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Abstract

Digital atmospheric cues play a pivotal role in influencing consumer behavior within online shopping
environments. This study investigates the impact of three primary atmospheric cues task-related,
aesthetic, and social on e-impulsive buying behavior. Task-related cues enhance the platform’s
usability and functional efficiency, ensuring smooth navigation and user convenience. Aesthetic cues
pertain to the visual design and layout, affecting consumers’ emotions and attention. Social cues,
including reviews, ratings, and social proof, contribute to trust and community perception, thereby
influencing spontaneous purchasing decisions.

A quantitative methodology was employed, using a structured questionnaire to collect data from 405
respondents. Data analysis was conducted using SPSS, with multiple regressions applied to evaluate
the combined effects of the cues. The model explained 96.3% of the variance in impulsive buying
behavior (R?=0.963), indicating a highly reliable model. Among the variables, aesthetic cues had the
strongest influence on e-impulsive buying ($=0.643, P=0.000, p<0.05), followed by social cues
(B=0.236, P=0.000, p<0.05), and task cues ($=0.169, P=0.000, p<0.05), all showing statistically
significant relationships.

These findings underline the critical role of digital interface elements in shaping impulsive behavior
online. Businesses can enhance impulsive buying by prioritizing aesthetically engaging interfaces,
integrating credible social elements, and ensuring functional ease of use. The study offers practical
implications for e-commerce platforms aiming to increase spontaneous purchases and improve
consumer experience. Future research could explore mediating variables such as emotional state,
urgency, or contextual factors to further elaborate the psychological mechanisms behind online
impulsivity.
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1. Introduction

Traditional retail environments have long relied on atmospheric cues to influence consumer
behavior, using elements such as lighting, music, scent, and store layout to create immersive
shopping experiences (Baker, 1986 [; Baker et al., 2002) Bl. These cues were strategically
designed to engage customers, prolong store visits, and stimulate unplanned purchases
(Seock, 2009) 91, For example, soft ambient music and pleasant fragrances in luxury stores
encouraged relaxed browsing, while product placements near checkout counters triggered
last-minute impulse buys.

A major behavioral outcome of atmospheric cues is the tendency of consumers to make
impulse purchases, (Floh & Madlberger, 2013) [*51 which are unplanned, emotionally driven
buying decisions often made with little consideration of alternatives or consequences. As
consumer shopping shifted from brick-and-mortar to digital platforms, these atmospheric
cues evolved to fit the online environment, adapting to the possibilities and constraints of
virtual retail spaces (Floh & Madlberger, 2013) 31, In physical stores, tactile and olfactory
cues played a significant role, but in e-commerce, retailers turned to visual aesthetics,
interactive website designs, and Al-driven personalization to replicate similar effects (Singh
& Rani, 2025) B, While in-store impulse buying was often sparked by sensory overload and
product proximity, e-impulse buying is driven by personalized recommendations, engaging
layouts, and real-time social interactions (Aragoncillo & Orus, 2018) [,
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The integration of artificial intelligence, chatbots, and
instant customer feedback has further transformed the online
shopping experience, making impulsive buying more
prevalent in digital contexts. (Bansal & Bansal, 2023) [ E-
atmospheric cues such as personalized. Visual layouts,
interactive features, ease of navigation etc-capitalize on
digital convenience, instant gratification, and persuasive
design to nudge consumers toward spontaneous purchases.
Within this evolving landscape, three primary categories of
atmospheric cues play a crucial role in shaping e-impulsive
buying behavior: task-related cues, which improve
navigation and purchasing efficiency; aesthetic cues, which
influence emotions through visual and interactive appeal;
and social cues, which leverage peer influence and
community engagement to encourage purchase decisions.
This study examines the impact of these three atmospheric
cues task, aesthetic, and social on e-impulsive buying
behavior in online shopping platforms. By analyzing how
these cues work individually and collectively, the research
aims to offer insights into the mechanisms that drive
unplanned purchases in digital retail spaces.

