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Abstract 

Consumer behavior research is essential since it enables businesses to enhance their marketing plans. It 

aids in comprehending consumer perceptions of various brands and goods (Saeed, 2019). The current 

study aimed to know the buyer behavior in cantonment area markets of Lahore city, by considering buyer 

mood theory and buyer impulse theory. A survey method has been used to collect the data. For this 

purpose, a 4-point Likert scale has been generated. The questionnaire contained 12 statements; six 

statements under each theory i.e. buyer mood theory and buyer impulse theory. The collected data has been 

analyzed in SPSS by applying a cross-tabulation test on it. The results have been shown in percentages. 

The results have proved both the theories and exhibited that a positive mood and a pleasant environment 

put a positive impression on the consumers. Moreover, they like shopping when they are happy and well-

decorated shops and markets have a good impact on the buyers. 

 

Keywords: Consumer Behavior, Buyer Behavior, Mood Theory, Impulse Theory, Buying Behavior. 

  

 

Introduction 
 

Consumer behavior studies both individual and collective behavior as well as the steps that customers take 

when making purchases and using services. Consumer behavior refers to the process by which a consumer 

chooses how to allocate his or her income among the numerous items and services they want to buy 

(Azimovna, 2022). Numerous disciplines, including psychology, sociology, social anthropology, and 

economics, are investigated in order to analyze customer behavior. Researchers that study consumer 

behavior attempt to comprehend the individual and collective decision-making processes of consumers. In 

an attempt to understand people's needs, behavioral studies take into account features of certain consumers, 

such as behavioral variables. Additionally, it makes an effort to evaluate the consumer's exposure to social 

influences from groups including family, friends, and the larger community. Buyers purchase necessities 

that are always in demand based on their original skill, typically without choice or comparison. For 

instance, the family's preferred brand of bread, laundry soap, vegetable oil, and so forth. The category of 

things that can be bought impulsively includes items that the customer does not always consider but 

unintentionally purchases when they come into contact (Azimovna, 2022).  

 

Numerous elements, such as the scenario, personal and psychological issues, family, culture, and 

environmental and marketing influences can affect a consumer's behavior. One motive is convenience. The 

other is an inescapable need. You probably won't look around much to discover the best clinic if you cut 

yourself and are bleeding heavily. You'll visit the one that is most convenient for you. If you require 

something right away, the identical thing can transpire. However, it appears that the distinctions in 

shopping between men and women are fading. Younger, educated males are less prone to think that grocery 

shopping is a woman's responsibility, and if discounts were appropriately aimed at them, they would be 

more likely to bargain shop and use those discounts (Hill & Harmon, 2007). 
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Numerous aspects of the consumer's life have been impacted by economic crises and external factors. More 

often during economic strains, consumers have been seen as reluctant to buy and avoid money spending 

lifestyle. What you buy is temporarily influenced by situational factors, individual characteristics, and 

psychological reasons. The influences of society are somewhat varied. They are more visible and have a 

significant impact on your thoughts and behavior. They are reliant on the environment and how it 

functions. People frequently report feeling inadequately paid, despite the fact that their actual financial 

circumstances may not reflect such feelings. However, It should come as no surprise that people who 

believed themselves and their families to be more financially secure tended to spend more on both 

categories of goods—necessities and non-necessities (Di Crosta et al., 2021).  

 

When buying things from branded stores, customers typically desire distinctiveness. Additionally, before 

making a purchase, people consider a few product characteristics (Schiffman & Kanuk, 2010). It simply 

means that people tend towards unique products when visiting branded stores.  

 

Consumer Buying Behavior Theories 
 

In relation to consumer purchasing behavior, researchers have offered a variety of explanations. These 

theories have several scenarios as their foundations, and they touch on various behavioral domains. 

Researchers have investigated how purchasing habits affect mood in the context of the mood theory. The 

Impulse Idea, which explains the circumstances around respondents' impulse purchases, is a different 

theory that has been mentioned. Cultural, psychological, and socio-personal theories are some of the other 

theories that are considered.  

