al., 2023; Yang et al., 2021). In particular, live-streaming commerce environments illustrate
how social interaction features increasingly transform online shopping into a socially
embedded consumption experience rather than an individual purchasing activity.

The findings additionally reveal the importance of value-based consumption
motivations in shaping online impulse buying behavior. Consumers who perceive online
shopping as pleasurable, entertaining, and emotionally rewarding tend to exhibit stronger
impulsive purchasing tendencies (Nghia et al., 2021; Tan et al., 2024). Hedonic shopping value,
therefore, functions not only as an emotional outcome but also as a reinforcing mechanism that
strengthens gratification-oriented purchasing behavior within digital commerce environments.
Collectively, these findings suggest that online impulse buying behavior should be interpreted
as an interactional behavioral system rather than a simple stimulus-response process.
Emotional stimulation, cognitive simplification, social validation, and hedonic value
dynamically interact to shape consumers’ impulsive purchasing decisions within digitally

mediated shopping ecosystems.

Theoretical Contributions

This review contributes to the online consumer behavior literature in several important
ways. First, the study advances existing impulse-buying research by offering an integrative
synthesis of the behavioral and psychological mechanisms underlying online impulse buying.
While prior studies predominantly examined isolated variables, this review demonstrates that
online impulse buying behavior emerges from the interaction among emotional, cognitive,
social, and value-based mechanisms operating simultaneously within digital shopping
environments.
Second, this review extends the application of digital consumer behavior perspectives by
emphasizing the role of technology-mediated shopping systems in shaping consumer decision-
making. Existing literature frequently conceptualizes online shopping environments as external
stimuli influencing consumer behavior. However, the findings of this review suggest that

digital commerce platforms increasingly serve as behavioral infrastructures that continuously
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structure consumers’ emotional engagement, cognitive processing, and socially mediated
purchasing motivations.

Third, this review contributes theoretically by proposing a behavioral architecture perspective
on online impulse buying. This perspective suggests that impulsive purchasing behavior in
online environments reflects not merely individual impulsivity, but also technologically
facilitated behavioral conditioning processes embedded within digital commerce ecosystems.
Such an interpretation provides a broader conceptual explanation regarding why online
shopping environments increasingly intensify consumers’ impulsive purchasing tendencies.
Finally, this review contributes methodologically by demonstrating the value of synthesis-
oriented approaches for understanding complex phenomena in consumer behavior. Rather than
focusing exclusively on direct-effect statistical relationships among variables, this review
highlights the importance of conceptual integration for developing broader theoretical

explanations concerning online consumer decision-making behavior.

Practical Implications for Digital Commerce Environments

The findings of this review also generate several important practical implications for
digital commerce practitioners and platform developers. Since emotional stimulation
significantly influences impulsive purchasing behavior, online retailers increasingly rely on
visually immersive interfaces, entertainment-oriented shopping environments, and emotionally
engaging digital experiences to strengthen consumers’ purchasing motivation. The findings
further indicate that cognitively simplified shopping systems substantially increase impulsive
purchasing tendencies. Personalized recommendations, frictionless transaction procedures, and
seamless purchasing systems reduce consumers’ deliberative resistance and accelerate
purchasing immediacy. Consequently, businesses operating in digital commerce environments
increasingly compete not only on product quality and pricing strategies but also on their ability
to design psychologically persuasive shopping environments. At the same time, the growing
importance of socially mediated influence mechanisms suggests that social commerce
strategies have become increasingly central within digital marketing ecosystems. Live-
streaming commerce, influencer marketing, peer recommendations, and interactive shopping
platforms strengthen emotional engagement and socially reinforced purchasing behavior.
Online shopping, therefore, increasingly operates as a socially embedded digital consumption

experience rather than a purely individual transactional activity.
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However, the findings also raise important ethical concerns regarding consumer vulnerability
and digitally mediated behavioral manipulation. The increasing sophistication of
personalization technologies and emotionally persuasive shopping systems may intensify
compulsive purchasing tendencies and reduce consumers’ self-regulatory control.
Consequently, digital commerce businesses must increasingly balance commercial objectives

with responsible platform governance and consumer well-being considerations.

