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Abstract 

This study is devoted to building a miniature of an impulse buying behavior in department stores, 

which is influenced by customer engagement, Brand performance, and brand love   factors, which 

involve the role of positive emotions as a mediator in the context of Pakistan. A quantitative 

approach examines empirical relationships. Characteristics of the questionnaire invite respondents 

to be surveyed at shopping malls and Departmental Stores in Pakistan Punjab who are instructed 

to use purposive sampling. In the next procedure, interpreting the data is processed with SmartPLS, 

which emphasizes the structural model. The results of the investigation demonstrated that customer 

engagement had a significant effect on positive emotions at shopping malls and Stores. However, 

the brand performance actually has a significant effect on positive emotions at Stores, but has no 

effect at shopping malls. It was also detected that positive emotions have a significant effect on 

impulse buying at shopping malls. Interestingly, it has no impact in the case study at Stores. Later, 

customer engagement appeared to have a significant effect on impulse buying at Stores, while at 

shopping malls it did not. Further exploration also found that the brand performance had a 

significant effect on impulse buying at shopping malls, while at Stores it had no effect. This work 

also confirms that the brand love has no effect on impulse buying at shopping malls and Stores. 

The motives for impulse buying, Brand performance, and positive emotions need to be adjusted to 

the broader analysis design in the future. There are striking differences with previous studies, thus 

providing a gap that is very suitable for the context of impulse buying. 

Keywords: Customer engagement, Brand Performance, brand love, positive emotions, impulse 

buying. 

1. Introduction 

Various forms of accessibility to comfort, speed, and great service are being offered to customers 

by the contemporary retail industry.  Even while traditional approaches still have a place, 

marketers need to shake things up by offering new things, like longer hours and lower prices 

(Kartika et al., 2020). Businesspeople need to be imaginative to come up with the correct methods 

and concepts to win over customers, since consumer purchasing behavior and preferences also 

differ from person to person (Ramadania et al., 2022). Dept. stores are one kind of retail 

establishment.  In cities, you can find a wide selection of department shopping malls that serve 

certain customer needs.  Stores catering to the well-to-do in Indonesia include Sogo, Seibu, Metro 

Department Store, Debenhams, Harvey Nichols, and Marks-Spencer.  However, middle-class 
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consumers are the focus of department store chains like Shopping Malls Department Store, Stores 

Carrefour, Ramayana, and Batik Keris.  Department stores are now vying for customers' interest 

in re-engaging with things they were previously uninterested in.  Impulsive purchases are what 

this is known as. Shopping malls and Department Stores are served as examples for this research. 

so, choosing these two objects makes sense.  Consumers also frequent this location.  Clothing, 

jewelry, cosmetics, and other fashion items are among the many things they find in the assortment 

to be diverse and extensive.  The impulsive purchase of fashion products by customers is an area 

of interest for researchers. Since fashion items are the most commercially successful, that is 

where the research is concentrated.  Clothing and other fashion items are frequently bought on 

the spur of the moment, according to Maruf (2005).  This is relevant to the work of (Chauhan et 

al., 2021) and (S. Lee et al., 2023) which argue that consumers often buy things like clothes, 

jewelry, and cosmetics on impulse.  According to (Nurhadi et al., 2024) millennials are more 

likely to make impulsive purchases of fashion items when they see the tag on the product's 

performance. This report delves on the elements that drive impulsive purchases of fashion items 

at shopping malls and stores.  Impulse buying refers to the tendency for people to make hasty 

purchases when they are in the store, often influenced by their emotions.  Also, we're hoping to 

introduce a fresh impulse buying pattern to the market. In short, impulsive buying is described 

as a behavior of purchasing that was not before acknowledged cognitively via thoughts or 

formulated purchase intents (Adha&Utami, 2021). In a wide perspective, impulse buying is an 

unexpected, powerful, insistent, and unplanned need to purchase something altogether with little 

concern for the hazards.  Consumers need to focus on point- of-sale interactions with purchasers 

that are typically missed.  For ease, impulsive buying places the weight on the things that clients 

want and buy without devoting a lot of time.  These things are cheap, traditional, and don't need 

any maintenance. Many books and articles have been written around the topic of impulse 

purchases.  According to research. (Kim & Sullivan, 2019) people's purchasing habits, positive 

feelings, and customer engagements all have a role in impulsive purchases. (R. A. 