 

Marketers have always been quite interested in consumer behavior. Early economists led by Nicholas 

Bernoulli, John von Neumann, and Oskar Morgenstern began to investigate the factors influencing 

consumer choice some 300 years ago. Customer purchasing patterns frequently reveal the precise 

motivations behind consumer decisions. Numerous types of research have been conducted on consumer 

behaviorism, including the one stated above. Understanding consumer behavior helps the marketer in 

comprehending how consumers choose among options, including goods, brands, and the like, and how the 

consumers' surroundings, reference groups, families, and salespeople, among other factors, influence their 

decisions (Madhavan & Kaliyaperumal, 2015). Whereas, cultural, social, personal, and psychological 

aspects all have an impact on how consumers behave while making purchases. The majority of these 

variables are beyond marketers' control and unavoidable, yet they must be taken into account while 

attempting to comprehend the nuanced consumer behavior. However, the current study only investigates 

consumer mood behavior theory and consumer impulsive behavior theory. 

 

Hence, consumer behavior is described as "those individual behaviors directly related to the acquisition, 

use, and disposal of economic products and services, including the decision processes that lead and 

influence these behaviors." Consumer behavior is a complicated topic, but marketers must make every 

effort to learn as much as they can about their target market in order to understand their requirements, 

buying habits, and the factors that impact their decisions to buy (Madhavan & Kaliyaperumal, 2015). 

 

Purpose Statement 
 

Consumer behavior directs the direction of businesses. Therefore, this study has been launched to know 

about consumer behavior in Lahore via different existing consumer behavior patterns via a survey method. 

 

The objective of the Study 
 

1. To know the consumer behavior of the people of cantonment area of Lahore city, Pakistan, under 

the consumer mood behavior theory and consumer impulse behavior theory. 
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Significance of the Study 
 

The study will help marketers to focus on the methods through which they can attract more consumers. It 

will provide a basis to the researchers to study other areas that this study could not comprehend. Moreover, 

it will show the compatibility of research theories and consumer behavior in Lahore. 

 

Literature Review 
 

The studying of consumers and the methods they employ to select, consume, or use goods and services, as 

well as the resulting emotional, mental, and behavioral responses, is known as consumer behavior. As they 

use their understanding of customer behavior in the marketplace, market researchers are confronted with a 

variety of issues (Mothersbaugh et al., 2020).  

 

The Mood States and Consumer Behavior 

 

The importance of mood is still a hot topic in academic and professional advertising studies. Due to the fact 

that people are more prone to munch when they are pleased, bored, or anxious, brands like Snickers have 

recently started to target their marketing based on mood (Kirkpatrick 2016). By analyzing data from 

Google and Facebook, marketers for these companies can determine the emotional states of their 

customers. They then target internet users with advertising that is relevant to these emotional states 

(Shotton 2016). Examining and evaluating consumers' ideas and feelings might be a more all-encompassing 

method of comprehending consumer behavior. Customer mood, which is affected by both positive and 

negative factors in the environment, such as pleasant changes in the environment and slight variations in 

communication techniques and patterns, has a significant impact on consumer behavior, particularly when 

making purchases (Gardner, 1985).  

 

Mood Effects at Point-of-Purchase 

 

When a consumer is in a good mood while making a purchase, it has a favorable impact on him and 

increases his willingness to complete actions that will produce positive results and decreases his readiness 

to complete chores that will produce negative effects. Consumers evaluate brands based on information 

they obtain from many sources; this information has a significant impact on consumer purchasing 

behavior and decisions. The valence of a product characteristic that is easily available for subsequent recall 

may be influenced by the consumer's mood at the moment of early exposure. According to the findings, 

consumer mood may have an impact on specific parts of shopping, and there may be considerable 

interaction between the constructs of customer mood and store image. Implications may be crucial for 

marketers, particularly retailers (Sherman & Smith, 1987). The way people behave when they shop is 

influenced by their mood because, in contrast to neutral moods, good and positive moods make it easier for 

people to remember details about products based on past usage or marketing (1985, Gardner, p. 610). 

