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.d in a new era of retail, one where physical stores share space witl, the
, hrls u
a

P e media plat‘fmms. For consumers, this t.ranslntcs o an ever-present
fdigitﬂ ‘i"slcs of Sobombardmcm of c.urath pl‘Odl.lCt plac.cmcnts, ll.lﬂllf:l](fcr endorsements, and
e ° constant sly designed to trigger impulsive buying behavior, This study dives intq this
.‘pr;mlg‘:‘ ﬂlmcugillls‘:c;mg the influence of social media platforms on the purchasing decisions of
R atm, d19 N

ot Hi-Li all, a prominent shopping destination i :
ag 0 Hypermarket, Hi-Lite M I pping destination in Kozhikode,

;.mgﬂ n NCSt

nﬁ""ﬁ ]
he study will employ a mixed-l_uetho_d app.roach: o

\1010‘;@“% ovt A self-administered questionnaire will be distributed to customers at both

W afive SUFYEYS:

_ gsesSInS 1 usage habits.
™ qocial n}ﬁﬁ‘i{a }7:(:)3‘5?]2:118“ eg buying prompted by social media content.

gusceptibl 12 on the specific context of Nesto Hypermarket and Hi-Lite Mall in Kozhikode,
a fOmsmanuzmced and insightful understanding of the complex interplay between social
qises 10 Offer;ore atmosphere, and impulsive buying behavior in the Indian retail landscape.
':dﬂa‘-;fggn;ocial Media Platforms, Impulsive Buying Behavior, Impact Assessment, Nest
ey :

permarket, Kozhikode District)

B studys

Tr:gucqtclf:llmg through your social media feed, mesmerized by an influencer's glowing review of a
~:ad<:et Suddenly, you find yourself checking stock levels at Nesto Hypermarket, fingers hovering
werthe "2dd to cart” button. Or, browsing Pinterest's endless fashion boards, you spot a trendy outfit
isplaved in Hi-Lite Mall's latest campaign. Before you know it, an unplanned shopping spree beckons.
buday's digitally-driven world, social media platforms hold immense power over our purchasing
xisions. Gone are the days of impulse buys limited to aisles brimming with tempting products. Now,
tsingle scroll through curated feeds, targeted ads, and persuasive influencer endorsements can ignite
huying spree before we even realize it.

T‘m:f““dy del_ves int_o this captivating realm, specifically focusing on the impact of social media
11’\; Zgﬂns on impulsive buying behavior among customers of two popular retail destinations in
“ikode, Kerala: Nesto Hypermarket and Hi-Lite Mall. With their distinct target audiences and

Sﬂﬂp ing e ] N . . . 8
mﬁq iy df(D_enences, these locations offer a unique lens through which to examine the diverse ways
¢dia influenceg impulsive purchases.

¢ Study i
vy st on four key pillars:

Ing the dominant social media platforms used by customers of Nesto Hypermarket and

. AI‘ 1 . _— . .

b & If‘Stagram $ visually enticing posts or Facebook's targeted ads more likely to trigger
_ eciph :és n these two settings?
Tin : . . . ; . .
lhi,gm Customer %elhe types of S_Oclal media content that most effectively influence impulsive buying
, e Oumoc%:?lents. Do influencer partnerships, user reviews, or captivating product demos
iy UMaveling oS PUYing sprees?

Pulgjy, Ng the psych

| ‘“'atedlfff““ ases. Do o ological mechanisms at play when social media nudges us towards
| S

Vol les fye our MO (fear of missing out), emotional appeals, or the irresistible allure of
0, $Sug. | No J““Planned shopping sprees?
’ ~Vs Jany
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IMPACT OF SOC . .
impulsive buying behayjq, Ko,
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~FERENCE TO THE :
prr e nedia on

i . nact of social 1 .
° Contrasting the impact ol SOGISS At i| environments and target audie “tweg
H ket and Hi-Lite Mall. Do distinct retail € e ficits i "y
ermarket ¢ -L. 7 WO roa HOWETS i
o arc to social media’s persuasive p w

aim to paint a clearer picture of how sociy) meg

susceptible customers
fic context of Nesto Hypermarket apg i ?.‘Shﬂpe‘
Lite

By untangling these in. 1
impulsive buying decisions W
Kozhikode.