Alfarizi&Rachma, 2019) react to factors that encourage impulsive purchases, such as sales, a 

pleasant Brand Performance and pleasant emotions.  The store's atmosphere, contextual elements, 

and pleasant emotions were among the variables studied by (Ramadania et al., 2022) as having a 

optimistic outcome on impulse purchases. As per research (Tang et al., 2014) impulsive 

purchases were positively impacted by the bonus pack, but not by brand love. (Prasetyo et al., 

2020) concur that the availability of time and money will encourage unexpected purchases.  All 

of these factors—time, money, the store's atmosphere, the value of the brand's performance, and 

good feelings—work together to influence impulsive buys.  Hedonic customers are those who 

seek enjoyment in relation to business operations, according to  (Rahmawati et al., 2018) As a 

component of a good emotional reflection, customers also place a premium on happiness. This 

report adds to the existing body of research by focusing on a number of additional features that 

affect people's propensity to perform impulsive purchases: positive emotions, brand love, retail 

environment, and customer involvement. Customer engagement was the first dimension 

examined.  By suggestion (J. Park, 2006) believe that customer engagement serves a crucial part 

in impulse buying.  Interaction with customers develops a tool that is absolutely necessary for an 

event in particular.   Its activation draws focus to a novel experience—the joy of purchasing 

(Rook & Fisher, 1995). Therefore, customers are regularly hit by impulse buying when prompted 

by hedonic cravings.  Things like enjoyment, imagination, social dynamics, and emotional factors 

also play a role, in addition to monetary considerations.  However, according to 

(Zayusman&Septrizola, 2019) there is no connection between customer interaction and impulse 

buying. The role of good emotions and brand loyalty in promoting impulsive purchases is also 

investigated (Iyer et al., 2019). The only thing that can boost impulsive purchases is a passionate 

attachment to a brand.  Furthermore, research that connects brand loyalty to impulsive purchases 
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is supported by (Luo et al., 2015). A beneficial, but insignificant, short-term effect does exist.  

The setting of impulse purchases is ideal for filling the void that has been created by the 

significant disparities with earlier research.  The goal of this article is to take a look at how 

department stores display impulsive purchases.  Studying antecedent variables, such as customer 

connection, store atmosphere, and brand love on impulse purchase, researchers commit to two 

important contributions.   Emotional well-being plays an equally important mediating role in 

increasing impulsive purchases.   The study's purpose, significance, and contribution are to 

identify and emphasize the role of consumer involvement, store ambiance, and brand love in 

generating positive emotions and impulsive purchases.   Few research in the marketing and 

business fields have addressed the connection between these five criteria, as far as the authors 

are aware. 

2. Literature Review and Hypothesis Framework 

2.1.   Customer engagement – Positive Emotions 

The three dimensions of customer engagement—cognitive, emotional, and behavioral—are often 

considered to be interrelated (Hollebeek et al., 2016).LSC provides a platform for online 

communities centered around social relationships, facilitating two-way communication between 

viewers and content creators.  According to (Bilal et al., 2021) highlighting the possible 

supplementary significance of a social component for consumer involvement (Hollebeek et al., 

2019) (Vivek et al., 2014) ,(Brodie et al., 2013); (Perotti et al., 2024), (Rahman et al.2021) (E. L. 

Olson, 2013) hold the belief that they can transmit positive emotions to other people. According 

(H. Dewi, 2016) good emotions are those that everyone wants more of. Feeling content, happy, 

and cheerful is what it's like. Emotions of positivity arise when people place a premium on the 

performance of brands.  Learning is a condition for pleasant emotions, and it also connects us to 

the perceptual level. (Lukito&Tulipa, 2016) (Byun& Mann, 2011), (de Oliveira Santini et al., 

2020) and (Tsai et al., 2020) there is a connection between customer engagement and positive 

emotions. This background information forms the basis for the following first hypothesis: 

H1. Customer engagement influences positive emotions. 

2.2. Brand performance – Positive Emotions 

Brand performance is a critical factor in shaping consumer emotions, particularly in fostering 

positive emotional responses such as trust, satisfaction, and attachment. A well-performing brand 

that consistently delivers quality, reliability, and value enhances consumer confidence and 

generates favorable emotional associations (Keller &Papasan, 2013). Positive brand experiences, 

such as excellent customer service, innovative products, and effective marketing communication, 

contribute to emotional bonding and long-term loyalty (Aaker, 1991).Studies suggest that when 

consumers perceive a brand as successful and reputable, they develop positive emotions like 

happiness and excitement, which influence their purchasing decisions (Delgado-Ballestear et al., 

2003) & (Delgado‐Ballester& Luis Munuera‐Alemán, 2005). 