 

Mood Effects in Consumer Behavior 

 

Researchers like McPhail and Mattson (1996) proposed the idea that mood is a pre-existing stage that 

influences the purchasing behavior of consumers. Researchers think that people use a variety of strategies 

to try to recover from a bad mood. The field of mood management also supports the idea that people in a 

bad mood are interested in processing ad content in the hopes that it will make them feel better. When 

consumers are in a good mood, they are less inclined to evaluate the content in advertisements and their 

evaluations are less significantly influenced by their mood. According to research, people in a bad mood 

are more tempted to buy mood-enhancing items than people in a good mood (Goodstein, 1994). Consumers 

frequently laugh while consuming products, hiring services, and participating in a variety of consumption 

activities, such as going to the movies or having dinner with coworkers (Warren, Barsky, & McGraw, 

2018). 



 

 

 

 

 

ISSN: 2308-7056                 Tahir (2022) 

 

 

304 

I 

 

  www.irbas.academyirmbr.com                                                                                   April 2022                                                                                             

 International Review of Basic and Applied Sciences                                     Vol. 10 Issue.2 
 

R 
B  
A  
S  

According to Holbrook & Batra’s (1987) theoretical framework, female consumers who are in a good 

mood are more likely to engage in prolonged processing than those who are in a bad mood. While, 

according to the mood preservation theory of Kraiger, Billings, & Isen (1989), participants in a pleasant 

mood are less motivated to process advertisements in order to keep their current positive mood. However, 

this evidence refutes this notion. Whereas technology adoption is significantly influenced by mood, and 

consumers' unique qualities determine how positively and negatively their moods can affect those 

decisions. The findings also provide managers with useful consumer segmentation information for 

advertising in-store m-payment services based on consumers' decision-making preferences and need for 

immediate gratification (Karimi & Liu, 2020).  

 

Isen (1993), however, claimed that it is an inaccurate attribution to her work in more recent talks. In fact, 

when processing results in beneficial effects, people in a good mood will process longer; nevertheless, 

when processing results in negative effects, they will avoid processing. According to Karen (1993), moods 

are emotional states that operate as catalysts for other actions and behaviors. His research demonstrates that 

whereas high moods are controlled by either not redirecting attention or by associating with particular 

mood-congruent activities, poor moods are enhanced by diverting attention to new and mood-uplifting 

activities. The best response to the question is that it depends on whether a person's mood encourages more 

intensive processing or not. These results are consistent with the mood management theory of Isen (1993), 

which states that consumers are motivated to refocus their attention when they are in a bad mood, and that 

depending on the effect connected to a new activity, positive moods will either motivate or fail to motivate 

refocusing attention (Goodstein,1994). 

 

Impulse buying Theory and consumer behavior 

 

The term "impulsive buying" refers to "an unanticipated purchase" that is characterized by relatively quick 

decision-making and a tendency toward instant possession (Rook & Gardner, 1993, p. 3). However, Mariri 

& Chipunza (2009) have conducted their study on consumer behavior. They argue that the ever-evolving 

nature of consumer tastes, consumption habits, and purchasing behaviors has resulted in significant shifts in 

the retail industry across the globe. The study's goal was to look into how the environment of in-store 

shopping affects customers' propensity for impulsive purchases. The study was supported by the impulsive 

choice-making theory and the consumer decision-making model (Schiffman and Kanuk, 2007). The sample 

consisted of 320 consumers who were easily drawn from a particular mall. A 5% test of significance 

revealed that factors with an atmospheric engagement effect, such as background music and aroma, were 

less likely to influence impulsive buying than economic factors, such as price and coupons. Therefore, the 

overall finding of this study could be that impulsive consumer purchase is affected by the in-store shopping 

experience. The study's most intriguing finding, though, was that impulsive purchasing was more likely to 

occur among low-income consumers due to economic considerations including lower costs, coupons, and 

friendly salespeople. 