This study is not just
cmpowering consumers. -
we can navigate the digit
choices. So, buckle up, fcllowv
social media and 118 seductive In

rricate threads, we it
ithin the spcet

nding the tactics oi.'socia_l media platfo_rms and fetailey...

he psychologxcn] triggers woven into our onling Cs, i }

ape with greater awarcness and make " Derig

mbark on this journey 1nto the CaPtivm-m iy

ulsive buying behavior in the hegyy Ofl}];g o
0

about understa
s. By recognizing t
al shopping Jandsc
explorers, as We €
{luence on our 1Mp

Literaturc Review

The risc of social media has revolutionized how we interact, consume mformauon, il

purchasing decisions. One area where this impact is 1ncr§a51:;]gly§tltld1:d Is impulsive buyin ,\bccl]]] ‘
This review explores the current rescarcl} on the relz.itlons tg fe ween social lpedra and impa‘fl
buying, highlighting key findings, theoretical perspectives, an uture research directiong '
Positive Influences of Social Media: )
. Social comparison and influence: PlathT}“S like 'Instagram. and - Facebook
aspirational lifestyles and curated experiences, leading to sqmal comparison anq a desire ¢
others' perceived possessions and consumption patterns. This can trigger impulsive buying
perceived gaps in self-image or social standing (Djafarov? & Bowes, 2021; Han, 2023),
. FOMO (Fear of Missing Out): Social media algorithms .and targeted advertising cregge as
of urgency and scarcity around products and promotions, pu_shmg users towards impulsive pu,chen‘
to avoid missing out on trendy or limited-time deals (Pellegrino et al., 2022; Wu et al., 2020) i
. Emotional appeal and persuasive marketing: Social media influencers and brands lever
emotional triggers like excitement, nostalgia, and aspirational messages to connect with users aé
drive impulsive buying decisions based on feelings rather than rational considerations (Yi etal., 203
Negative Influences of Social Media:
° Reduced self-control and impulsivity: Studies suggest that excessive social media use can g
to decreased self-control and increased impulsiveness, making individuals more susceptible
impulsive buying behaviors triggered by social media cues (Johan et al., 2023).
) Information overload and decision fatigue: The constant influx of information and choict
presented on social media platforms can lead to decision fatigue, where individuals make impulsiv
purchases to simplify the decision-making process (Xiang et al., 2022).
° Social pressure and peer influence: Social media platforms often create a sense of communit
and belonging, where users feel pressure to conform to perceived trends and expectations set by thl
peers. This can lead to impulsive purchases to fit in or gain social validation (Zhao et al., 2023).
Theoretical Perspectives:
o Th? .Elaboration Likelihood Model (ELM): This model suggests that individuals engage_i‘
more cognitive processing when presented with high-effort information, while Jow-effort informad
(like social media posts) can lead to more impulsive and less deliberate decision-making (Petty’
Cacioppo, 1986).
;orms ::; g::c‘l‘g,e‘:jf 5 (l)ax:neld _B;haViOT (TPB): This f{ameworlf suggests that qttitu
i o,nems = control influence buymg intentions. Social media can influen
p » leading to increased impulsive buying behavior (Ajzen, 1991)

ShOWC
0 Cmy],
10 brig

des, subject®
ce all't

Future Research Directions:
;n . [l.o'nglgudl‘nal studies.,: More research is needed to examine the long-term effects of s
pulsive buying behavior and potential individual differences in susceptibility.

ocial med®
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-y 1nd €0 pitive 1.11cch.nn 3 lnndmg the neural g Cognitive
e f e behavior triggered by social media can provide deeper i E‘“L‘clmnismq
Net! pul ve b FINSIghts intg e
1 -85 T : ;
gt cess. . ategies: Developing effective strateo:
'Jcrl."nmqkl“g.' d mitigation stratcglcls Dd' 0]1 n;g, cffective Strategies 1o help users mak
i o ention ‘nc J decisions On social media platforms can help reduce (e negative i;n ¢ more
a g pact on

nd jor . .