Also, existing branding tactics used by high achieving brands make consumers feel happiness, 

recall memories, or trust in their brands (Olney et al., 1991). According to the literature, positive 

emotional response due to brand execution also influenced convenience, repurchasing, and word-

of-mouth (Oliver, 1999). On the same note, digital marketing and social media interactions also 

bolster this emotional bonding, whereby the consumers interact with the brands through experience 

(Hassan et al. 2017; Hollebeek&Macky, 2019). In the end, performance is not only a figure of the 

company position in the market but indicates the depuration degree which a brand is able to 

influence consumer’s feelings thus creating a better relationship between brand and customer 

loyalty. Positive emotions themselves are a mood which contains the indicators of the extent of 

consumer decision making in shopping. 
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(Tirmizi et al., 2009). (Jan et al., 2013), (Andani&Wahyono, 2018), (Larasati&Yasa, 2021), 

Rahman et al(2021) and (Ramadania et al., 2022) also note that the relation between brand success 

and happiness can be described as rather positive.  It makes sense to schedule the second 

hypothesis that follows: 

H2. Brand performance evokes positive emotions. 

2.3. Brand love   – Positive Emotions 

According to (Carroll et al., 2006) "the extent of fervent emotional connection a contented 

consumer possesses for a specific brand" is what makes a brand loved. Although brand love is 

distinct from attitude, involvement, and satisfaction, but there is a optimistic connection between 

the three (Albert et al., 2008) (Thomson et al., 2005). Because consumers form attachments to 

certain things or experiences, it transposes their feelings into transient constructs.  Accompanying 

its maturation, they viewed pleasant emotions as a productive reaction to an input from the 

influencing dimension.  A stronger application of brand love will elicit more positive sentiments 

from customers (Lim & Kim, 2019). (Kumala&Wardana, 2021) assert that positive feelings 

based on brand love are strongly associated with promotion. (Gumilang&Wulandari, 2016), 

(Apriliani, 2017),and (ZainolAbidin et al., 2017) brand love stimulates good emotions when 

buying.  The third hypothesis can logically propose the following: 

H3. Brand love influences positive emotions. 

2.4. Positive Emotions – Impulse Buying 

Consumers' ability to make strong purchasing decisions is influenced by their moods, which they 

see as pleasant emotions (Tirmizi et al., 2009). For one thing, people tend to acquire things on 

the spur of the moment rather than after giving them any thought (Jun et al., 2008). (Wang et al., 

2021) customers engage in impulse buying when they perform a purchase without giving it much 

thought. Importantly, (J. Park, 2006) clarified that one's emotional state influences their mood, 

which in turn influences their purchasing decisions. The effects of intense emotions are behavior-

dependent (Kádeková et al., 2018). People who openly display their happiness are more probable 

to perform impulsive purchases when they are nearing the decision to buy (Widagdo& Roz, 

2021). Accordingly, impulsive purchases are influenced by consumers' emotions (S. P. Dewi& 

Cynthia, 2018). Returning to the powerful want to purchase, customers no longer exercise 

reasonable thought.  In this situation, positive consumer emotions like happiness and joy facilitate 

impulsive purchases.  Positive emotions are associated with more impulsive purchases, according 

to the research cited here (Girianto et al., 2022). In addition, several researchers have found that 

pleasant emotions are the root cause of impulse purchases (Lukito&Tulipa, 2016), 

(Andani&Wahyono, 2018), (Ramadania et al., 2022), (de Oliveira Santini et al., 2020), and (M. 

Alfarizi, 2021, Imran et al. 2023). We now put up the following fourth theory:  

H4. Positive emotions influence impulse buying. 

2.5. Customer engagement – Impulse Buying 

(C. Park et al., 2005) detail the possibility that a higher level of brand performance enhances 

impulsive purchases.  Consumers frequently succumb to hedonic cravings or other non-economic 

reasons for engaging in impulsive purchase, which is a major problem.  An increase in impulsive 

purchases occurs when consumers' expectations of a brand's performance are mostly based on 

their enjoyment.  Brand performance responded strongly to impulse purchases, according to 

(Campbell et al., 2013). There is a favorable connection between user engagement and impulsive 

purchases, as highlighted by (Yigit&Velioglu, 2020) (Hussain et al.2011; Yu &Bastin, 2010), 

and (Khan et al., 2025). The following was proposed as the fifth hypothesis: 
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H5. Customer engagement influences impulse buying. 