Limitations

This study should be interpreted in light of several limitations. First, the review was
restricted to articles indexed in the Scopus database. Although Scopus is widely recognized as
one of the most comprehensive academic databases, this criterion may have excluded relevant
studies indexed in other databases such as Web of Science, Google Scholar, or other specialized
repositories. Second, the literature search was limited to specific keyword combinations related
to impulse buying, online shopping, e-commerce, and digital commerce. While this strategy
ensured conceptual focus and screening consistency, it may have overlooked relevant studies
that employed alternative terminology, such as social commerce purchasing impulsivity, digital
spontaneous consumption, or platform-induced purchasing behavior. Third, the review
primarily synthesized empirical studies employing quantitative cross-sectional designs. As a
result, the integrative synthesis developed in this study remains influenced by the
methodological characteristics of the reviewed corpus, particularly the dominance of survey-
based explanatory models. Finally, the rapidly evolving nature of digital commerce
technologies—including artificial intelligence-driven personalization systems, immersive
virtual shopping environments, and emerging social commerce architectures—means that the
reviewed literature may not fully capture the most recent transformations shaping online
consumer impulse buying behavior. Despite these limitations, this review provides a robust
integrative synthesis that advances conceptual understanding of online impulse buying
behavior and offers a foundation for future mechanism-oriented research in digitally mediated

consumer behavior.

Future Research Directions

This review identifies several important directions for future research. First, future
studies should move beyond fragmented and variable-centered approaches toward more
integrative frameworks that explain the interactions among emotional, cognitive, social, and
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technological mechanisms underlying online impulse buying behavior. Second, the reviewed
literature remains heavily dominated by cross-sectional quantitative approaches. Future
research may therefore benefit from longitudinal, experimental, and mixed-methods designs
capable of capturing the dynamic, evolving nature of impulsive purchasing behavior within
rapidly changing digital commerce ecosystems. Third, emerging digital commerce
technologies such as artificial intelligence-driven personalization systems, immersive shopping
environments, virtual commerce platforms, and advanced social commerce ecosystems remain
underexplored in the existing online impulse buying literature. These technologies may
fundamentally reshape consumer decision-making and require new theoretical perspectives to
explain technologically augmented consumption behavior. Finally, future research should
increasingly examine the ethical and societal implications of digitally mediated impulse buying
behavior. The growing sophistication of behavioral personalization systems raises important
concerns regarding digital manipulation, compulsive purchasing tendencies, consumer
autonomy, and long-term consumer well-being. Consequently, future studies should explore
not only how online shopping environments stimulate impulsive purchasing behavior, but also

how responsible and sustainable digital commerce ecosystems can be developed.

CONCLUSION

This systematic literature review provides an integrative understanding of online
impulse buying behavior by synthesizing existing studies concerning the behavioral and
psychological mechanisms underlying impulsive purchasing decisions in digital shopping
environments. The findings demonstrate that online impulse buying behavior should no longer
be understood merely as a spontaneous or emotionally driven act of purchasing. Instead, the
reviewed literature indicates that impulsive purchasing behavior in online shopping contexts
reflects a digitally mediated behavioral architecture shaped by the interaction between
emotional stimulation, cognitive simplification, socially reinforced influence, and
gratification-oriented consumption motivations.

The review further reveals that the existing online impulse-buying literature remains
fragmented and predominantly variable-centered. Most prior studies have focused on isolated
antecedents and direct-effect relationships, resulting in limited conceptual understanding
regarding how multiple behavioral mechanisms dynamically interact within digital commerce

ecosystems. By synthesizing emotional, cognitive, social, and value-based drivers into a
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broader conceptual perspective, this study contributes to the literature by offering a more
integrative explanation of online consumer decision-making processes.

Theoretically, this review extends existing online consumer behavior literature by
emphasizing the role of technologically mediated shopping systems in shaping impulsive
purchasing behavior. Digital commerce environments increasingly function not merely as
transactional platforms, but as behavioral infrastructures capable of continuously influencing
consumers’ emotional engagement, cognitive evaluation, and socially embedded purchasing
motivations. Consequently, online impulse buying behavior should be interpreted as an
interactional, technology-facilitated consumer phenomenon rather than solely as individual
impulsivity.

Practically, the findings suggest that digital commerce businesses increasingly rely on
emotionally immersive interfaces, cognitively simplified transaction systems, and socially
interactive shopping environments to stimulate impulsive purchasing behavior. While such
strategies may strengthen consumer engagement and commercial effectiveness, they also raise
important ethical concerns regarding consumer vulnerability, behavioral manipulation, and
responsible governance of digital platforms.

Finally, this review highlights several important opportunities for future research.
Future studies should move beyond fragmented, isolated, variable-based approaches toward
more integrative frameworks that explain interactions among emotional, cognitive, social, and
technological mechanisms within evolving digital commerce ecosystems. Further research may
also benefit from exploring emerging technologies such as artificial intelligence
personalization systems, immersive shopping environments, and advanced social commerce

platforms that increasingly shape contemporary online consumer behavior.
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