. »havl ) ] ] .

ying bel .| media on impulsive buying bchavior is a complex phe

W ive o, of s0CH ding the mechani l i : plienomenon ith

e O quences: Understanding anisms and influencing factors that driye thi

e { eted € ?‘;qror mitigating its negative impacts and promoting mindful consumption in n:S
H{ac Tur . . ‘e ) ¢
o tclr « research should delve dICCpcrr;nto' thc' long-term implications, platform-specific

Jiav itu . cctliv 1 N I

e . .l differences to develop cticctive interventions and empower individuals to

<uasive realities of social media.

problem
| media platforms has fundamentally altered the way consumers interact with

sing decisions. This presents a significant challenge, as social media's
o5 and targeted advertising increasingly trigger impulsive buying behavior, potentially

asive mc“t've financial consequences and decreased consumer satisfaction.

feading 10 n.cgﬂlalr]y concerning in the context of Nesto Hypermarket and Hi-Lite Mall, two popular

This 9 pa.rtlacllilons | Kozhikode, Kerala. Their distinct target audiences and shopping environments

el des [nerabilities to the influence of social media, raising concerns about the potential for

unique vu : . .
FreatTSiVCqPUrCl]aseS and financial strain among their customers.
jmpu

specifically, the problem lies in: | | |
Lack of understanding: Limited knowledge exists regarding the specific types of social media

atforms most likely to trigger impulsive buying behavior among customers of Nesto

he
gfemeh f.t fsocia
S iferation ©
J make purcha

¢
‘

content and pl ns |
Hypermarket and Hi-Lite Mall.
»  Psychological manipulation: Social media platforms employ sophisticated algorithms and

urgeted advertising to exploit emotional vulnerabilities and social comparison, leading to impulsive
buying decisions that may not align with long-term financial goals.

+ Financial concerns: The increase in impulsive buying triggered by social media can lead to
financial problems, debt accumulation, and reduced savings for customers, particularly those with

limited financial resources.

' Retailer vulnerability: Retailers face a delicate balance between leveraging the power of social

mEdla_to attract customers and promote products while avoiding tactics that encourage impulsive and

E‘;ﬁg:‘a”Y detrimental spending habits.

& nsm:zgg:;?g the specific mechanisms at play, this rescarch will provide valuable insights to both

Usinesses (o rerta‘leTS, empowering mdw1dual§ to makf: informed purchasmg decisions anq enabling

;ﬁeCYively_ promote responsible consumerism while leveraging the power of social media
eref ; ;

. 0}1:1@(;\2115 OSt;léicy_ allms to address the following research question: . o

Nesto Hypermark 1a 'mf:dla plat‘forms influence impulsive buying behavior among customers 0

et, Hi-Lite Mall in Kozhikode, Kerala?

Objcq‘
The ri‘Ves of the study

ary object; ) _ .
"ihe Context ojt:e 1cqt Ive of the study is to assess the impact of social media on impulsive buying behavior
esto Hypermarket, Hi-Lite Mall, Kozhikode, Kerala.