2. Literature Review

2.1 Atmospheric Cues

Atmospheric cues have long been recognized as a vital
component of the retail experience, originating in brick-and-
mortar environments where elements such as lighting,
music, scent, store layout, and color schemes were
deliberately designed to shape consumer perceptions and
influence behavior. Early research by Baker (1986) [
highlighted the importance of these environmental elements
social factors, design features, and ambient conditions in
creating store atmospheres that could stimulate impulse
buying tendencies, a finding supported by later studies
(Dawson and Kim 2010) 1%, As retailing expanded into
digital spaces, the concept evolved to include online
atmospheric cues, often referred to as “web atmospherics”
(Childers et al. 2001) "1, which encompass website design
and functional elements such as navigation structure, search
engine features, one-click checkout processes, site
aesthetics, and multimedia dimensions including text,
images, audio, and video. (Rayburn & Voss, 2013) [#7
describe these cues as factors provoking consumers’ online
shopping intentions, including ease of navigation, site
effectiveness, visual appeal, and the informativeness of
content. Similarly, (Dailey, 2004) [ defined the web
atmosphere as a set of online environmental elements
capable of enhancing purchase likelihood through favorable
consumer responses. (Eroglu et al., 2001) % categorized
such cues into high task-relevant cues-features that directly
facilitate shopping goal achievement-and low task-relevant
cues-features that primarily enhance enjoyment without
being essential to task completion. Other (Gounaris et al,
2010 07 wells et al, 2011) B8 have conceptualized
atmospheric cues in terms of product information,
navigation, and aesthetics. Based on an extensive literature
review and the recurrence of certain dimensions in prior
studies, the present research focuses on three key
atmospheric cues-aesthetic, social, and task cues (Liu, 2024
[22. 231: Tang & Zhang, 2020) [B8-to examine their impact
within the e-impulsive buying context.

2.2 E-Impulsive Buying
Online impulse buying has emerged as a significant
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consumer behavior pattern, fueled by the rapid growth of e-
commerce and the continuous advancements in information
technology (Chan et al., 2017) [, The digital environment
has transformed the way consumers shop, providing instant
access to a wide variety of products and services, which in
turn amplifies the potential for spontaneous purchases. E-
impulsive buying refers to unplanned, spur-of-the-moment
purchases made by consumers while shopping online. Chan
et al. (2017) [ defined it as “a sudden and immediate online
purchase with no pre-shopping intentions”, highlighting its
spontaneous and emotionally driven nature.

For a purchase decision to be considered impulsive, it
generally meets four key criteria: first, the decision occurs
suddenly and without prior deliberation; second, it is made
without evaluating potential consequences or alternative
options; third, it is motivated more by emotions than by
rational thought; and fourth, it results in an unplanned
acquisition. These characteristics distinguish impulsive
buying from planned purchasing behaviors, underlining its
unique psychological underpinnings.

The prevalence of online impulsive buying can be attributed
to the interplay of three primary stimuli: website, marketing,
and affective factors. Website-related elements such as
security, user-friendly design, and ease of navigation
influence the overall shopping experience, making it more
conducive to impulsive decisions. Marketing strategies,
including limited-time offers, price discounts, and scarcity
cues, are often used to create urgency and drive immediate
purchases. Furthermore, affective factors-particularly
emotional states like pleasure, excitement, and arousal-serve
as strong triggers that push consumers toward making quick,
unplanned purchases. Together, these stimuli create an
online environment where impulsive buying is not only
possible but actively encouraged (Zhao et al., 2022) [,

3. Research model and development of hypothesis

3.1 Aesthetic cues

Aesthetic cues refer to the visual and design elements of an
online shopping platform-such as layout, color schemes,
typography, and imagery-that shape user perception and
enhance the overall shopping experience (Parboteeah et al.,
2009; Liu, 2024) 22231 A well-designed interface creates an
inviting and engaging environment, which encourages users
to stay longer and explore more products.

Websites often form the first impression of an organization
within seconds, and visual appeal is a key factor in whether
users continue browsing or leave (Robins & Holmes, 2008)
28], Design attractiveness is largely determined by elements
like page layout and color usage (Van Der Heijden, 2003)
(341 which together define the overall appeal of the site (Floh
& Madlberger, 2013) 1%,

(Baker 1986) ! categorized store atmosphere into three
dimensions, one of which is design, covering aspects such
as color, structure, and spatial layout. These visual features
are known to influence users' emotional responses. For
example, static and dynamic images can enhance site
enjoyment while image-based content tends to be more
entertaining than text-heavy layouts (Oh et al., 2019)
[25] Additionally, background color and music positively
affect consumer pleasure and arousal (Wu et al., 2008) 9,
Beyond visual pleasure, aesthetic cues also contribute to
perceived brand credibility and trust. A clean, modern
design signals reliability, while high-quality images and
interactive visuals offer users better product understanding.
Thoughtful use of contrast, whitespace, and design
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hierarchy can guide attention to key areas, subtly
influencing consumer behavior. Thus we hypothesize:-

Hai: Aesthetic cues in an online shopping platform have a
significant impact on impulsive buying.