 

Moreover, compared to a planned buying behavior, it is defined as being more enticing, less conscious, and 

more tempting. High impulsive purchasers are typically unreflective in their thinking, their actions cannot 

be assessed, and they are more likely to be emotionally drawn to the item and find satisfaction in it (Hoch 

& Loewenstein, 1991; Thompson, 1990). Several search work reveals that the impulsive buying behavior 

of consumer is affected by consumers’ moods and mental state. Although impulsive buying is done under 

both positive and negative mental states, Rook and Gardner (1993) found that consumers’ positive moods 

lead to more impulsive buying than negative moods. Beatty and Ferrell (1998) also found that a consumer’s 

positive mood induces him to buy impulsively, while the impulse buyers in Weinberg and Gottwald’s 

(1982) study were more inclined toward “emotionalism” than those who don’t buy. The understanding of 

consumer impulse buying and the understanding of retailing strategies in a more precise way can both 

benefit from research that compares in-store environment-induced impulsive buying across diverse and 

specific product ranges, portfolios, or brand categories (Miri & Chipunza, 2009). Scholars from various 

disciplines are paying more and more attention to impulse buying.  
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To assess the state of the research, however, and to synthesize the results in the literature, nothing 

substantial has been done (Chan, Cheung, & Lee, 2017). Globally, the retail industry is being benefited by 

the dynamism of consumer taste, consumption habits, and purchasing behavior. In-store innovations like 

displays and promotions, background music, helpful staff, and kid-friendly activities are the mechanism to 

attract the consumer to spend more time in the store, notwithstanding other outdoor marketing initiatives. 

Activities for in-store promotions assist in identifying impulsive purchases, for which the term "Impulse 

Buying" has been coined. By attracting clients with contemporary, cutting-edge attractions like providing a 

lovely atmosphere, fresh air, display at the point of purchase, and hospitality, impulse buying is driving 

revenues (Jhawar & Khushwaha, 2018).  

 

Research Methodology 
 

The nature of this study is quantitative. A variety of techniques are included in quantitative research, which 

is concerned with employing statistical or numerical data to systematically examine social issues. As a 

result, quantitative research relies on measurement and makes the assumption that the phenomena being 

studied can be quantified. It aims to analyze data for patterns and connections as well as to validate the 

measurements (Watson, 2015).  

 

Research Tool 

 

A questionnaire based on a 4-pint Likert Scale has been developed for collecting the data from the 

consumers in nearby markets around the cantonment area, Lahore, Pakistan. In social science and attitudes 

research initiatives, Likert scales are helpful (Croasmun & Ostrom, 2011). Basically, two purchase 

behavior theories have been opted to know the customer behavior under different behavioral circumstances 

during shopping. Six empirical statements have been added to investigate the first theory i.e., Mood 

Theory, and six empirical statements have been included in investigating the second theory i.e., Impulse 

Theory. All the statements have been probed on a 4-point Likert scale containing “Strongly Disagree, 

Disagree, Agree, Strongly Agree”. A Likert scale is a psychometric tool that allows respondents to select 

from a variety of categories to express their ideas, attitudes, or feelings regarding a specific topic. The most 

popular tools for measuring psychological constructs are Likert scales (Nemoto & Beglar, 2014). 

 

Sampling 

 

For more generalized data, simple random sampling has been used to assemble the data from the 

consumers. The task of data collection using a suitable sampling technique presents a challenge to the 

researcher. The study's research questions cannot be answered as they currently stand since the researchers 

will not be able to gather data from every situation. The researcher must be familiar with the differences in 

order to choose the most suitable sampling technique or method for the particular study under consideration 

given the vast number and range of sampling techniques/methods that are available (Rahman et al., 2022). 