Thig stu;lyw‘:fhhodolthy
Me : - . 7
in Kl(? Platf seg:lp.loy a mixed-method approach to comprehensively examine the impact of social
zhxkode, Kera]lamp ulsive buying behavior of the customers of Nesto Hypermarket, Hi-Lite Mall
Voi )
2
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IMPACT OF SOCIAL MEDIA PLATE ORSSERS OF NES

N 3 : 't' at1 ' l"r
REFERENCE TO THE €1 Jministered structured questionnaire wij) be i 0)31 e
. Survey questionnaire: A self-ac l1 ores. The qucslionnnirc will: d'slribg ”"0
IEpresEiive sample of 1S " 110:‘1.5 1cc1kl|.mti0n)- ‘th
® Assess demographics (age, gcml:l“.c(icq using validated scales.
: ve ane tend - * . .
Measure impulsive buymg ' <ed by participants.
: ;dCIllif\' 1hc]domin:mt social media pl:\lformsdl: i11ﬂ:c2::cr p:);ls .
° Emlm‘lc the types of social media content (ads, » user rcwews) "
L2 o A at ‘ :
impulse purchases. ) . o will be: used t i
. " Sl;mpling: A stratified random sampling tccl)nllqllmdir1 usage O ensure 4 fepre |
sample from cach store based on age, gender, and 50018 : rtic‘i nts \‘Ni“ X kscnlal:
. Sample size: A minimum sample 5|zc.0f 100 pa pant: ¢ targeteq for ”
idi ici istic: er for analysis. ach
viding sufficient statistical power for anatysis. - o ‘
providing s R bining quantitative and qualitative data collecy
This mixed-method approach, combining o merplay betwe cCtion gy
ensures a nuanced and insightful exploration of the comp 1" : rplay en socig] mediy) g
' : i : ns. r
buying, and the retail landscape in our chosen study locatio > My

Data Analyses

The study used 17 variables. All these variables were lpeasured ona ﬁv.e points likertg sc
indicate strongly disagree, 2 indicate disagree, 3 indicate neutral, 4 indicate g
strongly agree. In order to reduce number of variables into controllable form, th
exploratory factor analysis.

Table 1: KMO and Bartlett's Test

gree anq 5 i\m

ndj;
© researchey , do;;

—
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .839
Approx. Chi-Square W
Bartlett's Test of Sphericity df 136
Sig. 000 ]

Both the KMO value and Bartlett's test suggest that the data is well-suited for factor m
proceed \ynh the' analysis with confidence that the results will be reliable and meaningfuly KSMoouc
of 0.839 is considered excellent according to Kaiser's criteria, indicating that the sampli'ng adeq\fal

ua

is very good for conducting factor analysis. The sample size and i i
_ _ . the r
variables are suitable for this type of analysis. Flationships betwen]
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Extraction Method: Principal Component Analysis,
Table 2 provides information about the variance explained b

indicating that the components capture a
ility in the original data. This is a good sign for PCA as it suggests
effectively sy 1zi I '

on in the variables. The first component
the variance, followed by the second component at 26.741%, and so on. This
onent captures the largest amount of information in the data, followed by the
e first three components together expla

in 82.381% of the variance. This suggests
; onents might be sufficient for capturing most of the important information in the
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5 ynent Matrlx _(/ﬂ.ﬂl.m“——ﬂl—l\ _
Table 3 Rotated Cond V% — )l_—_—llslv — :
'I‘cmlcncic Im;!ing ) m
- o megli. f
s hehavior i""(::" 2
/’ Chen
058 123 ~ 035 e |8
Seeing an attracti 879 138 m i;,
Othet slcase oy - 876 179 =062 2
Wanting to treat ;. a‘m‘:‘slc‘llﬁm“ FICE— 152 007 o
Sl’h‘iﬂl \FCSMH'C[ nenads, 4 . q()[]]Clhing 243
s senwc of urgency O PIESStE™ lo buy: 857 -028
whenit'sona linited-fime offer. _—-—.843 015 140
Feeling bored o aressed 837 065 ~113
Temptation of limite: = it :
My cmotions. like cxcitement 0F boredom, often | 149 970 -.002
influence My yurchases. — — |
| sometimes regret buying 088 948 -.069 ?
impulsively. — |
1 frequently buy things 10 cheer mySC”UP or 196 941 000 ;
SIress. e == e ——
1 often buy things on impulse because ]sceatempling | 198 935 i _
offer. /—-—-—— = |l
1 find it difficult to resist buying something if LSO} 15 .885 022
sale, even if 1 don't need it. - — 1§
Limited-time deals and flash sales on social media | _gee -.066 093 i
platforms tempt me 1o make impulsive purchases. i
| often buy things I sc¢ advertised on social media, | _ 20 _006 -
even if 1 didn't need them beforehand. :
Socgl media influencers make me feel like 1 need _018 016 896 ,
certain products to be happy or successful. |
1 regret buying things | purchased impulsively
because of social media influence morc than | -.081 -.078 .846 |
unplanned purchases from other sources.
| sometimes experience a sense of urgency or pressure
to buy something after seeing it promoted on social | .088 .009 834
media.
Extraction Method: Principal Component Analysis.
RotallOI? Method: Varimax with Kaiser Normalization. [
a. Rotation converged in 4 iterations.