3.2 Task Cues

Task cues refer to the functional components of an online
shopping platform that support smooth navigation, product
discovery, and transaction completion. These include
features such as search bars, filters, sorting options, and
detailed product descriptions that enable users to locate
relevant products quickly and efficiently. A well-structured
layout, intuitive interface, and streamlined checkout process
further enhance the shopping experience by reducing
friction and simplifying the purchase journey.

Task-relevant cues are utilitarian in nature and contribute to
the effectiveness and efficiency of task completion (Tang &
Zhang, 2020) B3I, In online shopping, these cues encompass
elements like navigation menus, informative product details,
and shopping cart functions that guide consumers through
the buying process (Parboteeah et al., 2009) 261, Such cues
reflect the user’s capacity to perform tasks effectively, as
they offer essential information that facilitates performance
(Driskell et al., 1993) 120. Additionally, task cues such as
clear and reliable product information, timely updates, and
streamlined purchasing processes play a vital role in
building consumer trust and enhancing task efficiency (Liu,
2024) 31,

A task-relevant environment consists of all textual and
visual elements displayed on the website that support
consumers in achieving their shopping goals, while less
relevant environments contain information that does not
directly aid task completion (Eroglu et al., 2001) [,
Building on this, (Mazaheri et al., 2014) 4l suggested that
consumers' emotional responses-such as pleasure, arousal,
and dominance-are shaped by their perceptions of the
website’s atmospherics, including its informativeness,
usability, and entertainment value. Specifically, site
informativeness refers to how effectively a website delivers
relevant information to users (Hoffman & Novak, 1996) [¢],
By ensuring functionality, efficiency, and ease of use, task
cues significantly enhance user satisfaction and engagement.
Features like fast loading times, organized product
categorization, and simplified payment options contribute to
a seamless and convenient shopping experience. These
elements not only support users in exploring and evaluating
products but also enable them to complete transactions
effortlessly, creating a more efficient digital retail
environment. Kim and Lennon (2008) 3 showed that
instrumental site cues, such as product descriptions and
images, impact emotional responses. Based on this we
hypothesize,

H2: Task cues in an online shopping platform have a
significant impact on impulsive buying.

3.3 Social Cues

Social cues refer to elements within an online shopping
platform that leverage social influence to shape consumer
behavior and decision-making. According to Tang and
Zhang (2020) B3 social media cues-like product sharing,
customer ratings, and reviews-are designed to promote
interpersonal engagement. These features allow consumers
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to connect with peers, friends, or other shoppers, creating a
socially interactive space within the online shopping
environment. In this context, social cues refer to elements
such as integration with popular social platforms (e.g.,
Facebook, Twitter and Google+), user-generated reviews,
and product ratings, all of which facilitate consumer-to-
consumer interaction and merit further exploration. Social
cues like user reviews and comments significantly enhance
consumer confidence, highlighting the importance of
incorporating interactive and community-driven features
into e-commerce platforms (Liu, 2024) 22 23, These social
features of a website trigger a social reaction in users, which
in turn enhances their sense of enjoyment (Wakefield et al.,
2011) B8 A central idea of this research is that when users
perceive a website as a space for social interaction-enabled
by embedded social features-they are more likely to behave
as they would in real-world social contexts.

Beyond trust-building, social cues also create a sense of
urgency and desirability. Features like “X people bought
this in the last hour” or “Only a few left in stock” encourage
consumers to act quickly, driven by the fear of missing out
(FOMO). Additionally, community engagement through
question-and-answer sections, social media integrations, and
influencer endorsements further reinforce product credibility
and influence buying behavior. Thus we hypothesize-

(Hs): Social cues in an online shopping platform have a
significant impact on impulsive buying

Aesthetic Cues

Task Cues

Social Cues

Fig 1: Research Framework

4. Research Methodology

4.1 Sample

The sample size for this study was determined using
Cochran’s formula, which is widely used to calculate the
minimum sample size for proportion-based studies. The
formula is given by:

N=(Z2x p x (1-p)) / E2

Where,

e N=required sample size

e Z=Z-score (1.96 for a 95% confidence level)

e p=estimated proportion of the population (commonly
0.5 if unknown)

e E=margin of error (e.g., 0.05 for +5%)

Given the population size of Northern India, the minimum
required sample size was calculated to be 384.16.
Questionnaires were sent to receive the responses.
Responses were received from 440 participants, of which
405 were selected for analysis after excluding incomplete or
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inconsistent responses. This final sample size exceeds the
minimum requirement, ensuring sufficient variability and
reliability for regression analysis. The chosen responses
were then used for further analysis in the study.