2.6. Brand performance – Impulse Buying 

Brand performance performs a vital part in influencing impulse buying by shaping user trust, 

emotional engagement, and purchasing behavior. A strong brand with high market performance 

enhances brand equity, fosters positive emotions, and reduces perceived risks, making consumers 

more likely to make unplanned purchases (Verplanken& Sato, 2011). Brands that maintain a 

strong reputation and leverage innovative marketing strategies, such as personalized 

advertisements and influencer collaborations, create an engaging shopping experience that 

stimulates impulsive buying tendencies (Zhang &Shrum, 2009); (K. Il Park & Park, 2018). 

Additionally, a brand’s digital presence further amplifies this relationship by using targeted 

promotions and limited-time offers to trigger spontaneous purchases. Thus, brand performance 

is not just a measure of financial success but also a psychological driver of impulse buying 

behavior. The lengthy discussion led to the conclusion that the store atmosphere is responsible 

for customers' impulsive purchases (Nuzula et al., 2017). Research on brand performance and 

impulsive purchases is heavily supported by the combined results of (Mohan et al., 2013), 

(Saidon et al., 2021), and (Ramadania et al., 2022). In light of this extensive explanation, we will 

make an effort to formulate the following sixth hypothesis:  

H6. Brand performance influences impulse buying. 

2.7. Brand love   – Impulse Buying 

From a tactical standpoint, promoting brand loyalty is an assured way to boost sales.  In reality, 

brand love pricing is a strategy for gradually cutting costs over time, with the consumer still 

seeing the product at its most expensive (J. M. Olson et al., 2014). Tools associated with a 

beloved brand can entice customers to check it out and make a purchase (Santini et al., 2015). 

Consumers believe that they will save more money when they apply brand love to prices that 

were already high.  This is one area where the brand love philosophy encourages impulsive 

purchases. The idea of brand love was suggested by (Kotler et al., 2010) and is characterized as 

sales reduction schemes that offer consumers savings off the price mentioned on the product's 

packaging or label. Previously static and falling sales are now entering an experimental phase 

thanks to brand love (Gupta & Cooper, 1992). The company promotes the "trial and error" 

method of purchasing.  Many manufacturers use short-term profit maximization tactics based on 

brand love to entice them to participate.  Additionally, they provide brand loyalty to entice 

customers to make impulsive purchases. Impulse purchases are influenced by the duration and 

unit brand love period (Aragoncillo&Orus, 2018). The findings of a recent study by 

(Nabilah&Umaimah, 2022), (Gumilang&Wulandari, 2016), and (Apriliani, 2017) on the effects 

of brand love on maximizing spontaneous purchases are highly significant.  As a result of the 

critical nature of brand loyalty, the seventh hypothesis is developed: 

H7. Brand love influences impulse buying. 

3. Research Methodology 

3.1. Variable Measurement 

A synopsis of the study's theoretical underpinnings is provided.  In order to provide empirical 

evidence for the hypothesis, the research system is modified to fit the explanation.  In order to 

build the flow between many factors and theories for marketing management, researchers first 

seek an explanation of the causal effect (Ratnasari et al., 2021). Customer engagement, Brand 

performance, brand love, good emotions, and impulsive buying are the five variables that will be 

described in this process by way of a cause-and-effect relationship.  We can make some broad 

generalizations from this.  On the basis of direct and mediated effects, seven hypotheses were 

developed. 



______________________________________________________________________________________ 
Volume: 3, No: 1  January-March, 2025 

2481 

 

3.2. Data and Samples 

Consumers in Punjab (Pakistan) are invited to join the populace at Punjabi shopping malls and 

department stores.  The scholars do not know the actual number of informants, hence this type 

of population is supported by an infinite population.  Roughly 25 times the independent variable 

is the sample size (E. S. Dewi et al., 2022). The stipulation is that the number of independent 

variables are three variables, so that it reaches 3 x 25 units = 75 respondents.  We took N = 100 

samples to be sure none of them were faulty.  Purposive sampling can circumvent sample 

determination by taking applicable factors into account, according to Tandoh et al. (2022), 

without disregarding scientific requirements.  People who are capable of making a decision and 

are at least 17 years old are part of the sample requirements.  Participants in the study are those 

who have shopped for fashion items in the two stores on a whim at least three times in the past 

six months.  Based on numerous demographic variables, the respondents' social portrait is 

reflected.  A total of 67% of the people polled were female, while 33% were male.  As a result, 