. : a 4—_'—_/
lTht:;) :Zfitc(:ll?:id!;l}%s for each item closely matched the intended measurement scales, indicating 2"
identified di:ﬁensizr::(::& le:e sw?]y conducted a confirmatory factor analysis to further vl
S sure thei i i :
%(:nﬁrmatur_v Factor Analysls r equivalence to the intended structure.
¢ prime reason 1o adopt CFA w
as . to
dhservedieet ofidata, [Fprovides CSlimattO n;f:asure the ability of a predefined factof mode
es for each parameter of the measurement model-

fit
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Fig I: Confirmatory Factor Analysis

Table 4: Model Fit Indices- Confirmatory Factor Analysis
CMIN/DF | CFl GFl TLI NFI RMSEA

§ | Obuined Values 2.271 934 929 |.927 [.921 |.027

E | (Recommended Range <3 >0.9 >09 [>09 [>09 <0.08 |
| Based on the collective values of these fit indices, it can be concluded that the model demonstrates a

f:;‘:sleo 1\’er good fit to the .data. This suggests that the hypothesized factor structure is a plausible

1 iy d“(::mn of tln? un.derlymg relationships among the observed variables.

1, n of the indices:

| 8 1heCIr\:cIN/DF (Chi-Square/Degrees of Freedom): The obtained value of 2.271 is slightly higher

| 0 il'sommc:ndc'd value of less than 3. This suggests a somewhat closer model-data fit than

E | ORI (2}01 con51de.red a severe misfit. :

£ niNg (Norompar:'mvc Fit Index), GFI (Goodness of Fit Index), TLI (Tucker-Lewis Index),

¥ Vindicayy ;ned Fit Index): All of these indices fall within the recommended range of above

| SR SEAg;Od overall fit between the model and the data.
0w the ey (Root Mean Square Error of Approximation):

mmended cutoff of 0.08, suggesting a good app

Variable

The obtained value of 0.027 is well
roximation of the model to the

&0‘ ]sSu
e-1,
No.50, January - June: 2024 :: ISSN: 2347-4777 (UGC CARE Journal)

Popylar:
Impa?"z}l Covariance matrix
1 soci : e
e:uevl a eth:‘ilnlf\‘hdla on impulsive buying behavior
g mo elin ulenCel of social media on impulsive buying behavior, the study employed structural
| | ere is “gis 1n this framework, the researchers fixed the following hypotheses.
gnificant influence of social media on impulsive buying behavior
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Fig 2: Impact of social Media on impulsive buying behayior
The data were found free from missing values and outliers. The models were suggesting

the first estimate as mentioned in the table below. . . . .
Table 5: Model Fit Indices- Impact of social Media on impulsive buying behavior