4.2 Measurement Scale

The questionnaire used in this study was developed based
on a thorough review of existing literature and was adopted
from various validated sources. It includes three
independent variables-task cues, aesthetic cues, and social
cues-and one dependent variable, impulsive buying. Items
related to task cues were adopted from Tang and Zhang
(2020) B3 who define task cues as functional elements of
the online shopping environment, such as ease of navigation
and information quality, which influence consumers’
decision-making efficiency and may lead to impulsive
purchases. Social cues, also sourced from Tang and Zhang
(2020) B3I, refer to interactive elements like reviews, ratings,
or recommendations from others, which enhance social
presence and can encourage spontaneous buying. Aesthetic
cues were drawn from Parboteeah et al. (2009) ¢ and
include the visual and design aspects of the platform-such as
layout, color, and imagery-that can trigger emotional
responses and affect impulse buying tendencies. The
dependent variable, impulsive buying, was measured using
items from (Kacen & Lee, 2002 [ (Verhagen & Van
Dolen, 2011) B who define it as an unplanned, spontaneous
purchase influenced by external stimuli. All items were
measured on a five-point Likert scale ranging from 1
(Strongly Disagree) to 5 (Strongly Agree), ensuring
consistency in data collection and facilitating robust
statistical analysis.

4.3 Tools

SPSS 25 was utilized for data analysis, beginning with a
reliability test to assess internal consistency. The overall
Cronbach’s alpha (Cronbach, 1951) [l for the dataset was
calculated as 0.9, indicating a high level of reliability, which
is above the acceptable threshold of 0.7 (Forero, 2014) [6],
The Kaiser-Meyer-Olkin (KMO) (Kaiser, 1974) [ measure
of sampling adequacy was 0.878, confirming that the dataset
was suitable for exploratory factor analysis (EFA).
Additionally, Bartlett’s test of sphericity (Bartlett, 1950) [
was significant, further supporting the appropriateness of
factor analysis. (Williams et al, 2010) [, EFA-Exploratory
Factor Analysis (Spearman, 1904) BU is a statistical
technique used to identify the underlying structure of a set
of observed variables by grouping them into factors based
on their correlations (Watkins, 2018) 71, Since the values
exceeded the minimum threshold, (KMO-.875, Bartlett’s
Test of Sphericity -.0.000. (0.000 < 0.005) the data was
deemed suitable for EFA (Tabachnick et al., 2019) 2,

The study examined three independent variables-task-
related cues, aesthetic cues, and social cues-along with e-
impulsive buying as the dependent variable. To identify
underlying factor structures, principal component analysis
(PCA) was conducted using varimax rotation to enhance
interpretability. Varimax rotation is considered the most
effective and widely used orthogonal rotation method, as it
enhances interpretability by maximizing the variance of
factor loadings within each factor (Fabrigar et al., 1999) 1141,
Factors with eigenvalues greater than 1 were retained to
ensure only meaningful constructs were considered. (Kaiser
Criterion) Items with factor loadings above 0.50 were
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accepted as valid indicators of their respective constructs.
After EFA, as there were no cross-loadings, the reliability of
each factor was reassessed using Cronbach’s alpha. The
reliability values for all constructs were found to be above
the acceptable threshold, confirming strong internal
consistency. The final rotated component matrix, along with
eigenvalues and reliability scores, is included in the
appendix for reference.

Constructs Items Fact_or
Loading
AC1 The platform is visually pleasing. 0.806
AC2 The platform dlsplays a visually pleasing 0.850
design.

AC3 Overall, it is visually appealing. 0.829
TC1 It has features that aIIo_w me to find product 0.803
details.

TC2 It has features that allow me to learn about a 0.749
product.

It has features that allow me to gather
TC3 product details. 0.734
TCa It has features that allow me to examine a 0.771
product.
sc1 The platform aII_ows me to communicate 0.801
with others.

It has features that allow me to share my
SC2 experiences with others. 0.812
sc3 It has features that a_ll9w me to seek others 0.858
opinions.
sca It has features that allow me to contact 0.795
others.
1B1 I buy products online that | had not planned 0.833
to purchase.

When | see an interesting product online, |
1B2 . I 0.843
buy without considering the consequences.
1B3 My purchases online are often spontaneous.| 0.788
1B4 Most of the time | cannot resist buying 0.820
products from the platform.