Sampling is used to collect data that are thought to be representative of the target population when the full 

population cannot take part in a study or the individuals of the target population cannot all be recognized 

(Stratton, 2021). However, with a simple random sample, every member of the population has an equal 

chance of being included in the sample (Taherdoost, 2016). In this study, a total of 100 participants have 

been chosen randomly to fill the questionnaire. 

 

Data Collection 

 

The data has been collected through the survey method. Surveys offer proof of behavior, beliefs, and 

information (Story & Tait, 2019). The questionnaire that has been developed earlier and already pilot-tested 

has been distributed among the sampled population, and after getting it filled by the respondents on the 

spot, it has been recollected. 
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Response Rate 

 

In total, 100 of the questionnaires that were distributed to retail stores for investigation were returned. 

Therefore, the response rate was 100 %.  

 

Data Analysis 
 

After the data has been compiled, it has been analyzed in the SPSS software version 22. Cross-tabulation 

test has been applied to it and the percentages have been drawn. SPSS is a statistical software to analyze 

quantitative data. Computer programs specifically made for statistical data analysis are known as statistical 

software (SS). Data from a meticulously planned scientific procedure of observation and experimentation 

are analyzed using statistical tools. The output of the data analysis can then be used to create a new 

scientific understanding. To ensure effective evaluation of the data and afterward, characterizing the data or 

drawing statistical inferences from the data, the data analysis is frequently performed systematically. 

Without statistical software, it is likely that the majority of scientific or social science data would not 

develop into knowledge that might serve as a decision-making guide. The most popular statistical data 

analysis tools will continue to be SPSS and Minitab, especially for those with weak statistical or 

mathematical skills. The trend analysis revealed that SPSS is used more frequently than Minitab, and there 

is no association between the two (Okagbue et al., 2021). 

 

Analysis of Mood Theory  

 

Table 1 

S. 

No. 

 

Statements 

 

SDA 

 

DA 

 

A 

 

SA 

1 The pleasant environment and decoration of the market put 

a pleasant impact on your mood during shopping. 

 

0% 

 

10% 

 

55% 

 

35% 

2 Shopping changes your sad mood to a happy mood. 26% 35% 24% 15% 

3 While shopping in a positive mood, you evaluate fewer 

attributes of a product and buy it. 

 

11% 

 

26% 

 

40% 

 

23% 

4 Post consumption satisfaction level is high when you shop 

in a positive mood as compared to a negative mood. 

 

 

15% 

 

 

16% 

 

 

29% 

 

 

40% 

5 When you are shopping in a pleasant mood, you take more 

interest in getting more information to evaluate the 

products that you shop. 

 

 

15% 

 

 

16% 

 

 

45% 

 

 

24% 

6 When you are shopping in a depressed mood, you take 

more interest in getting more information to evaluate the 

products that you shop. 

 

 

22% 

 

 

47% 

 

 

13% 

 

 

18% 

 

Translation of the Statements’ Results and Discussion 

 

1. Results of the first statement go in accordance with the mood theory. The majority of people have 

agreed that while shopping pleasant environment or decoration put a pleasant effect on their mood, 

whereas 35% of people strongly agreed with this. Just a minor percentage of people have disagreed 

with the statement which is not a notable number. Therefore the environment of shopping markets and 

malls should be made pleasant to attract more customers. 

2. In the mood theory, Rook (1986) and Berneman and Heeler (1986) have shown in their work that 

shopping transforms the negative mood of customers into a positive one. Whereas results, gathered by 

doing research on customers’ behavior in the cantonment area, Lahore, do not match with the results of 

mood theory on this particular statement. Here the results show that the majority i.e. 35% of the people 

experience no change in their negative mood due to shopping. 24% of people say that their negative 
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mood alters into positive with shopping activity but still, 26% of people strongly disagree with the 

statement. 