54% of female buyers are housewives and parents, 31% are single, and 15% have experienced 

divorce (widows and widowers).  Curiously, the writers also gathered additional profiles, 

including the respondents' occupations and educational backgrounds.  In this case, there is no 

correlation between respondents' shopping interests and their level of education; 66% of 

respondents have only completed high school, 24% have earned a bachelor's degree or its 

equivalent, and 10% have a master's degree. Data gathering via the survey method include 

sending out questionnaires and conducting in-depth interviews (Sujarweni, 2017). Value of brand 

performance, Customer engagement, brand love, pleasant feelings, and impulse purchases are 

some of the topics covered in the stages of the survey instrument, which collects information 

using logical questions in line with the study's direction. The use of a purposive sample is highly 

encouraged throughout the core inquiry phase.  The authors split the workstations into two groups 

since the respondents were pertinent to the two areas of study.  Mr. Muhammad Asif and Mr. 

Amir conducted the interviews at the Shopping Malls Department Store, the first venue. 

3.3. Model Specification 

The responses from the sample were collected and processed using SmartPLS software. The 

questionnaire was administered online through Google Forms.  The study's findings were 

explained via path analysis. (Mallmann&Maçada, 2021) assume four patterns of analysis, 

including a validity and reliability test for the instruments, a test for normalcy, a test for the 

models, and a partial hypothesis test. 

4. Findings 

4.1. Validity and Reliability 

In the first stage, we used testing tools to ensure the questionnaire's validity and reliability.  That 

the research instrument was accurate was demonstrated by the results of the instrument test.  

According to Table 1, the relevant variables take a back seat to the AVE roots for all variables at 

Shopping Malls Department Store and Stores Carrefour.  So, discriminant validity is now 

satisfied. 
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Table 1.Square roots of AVE and correlation among latent variables 

Objec

t 

 Shopping 

malls 

   Stores   

 X1 X2 X3 Z Y X1 X2 X3 Z Y 

X1 0.797 0.543 0.645 0.7

09 

0.142 0.859 0.622 0.703 0.7

97 

0.481 

X2 0.543 0.815 0.660 0.5

83 

0.134 0.622 0.802 0.776 0.7

75 

0.143 

X3 0.646 0.660 0.791 0.7

71 

0.006 0.703 0.776 0.848 0.8

04 

0.252 

Z 0.708 0.583 0.771 0.8

23 

0.184 0.797 0.775 0.804 0.8

44 

0.339 

Y 0.142 0.134 0.006 0.1

83 
0.758 0.488 0.143 0.253 0.3

39 
0.826 

Source: data output. 

The reliability of the questionnaire was assessed by relevant work.  The questionnaire's size in 

the field must undergo two phases: composite reliability and internal consistency reliability.  

Composite dependability is achieved when the coefficient exceeds 0.70.  Consequently, internal 

reliability aligns with Cronbach's alpha > 0.70, thereby satisfying the assumption. 

Table 2.A Summary of Composite Reliability (CR) and Cronbach’s Alpha (CA) 

Variables Shopping malls  Stores  

 CR CA CR CA 

X1 0.840 0.714 0.918 0.881 

X2 0.932 0.914 0.926 0.906 

X3 0.908 0.877 0.939 0.924 

Z 0.926 0.904 0.937 0.921 

Y 0.889 0.854 0.927 0.907 

Source: data output. 

Table 2 above illustrates the enhancement in reliability.  In Carrefour shopping malls and stores, 

the CR and CA for X1, X2, X3, Z, and Y exceed 0.70.  The reality interpreting the questionnaire 

has satisfied the criteria for both reliabilities. 

4.2. Structural Evaluation 

In order to use an inner model—which shows the relationship among latent variables according 

to substantive theory—an assessment of the structural model was carried out. This model 

includes the inner relations, structural model, and substantive theory.  We took a look at the R-

Square inner model for endogenous latent variables.  In addition to the results, Stone-Geisser 
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backed up the inner model analysis using a t-test, probability coefficients of structural route 

parameters, and Q-Square predictive relevance.  According to (Sukesti et al., 2021) changes in 

the R-Square score provide a substantial reflection of the effect among variables. Table 3 displays 

the results of the R-squared evaluation for the shopping malls. 