5. Results

5.1 Demographic Characteristic

Table: Demographic Profile of Respondents (N=405)

. Percentage

Variable Category Frequency (%)

Gender Male 189 46.7%

Female 216 53.3%

Age Below 18 65 16.0%

18-24 134 33.1%

25-34 151 37.3%

35 and above 55 13.6%

Income Group Below 32,00,000 50 12.3%

22,00,000-24,00,000 72 17.8%

24,00,000-26,00,000 103 25.4%

%6,00,000-28,00,000 110 27.2%

Above %8,00,000 70 17.3%

Frequency of Online Rarely 36 8.9%

Shopping )

Sometimes 99 24.4%

Often 189 46.7%

Very Often 81 20.0%

The demographic profile of the study consisted of 405
respondents. In terms of gender distribution, 46.7% of the
participants were male (N=189), while 53.3% were female
(N=216), indicating a fairly balanced gender representation.
The age distribution showed that 16.0% of respondents were
below 18 years of age, 33.1% were in the 18-24 age group,
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37.3% belonged to the 25-34 age group, and the remaining
13.6% were 35 years and above. This reflects a broad age
range, primarily dominated by younger consumers.
Regarding income levels, 12.3% of participants reported an
annual income below %2,00,000, 17.8% earned between
%2,00,000 and 4,00,000, 25.4% were in the ¥4,00,000 to
%6,00,000 range, 27.2% earned between 6,00,000 and
%8,00,000, and 17.3% had annual incomes above 8,00,000.
This distribution ensured the inclusion of participants from
diverse economic backgrounds.

As for online shopping frequency, 8.9% of the respondents
reported shopping rarely, 24.4% sometimes, 46.7% often,
and 20.0% very often. This indicates that a majority of the
respondents were active online shoppers, which adds
relevance and strength to the findings of this study on e-
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impulsive buying behavior.

5.2 Multiple Regression Analysis

Multiple regression analysis was conducted to examine the
combined influence of digital atmospheric cues-specifically
aesthetic, task, and social cues-on e-impulsive buying
behavior. This statistical technique is suitable for analyzing
how multiple independent variables simultaneously impact a
dependent variable providing comprehensive insights into
the significance and strength of these predictors. A
significance level of 5% (p<0.05) was adopted, which is
widely accepted in behavioral research for hypothesis
testing (Di Leo & Sardanelli, 2020) (14,

Summary of hypothesis testing

Null Hypothesis P-Value Accept or Reject
Ho:: Aesthetic cues do not significantly influence consumers’ e-impulsive buying. P=0.000, p<0.05 Reject
Ho2: Task cues do not significantly influence consumers’ e-impulsive buying. P=0.000, p<0.05 Reject
Hos: Social cues do not significantly influence consumers’ e-impulsive buying. P=0.000, p<0.05 Reject

The model summary revealed that the independent variables
explained 96.3% of the variance in impulsive buying
behavior (R?=0.963), indicating a very strong model fit. The
ANOVA results confirmed the model’s statistical
significance, F (3, 401)=3462.706, P=0.000, indicating that
the combination of aesthetic cues, task cues, and social cues
significantly predicted impulsive buying.

Aesthetic cues demonstrated the strongest positive
relationship with impulsive buying ($=0.643, P=0.000),
suggesting that visually appealing designs and layouts on
shopping platforms significantly enhance consumers’
impulsive purchase behavior, thereby rejecting the null
hypothesis. Task cues also showed a significant but smaller
impact (B=0.169, P=0.000), indicating that ease of
navigation, clarity, and functional aspects support impulsive
decisions. Social cues had a moderate effect ($=0.236,
P=0.000), emphasizing the influence of reviews, ratings,
and social presence in triggering impulsive buying
tendencies.

Overall, the findings support all three alternative
hypotheses, establishing statistically significant
relationships between each atmospheric cue and impulsive
buying. Aesthetic cues had the highest influence, followed
by social cues and task cues. The detailed regression output
is included in the appendix for reference.

6. Managerial Implication

To enhance impulsive buying behavior, businesses must
strategically implement aesthetic, social, and task-related
cues across digital shopping platforms. The results of this
study highlight that aesthetic cues exert the strongest
influence on impulsive buying, followed by social cues,
with task cues having a significant yet comparatively lesser
effect. These insights serve as actionable guidance for
digital marketers and UX designers aiming to stimulate
spontaneous purchase decisions.

Given the dominant impact of aesthetic cues, organizations
should prioritize the creation of visually engaging,
emotionally resonant, and cohesive interface designs. High-
resolution imagery, consistent color schemes, intuitive
layouts, and animated transitions can heighten emotional
engagement and draw users toward unplanned purchases.
Investment in UI/UX expertise, along with A/B testing of

design elements, can help identify and deploy the most
effective visual strategies.

Social cues also play a critical role by enhancing trust,
credibility, and social validation. Retailers should
prominently display authentic customer reviews, product
ratings, and real-time purchase notifications. Incorporating
features such as “top-rated,” “frequently bought together,”
or “customers also liked” not only creates social proof but
also nudges consumers toward impulse buying.