3. According to mood theory, Isen and Means (1983) found that consumers with positive moods intend to 

take faster decisions. Here similar results are shown in the pie chart, 40% of people agree that in a 

positive pleasant mood they evaluate fewer attributes of a product and buy it, only 26% of people 

disagree and 11% of people strongly disagree with the statement.   

4. As far as post-consumption behavior is concerned data available on it mostly relates to consumer 

satisfaction levels (Barber and Venkatraman 1986). These approaches suggest what satisfaction level is 

attained by consumers after consumption of a product that was bought in a particular prevailing mood 

of that time. 40% of people have said “Strongly Agree”, 29% “Agreed”, and 16% disagreed and 15% 

strongly disagreed; this shows that Post consumption Satisfaction Level is higher when things are 

bought in a positive mood. 

5. However, the research done on the customers of the cantonment area markets of Lahore city is of the 

view that in the pleasant mood they are more interested to get ad information to evaluate the product as 

compared to negative mood. 

6. According to the mood theory, consumers who are shopping in a positive mood are less motivated or 

less interested in questioning, again and again, the price and quality of the product, whereas those who 

are in a bad mood are interested in processing the additional information in the hopes that it would 

improve their mood. This view is further supported by Isen (2001). The theoretical approach proposed 

by Batra & Homer (2004) gives view that “consumers in positive moods more likely indulge in longer 

processing than with negative mood”.  

 

Analysis of Impulse Theory 

 

Table 2 

S. 

No. 

 

Statements 

 

SDA 

 

DA 

 

A 

 

SA 

1 You do unplanned purchases.  

20% 

 

30% 

 

35% 

 

15% 

2 You do unplanned purchases to feel a feeling of self-

importance. 

16% 31% 45% 8% 

3 A well decorated and apparently attractive shopping store 

compels you to do unplanned purchasing. 

 

40% 

 

32% 

 

29% 

 

0% 

4 Elegant and impressive display of products in a store induce 

you to do unplanned purchase. 

 

 

24% 

 

 

25% 

 

 

29% 

 

 

22% 

5 When you come across price discounts, your willingness to 

pay for unrelated discretionary items rise. 

 

 

11% 

 

 

30% 

 

 

42% 

 

 

17% 

6 Due to credit card you do over-spending which otherwise in 

case of cash you would not have done. 

 

 

2% 

 

 

15% 

 

 

39% 

 

 

44% 

 

Translation of the Statements’ Results and Discussion 

 

1. Impulse buying is related to some factors such as age, income, and emotional state. The result of this 

statement will be analyzed in light of these demographic factors. 35% of people often do unplanned 

purchases. Now it has been seen that from this 35%, 75% are the young ones in age of 20-30 belonging 

to upper class and remaining are the house wives of age 25-35 who receive large budget to run the 

house. This percentage also includes young people of middle class. Young ones do impulse buying due 

to their high emotions, enthusiasm and thrill. 30% of people disagree about impulse buying belong to 

middle class having not lavish income. Moreover they are of age above 40. 20% of people saying 
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“Strongly Disagree” are the retired old people who receive pension and have no desire of impulse 

purchases, they buy things of which they are used to and don’t purchase products by just getting 

impressed by their outlook. 15% of people saying “Strongly Agree” to this statement belong to young 

boys and girls (age: 12-25) of elite class.  

2. Impulse buying theory says that: Impulsive buying sometimes gives to consumer a sense of self_ 

identity. Person feels important and preferred for himself/herself; this finishes his/her anxiety, 

depression and tensed feelings. Results for this question shows that 45% of people “Agree” do impulse 

purchases to feel important for themselves.16% of people fall in category of “Strongly Disagree”, they 

are people above 55years of age and have loose interest in self-identity because they use their pet 

things. 8% saying “Strongly Agree” are young boys and girls (up to 22) of upper class.  