. v IMPULSIVE BUYING BEHAVIOR Sy
-~ cOCIAL MEDIA PLATFORMS ON I e ) HYPER MARKE STy N
IMPACT ();;gr( R}gﬁ(\ ;{% 4THE CUSTOMERS OF NESTO H ETHL 7p Mlj )L, i,
RSV E quillo
‘}\()/Il_r
‘ ibq ’“kﬁ
€D sm5 \%
94
76 ib
\ B
84
@-» smé @
84
_ 94 m
IR a7 Impulsive &)
1o Social Media 2 BF:lying 9
€9 sm3- Influence’ 99
iy 9% n 8

200(

Variable CMIN/DF | CFI GFl [ TLI NFI RMSE}
Obtained Values 2.312 921 918 914 924 034
Recommended Range <3 >0.9 >09 [>09 [>009 <0.08

Compared with the generally accepted model fit standards, the test outcomes seemed 1 fy
measurement model. The RMSEA suggesting a close fit between the empirical data an
measurement model; all the model fit indices suggesting a close fit between the empirical dataan
measurement model.

Table 7: Testing of hypotheses- Impact of social Media on impulsive buying behavior

S.no | Path/ Hypotheses ?’Ztl?le Sig Decision
There is no significant influence of social ected
: media on impulsive buying behavior = <0 Rejec

The standardized regression coefficient indicating the strength and direction of the relﬂ‘FOf
between the variables. In this case, the beta value of 0.37 suggests a positive relationship, _meamnf
higher levels of social media influence are associated with higher levels of impulsive buy behe»
Since the p-value is less than 0.05, the null hypothesis is rejected and the alternative hyP?(:m!
supported. This means that there is evidence to suggest that social media does have a b
influence on impulsive buying behavior.

Analyzing the Mediation Effects in a Model

Based on the above results, the following hypothesis regarding the mediators are ﬁxeqlitelﬁgf i

1. Organisational commitment med; . ok jonal !
1ates the emotiond
otk EnEAEeTiE relationship between .
2 Work engagement mediates : : intell®
. ) the rel i tional
Organisational commitment Henship’, between, e il !
Hypothesis: “Impulsive Buying Teng : cen 5
. enc . B petw
involvement and impulsive buying behavig’u:.]slaedlates the relationship
1)
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Fg 1 Analyzing the Mediation Effeets ina Model

The analysis for mediation begins by showing that the direet effect of social medin influence on
mpalsive buying is significant, The diveet effeet is measured through beta coefficient, In this case,
dum whtionship is signiticant (=0.37, p<0.001) (fig 2). When the mediating variable impulsive
Nying tendency enters the moddel, the value of beta coelficient for impulsive buying is expected o

whuee, or in other words

the direct effect of social media influence on impulsive buying o would be

hieed w : s i
cad when the impulsive buying tendency enters the model,

]?\c new model wh
Jable 8 Moge

en impulsive buying tendency is entered as n mediator is presented in Figure 3,
LEH Indices- Analyzing the Mediation Effects ina Model

LM rable

(L y e
: ?t:!“_s‘,[l‘\_sg Values AR

CMINDF| CFL [ GFL_['ILE_[NFE [ RMSEA
205 |08 | 912|921 |09 |03

{ ;J‘\‘U!’l\ll Y
~Mimendeg Range

T e o

Mg e \""Q'\ll‘a\l mode

l\u\‘\ e direet

‘.m»“"g tendeney entered
| 0‘7 (i“ F{g

Filllli
Nivg
ey % Of the

B md‘y ideny
; \'\u L Tom
3 My
\ ) “& h(‘l

sStudy
fied the

e € Study,
“Mavigr,

To ‘
"“l\lslxi\~. M the gy

' sue.

3 (509 {509 |09 |09 | <008
L itis inferred that the type of mediation here is a called a *partial mediation”

eet of social media influence on impulsive buying is still significant afler impulsive

the model even though the beta coelficient for impulsive buying is reduced

e 2) 10 0.0.28 (in Fig 3).
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