Although task cues rank lower in relative influence, they
remain essential for supporting functionality and reducing
cognitive effort. Clear navigation, efficient search bars, fast-
loading pages, and streamlined checkout processes are
foundational elements that sustain user interest and enable
seamless transactions. Ensuring that shoppers encounter
minimal friction while browsing and purchasing can
indirectly reinforce impulsive behaviors triggered by design
and social influence.

In summary, aesthetic design should lead digital strategy,
supported by robust social features and efficient task
structures. An integrated approach that balances visual
appeal, community feedback, and operational usability can
significantly elevate impulsive buying rates and overall
customer satisfaction in online retail.

7. Limitations and Future Prospects

While this study provides valuable insights into the
influence of aesthetic, task, and social cues on impulsive
buying in digital environments, certain limitations must be
acknowledged. Although data collection was conducted
over a broad geographical area, enhancing the
generalizability of findings to some extent, the use of a non-
probability — sampling  technique  still  limits  the
representativeness of the sample. Therefore, caution should
be exercised when extending these results to all consumer
segments.

Additionally, the study focused exclusively on three specific
digital cues-task, aesthetic, and social-while excluding other
potentially influential variables such as emotional triggers,
brand credibility, personalization, and perceived trust.
Future studies should consider a more comprehensive set of
atmospheric and psychological cues to develop a deeper and
more holistic understanding of the factors driving e-
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impulsive buying.

Another limitation is the reliance on self-reported data,
which may be subject to social desirability bias or
inaccuracies in  respondents’ recall.  Incorporating
observational methods, digital behavior analytics, or
controlled experimental designs in future research can
improve the reliability and depth of behavioral insights.
Furthermore, this study did not account for moderating or
mediating variables such as age, personality traits, mood
states, or situational factors (e.g., urgency or time pressure),
which can significantly shape impulsive buying behavior.
Exploring these dimensions can reveal nuanced interactions
and help tailor marketing strategies more effectively.

In sum, while the study contributes meaningfully to
understanding the impact of digital cues on impulsive
buying; future research should expand its scope and
methodological rigor to uncover richer and more
generalizable insights.

8. Conclusion

This study underscores the pivotal role of aesthetic, task,
and social cues in shaping impulsive buying behavior within
online retail environments. Among the three, aesthetic cues
emerged as the most influential, emphasizing the impact of
visually appealing and emotionally engaging digital
interfaces in triggering spontaneous purchases. Task-related
cues also demonstrated a significant effect, indicating that
seamless navigation, intuitive functionality, and clarity of
information can facilitate impulse-driven decisions. While
social cues had a relatively weaker influence, they still
played a meaningful role by reinforcing purchase intent
through customer reviews, ratings, and social proof
mechanisms.

These findings offer practical insights for e-commerce
platforms, highlighting the importance of optimizing
website aesthetics, enhancing user experience, and
embedding social validation strategies to encourage
unplanned purchases. Although the study lays a strong
foundation for understanding how sensory and functional
cues drive impulsive buying, future research should
investigate additional psychological and contextual factors,
including emotional responses, trust, and consumer
personality traits. Examining the interplay among these
elements can provide a more comprehensive understanding
of consumer impulsivity in digital spaces.

References
1. Aragoncillo L, Orus C. Impulse buying behaviour: An
online-offline comparative and the impact of social

media.  Spanish  Journal of  Marketing-ESIC.
2018;22(1):42-62.  https://doi.org/10.1108/SIME-03-
2018-007

2. Bansal R, Bansal T. Impact of artificial intelligence on
online buying behaviour in e-commerce. 2023
International Conference on Advanced Computing &
Communication Technologies (ICACCTech); 2023, p.
484-489.
https://doi.org/10.1109/ICACCTech61146.2023.00085

3. Bartlett MS. Tests of significance in factor analysis.
British Journal of Statistical Psychology. 1950;3(2):77-
85. https://doi.org/10.1111/j.2044-8317.1950.tb00285.x

4. Baker J. The role of the environment in marketing
services: The consumer perspective; 1986.

5. Baker J, Parasuraman A, Grewal D, Voss GB. The

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

~ 664 ~

https://www.allcommercejournal.com

influence of multiple store environment cues on
perceived merchandise value and patronage intentions.
Journal of Marketing. 2002;66(2):120-141.
https://doi.org/10.1509/jmkg.66.2.120.18470

Chan TKH, Cheung CMK, Lee ZWY. The state of
online impulse-buying research: A literature analysis.
Information & Management. 2017;54(2):204-217.
https://doi.org/10.1016/j.im.2016.06.001