3. External factors affecting impulse buying mention: Opinion of potential customers is valued in store 

environment which has been made pleasant in various ways such as by playing background music, 

creating favorable ventilation, and spraying freshened scent, making attractive store layout, store 

displays and shop assistants to help buyers. Results which I gathered for this question shows that 0% 

has said “Strongly Agree”, means that this factor is not important and has failed to gather the attention 

of customers of any age. Whereas, 40% of people above age of 22 years belonging to different social 

classes have said “Strongly Disagree” to this statement. Option “Agree” is chosen by 29% of people, 

these people fall in age slab of 22-27. People above 27years have mostly chose option “Disagree”.  

4. As per impulse theory: It is usually observed by the researchers that customers often get into the store 

which catches their attention by its impressive outlook and elegant display of products (Darden, 

Deconinck, Babin, & Griffin, 1991). Now according to the research results for this question 29% 

people have said “Agree”, which means for people of all ages and social classes it is a much 

convincing factor. People saying “Strongly Agree” are mostly children below 14 years. “Disagree” and 

“Strongly Disagree” have very close differences.   

5. In external factors of impulse buying behavior, Janakiraman, Meyer, & Morales (2006) have suggested 

that unexpected rise in prices cause negative effect and it suppresses the spending by the consumers. 

Whereas unexpected price drop causes a healthy positive effect on consumers and their spending also 

expands on products other than necessary items. Research on Lahore market customers show the same 

results.  

6. Internal factors of impulse behavior include factor of credit cards. Research has revealed that people 

who use credit cards excessively pay less attention towards price (Tokunga, 1993). Whereas results 

here show the same results that 44% of people have strongly agreed with the statement, while 39% 

have agreed. 

 

Conclusion 
 

1. Mood Theory 

 

In the first phase, Mood Theory has been analyzed. A total of six statements have been generated and got 

filled by the people who were shopping in the cantonment markets in Lahore. These 8 statements are based 

on the important main points of Mood Theory. Among these six statements, the analysis of six statements 

shows that their results support the theory. 

 

Summary of the Statements 

S. 

No. 

 

Statement 

Dominant 

Response 

1 The pleasant environment and decoration of the market put a pleasant impact 

on your mood during shopping. 

 

Agree 

2 Shopping changes your sad mood to a happy mood. Disagree 

3 While shopping in a positive mood, you evaluate fewer attributes of a product 

and buy it. 

 

Agree 

4 Post consumption satisfaction level is high when you shop in a positive mood  
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as compared to a negative mood. Agree 

5 When you are shopping in a pleasant mood, you take more interest in getting 

more information to evaluate the products that you shop. 

 

Agree 

6 When you are shopping in a depressed mood, you take more interest in 

getting more information to evaluate the products that you shop. 

 

Disagree 

 

2. Impulse Theory 

 

Consumer trust, flow mood, and impulsive purchase behavior are all moderated by consumers' sense of 

power (Ming et al., 2021). A sudden, frequently strong, and persistent urge to acquire something right away 

strikes consumers. The need to purchase is complicated and can lead to emotional strife. Impulsive 

purchases typically involve less thought and consideration (Pramezwary et al., 2021). In analyzing this 

theory also six statements have been included into the questionnaire. The results pretty much support the 

theory. However, the summary of the responses is given below. 

 

Summary of the Statements 

S. 

No. 

 

Statement 

Dominant 

Response 

1 You do unplanned purchases. Equal Response 

2 You do unplanned purchases to feel a feeling of self-importance. Agree 

3 A well-decorated and apparently attractive shopping store compels you to do 

unplanned purchasing. 

 

Disagree 

4 Elegant and impressive display of products in a store induce you to do 

unplanned purchase. 

 

Agree 

5 When you come across price discounts, your willingness to pay for unrelated 

discretionary items rise. 

 

Agree 

6 Due to credit card you do over-spending which otherwise in case of cash you 

would not have done. 

 

Agree 

 

Hence, it is quite evident from these results that both theories have a significant presence in the arena of 

consumer behavior and with the help of these two theories consumer behavior can be traced. 
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