Childers TL, Carr CL, Peck J, Carson S. Hedonic and
utilitarian motivations for online retail shopping
behavior. Journal of Retailing. 2001;77(4):511-535.
https://doi.org/10.1016/S0022-4359(01)00056-2
Cronbach LJ. Coefficient alpha and the internal
structure of tests. Psychometrika. 1951;16(3):297-334.
https://doi.org/10.1007/BF02310555

Dailey L. Navigational web atmospherics. Journal of
Business Research. 2004;57(7):795-803.
https://doi.org/10.1016/S0148-2963(02)00364-8
Dawson S, Kim M. Cues on apparel web sites that
trigger impulse purchases. Journal of Fashion
Marketing and Management: An International Journal.
2010;14(2):230-246.
https://doi.org/10.1108/13612021011046084

Leo DG, Sardanelli F. Statistical significance: P-Value,
0.05 threshold, and applications to radiomics-reasons
for a conservative approach. European Radiology
Experimental. 2020;4(1):18.
https://doi.org/10.1186/s41747-020-0145-y

Driskell JE, Olmstead B, Salas E. Task cues,
dominance cues, and influence in task groups. Journal
of Applied Psychology. 1993;78(1):51-60.
https://doi.org/10.1037/0021-9010.78.1.51

Eroglu SA, Machleit KA, Davis LM. Atmospheric
qualities of online retailing. Journal of Business
Research. 2001;54(2):177-184.
https://doi.org/10.1016/S0148-2963(99)00087-9
Fabrigar LR, Wegener DT, MacCallum RC, Strahan EJ.
Evaluating the use of exploratory factor analysis in
psychological  research.  Psychological Methods.
1999;4(3):272-299.
https://doi.org/10.1037/1082-989X.4.3.272

Floh A, Madlberger M. The role of atmospheric cues in
online impulse-buying behavior. Electronic Commerce
Research and Applications. 2013;12(6):425-439.
https://doi.org/10.1016/j.elerap.2013.06.001

Forero CG. Cronbach’s Alpha. In: Michalos AC, editor.
Encyclopedia of Quality of Life and Well-Being
Research. Springer Netherlands; 2014. pp. 1357-1359.
https://doi.org/10.1007/978-94-007-0753-5_622
Gounaris S, Koritos C, Vassilikopoulou K. Person-
place congruency in the Internet Banking context.
Journal of Business Research. 2010;63(9-10):943-949.
https://doi.org/10.1016/j.jbusres.2009.01.017

Hoffman DL, Novak TP. Marketing in hypermedia
computer-mediated environments: Conceptual
foundations. Journal of Marketing. 1996;60(3):50-68.
https://doi.org/10.1177/002224299606000304

Kaiser HF. An index of factorial simplicity.
Psychometrika. 1974;39(1):31-36.
https://doi.org/10.1007/BF02291575

Kacen JJ, Lee JA. The influence of culture on consumer
impulsive buying behavior. Journal of Consumer
Psychology. 2002;12(2):163-176.
https://doi.org/10.1207/S15327663JCP1202_08


https://www.allcommercejournal.com/

Asian Journal of Management and Commerce

21.

22.

23.

24.

25.

26.

217.

28.

29.

30.

Appendix
A)
Coefficients?
Model Unstandardized Coefficients Standardized Coefficients T Sig
B Std. Error Beta )
(Constant) .940 .040 23.221 | .000
1 Aesthetic Cues .581 .022 .643 26.452 | .000
Task Cues .085 .007 .169 11.618 | .000
Social Cues 112 .009 .236 11.976 | .000
a. Dependent Variable: Impulsive Buying

Kim M, Lennon S. The effects of visual and verbal
information on attitudes and purchase intentions in
internet  shopping.  Psychology &  Marketing.
2008;25(2):146-178. https://doi.org/10.1002/mar.20204
Liu X. Impact of task, aesthetic and social cues on
customer identification in social media: Basis for e-
commerce improvement framework. International
Journal of Research Studies in Management.
2024;12(9). https://doi.org/10.5861/ijrsm.2024.1218
Liu Y, Gao Q. Navigate through massive and mixed
online reviews: The role of central and peripheral cues
in consumers’ information search. International Journal
of Human-Computer Interaction; 2024, p. 1-22.
https://doi.org/10.1080/10447318.2024.2336701
Mazaheri E, Richard MO, Laroche M, Ueltschy LC.
The influence of culture, emotions, intangibility, and
atmospheric cues on online behavior. Journal of
Business Research. 2014;67(3):253-259.
https://doi.org/10.1016/j.jbusres.2013.05.011

Oh D, Shafir E, Todorov A. Economic status cues from
clothes affect perceived competence from faces. Nature
Human Behaviour. 2019;4(3):287-293.
https://doi.org/10.1038/s41562-019-0782-4

Parboteeah DV, Valacich JS, Wells JD. The influence
of website characteristics on a consumer’s urge to buy
impulsively. Information Systems Research.
2009;20(1):60-78.
https://doi.org/10.1287/isre.1070.0157

Rayburn SW, Voss KE. A model of consumer’s retail
atmosphere perceptions. Journal of Retailing and
Consumer Services. 2013;20(4):400-407.
https://doi.org/10.1016/j.jretconser.2013.01.012

Robins D, Holmes J. Aesthetics and credibility in web
site design. Information Processing & Management.
2008;44(1):386-399.
https://doi.org/10.1016/j.ipm.2007.02.003

Seock YK. Influence of retail store environmental cues
on consumer patronage behavior across different retail
store formats: An empirical analysis of US Hispanic
consumers. Journal of Retailing and Consumer
Services. 2009;16(5):329-339.
https://doi.org/10.1016/j.jretconser.2009.03.001

Singh N, Rani J. Experimental retail: Conceptualizing
immersive and memorable shopping journeys. In:
Retail Innovations in Business Models. 1Gl Global
Scientific Publishing; 2025, p. 31-50.
https://doi.org/10.4018/979-8-3693-7620-1.ch003

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

https://www.allcommercejournal.com

Spearman C. ‘General intelligence,” objectively
determined and measured. The American Journal of
Psychology. 1904;15(2):201.
https://doi.org/10.2307/1412107

Tabachnick BG, Fidell LS, Ullman JB. Using
multivariate statistics. 7th ed. Pearson; 2019.

Tang J, Zhang P. The impact of atmospheric cues on
consumers’ approach and avoidance behavioral
intentions in social commerce websites. Computers in
Human Behavior. 2020;108:105729.
https://doi.org/10.1016/j.chb.2018.09.038

Van Der Heijden H. Factors influencing the usage of
websites: The case of a generic portal in The
Netherlands. Information & Management.
2003;40(6):541-549.
https://doi.org/10.1016/S0378-7206(02)00079-4
Verhagen T, Dolen VW. The influence of online store
beliefs on consumer online impulse buying: A model
and empirical application. Information & Management.
2011;48(8):320-327.
https://doi.org/10.1016/j.im.2011.08.001

Wakefield RL, Wakefield KL, Baker J, Wang LC. How
website socialness leads to website use. European
Journal of Information Systems. 2011;20(1):118-132.
https://doi.org/10.1057/ejis.2010.47

Watkins MW. Exploratory factor analysis: A guide to
best practice. Journal of Black Psychology.
2018;44(3):219-246.
https://doi.org/10.1177/0095798418771807

Wells J, Parboteeah V, Valacich J. Online impulse
buying: Understanding the interplay between consumer
impulsiveness and website quality. Journal of the
Association for Information Systems. 2011;12(1):32-
56. https://doi.org/10.17705/1jais.00254

Williams B, Onsman A, Brown T. Exploratory factor
analysis: A five-step guide for novices. Australasian
Journal of Paramedicine. 2010;8:1-13.
https://doi.org/10.33151/ajp.8.3.93

Wu T, Jin Y, Ni Y, Zhang D, Kato H, Fu Z. Effects of
light cues on re-entrainment of the food-dominated
peripheral clocks in mammals. Gene. 2008;419(1-
2):27-34. https://doi.org/10.1016/j.gene.2008.04.010
Zhao Y, Li Y, Wang N, Zhou R, Luo X. A meta-
analysis of online impulsive buying and the moderating
effect of economic development level. Information
Systems Frontiers. 2022;24(5):1667-1688.
https://doi.org/10.1007/s10796-021-10170-4

~ 665 ~


https://www.allcommercejournal.com/

Asian Journal of Management and Commerce https://www.allcommercejournal.com

Rotated Component Matrix

B)
Rotated Component Matrix?
Component
1 2 3 4
AC1 271 -.005 .158 .806
AC2 .230 .046 .183 .850
AC3 233 .064 .216 .829
SC1 .186 .801 .015 -.022
SC2 .076 .812 176 -.010
SC3 .092 .858 .059 .061
SC4 .037 795 211 102
TC1 .027 121 .803 .018
TC2 .362 .220 .749 221
TC3 194 .081 734 .332
TC4 294 132 771 .226
IB1 833 .094 .158 151
1B2 .843 .087 .209 .225
IB3 .788 .110 167 .218
1B4 .820 .168 171 270

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.?

a. Rotation converged in 5 iterations.
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