Table 3.The rule of thumb inner model in shopping malls 

Variables R2 Criteria Q2 Criteria 

Impulse Buying 0.111 Weak 0.054 Weak 

Positive Emotions 0.663 Moderate 0.432 Strong 

Source: data output. 

Table 3 presents the R2 score for impulse buying, which is 11.1%.  This indicates the capacity of 

X1, X2, X3, and Z, which ultimately diminishes Y.  The R2 value for happy emotions is 66.2%.  

The evidence indicates that X1, X2, and X3 have influenced Z by 66.2% (moderate). 

It is advisable to await the Q2 score, when impulse buying has increased by 5.5%, but under weak 

criteria, resulting in a low observation model.  According to Fig. 3, the Q2 score elucidates the 

assessment of the structural model in shopping malls for good emotions, which stands at 43.3%.  

The observation model categorized as strong pertains to good feelings. 

Table 4 evidences the attainment of R2 for impulse buying.  The acquisition of 25.2% indicated 

that variables X1, X2, X3, and Z contributed to Y, despite the classification being rather weak.  

The R2 for pleasant emotions is robust, indicating that X1, X2, and X3 may account for Z up to 

78.1%. 

Table 4.The rule of thumb inner model in Stores 

Variables R2 Criteria Q2 Criteria 

Impulse Buying 0.252 Weak 0.173 Moderate 

Positive Emotions 0.781 Strong 0.549 Strong 

Source: data output. 

In a constructive context, the Q2 score for impulse buying reached 17.3% (moderate). On the 

other hand, 54.9% of positive emotions were achieved, or this model is recorded as strong. Fig. 

4 displays the structural framework of Stores. 

4.3. Structural Evaluation 

Table 5 indicates that four hypotheses exert a substantial influence, whereas the remaining three 

hypotheses do not demonstrate a significant effect.  For events on the shopping malls, the first, 

third, fourth, and sixth hypotheses produced T-statistics over 1.96, with p-values below 0.05.  

From the alternative perspective, as shown in the second, fifth, and seventh hypotheses, the T-

statistic was less than 1.96 and the p-value above 0.05. 
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Table 5. Recapitulation of regression in shopping malls 

Path Coef. T-statistic P-value Remarks 

H1: X1→ Z 0.352 4.674 0.000 Significant 

H2: X2 → Z 0.059 0.566 0.572 Insignificant 

H3: X3 → Z 0.059 6.995 0.000 Significant 

H4: Z → Y 0.504 2.084 0.038 Significant 

H5: X1 → Y 0.439 0.940 0.348 Insignificant 

H6: X2 → Y 0.155 1.961 0.050 Significant 

H7: X3 → Y -0.320 1.137 0.256 Insignificant 

Source: data output. 

Table 6.Recapitulation of regression in Stores 

Path Coef. T-statistic P-value Remarks 

H1: X1→ Z 0.413 5.190 0.000 Significant 

H2: X2 → Z 0.301 4.100 0.000 Significant 

H3: X3 → Z 0.280 3.504 0.000 Significant 

H4: Z → Y 0.112 0.671 0.502 Insignificant 

H5: X1 → Y 0.652 6.248 0.000 Significant 

H6: X2 → Y -0.260 1.876 0.061 Insignificant 

H7: X3 → Y -0.003 0.020 0.984 Insignificant 

Source: data output. 

Research on hypothesis testing at Stores revealed that the first, second, third, and fifth hypotheses 

were statistically significant (T-statistic > 1.96 and p < 0.05).   The fourth, sixth, and seventh 

hypotheses were considered insignificant due to a T-statistic below 1.96 and a p-value over 0.05. 

5. Discussion 

The time-consuming process is actually concerned with creating a successful brand performance 

(Ramadania et al., 2022) and (Beatty & Ferrell, 1998). Customers' good feelings are not entirely 

under their control, even when they don't know it.  Consequently, customers should be able to 

express themselves freely in the store, as this is a key component of a satisfying shopping 

experience.  Their innate enthusiasm for buying and contentment will draw them in. Sellers that 

are attuned to the intensity of decision-making are nimble enough to adjust to customer moods.  

Even though people's moods don't magically change, being in a beautiful place can make them 

feel better.  Naturally, there is a strong correlation between product interest, sales, and eventual 

purchases (Suryani&Syafarudin, 2021). 
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(Ramadania et al., 2022) a good environment can help individuals overcome bad emotions and 

experience a change in their mood.  This perspective is pertinent to the study cited by (Sinaga et 

al., 2012), which found that happy emotions effectively moderate the relationship between brand 

performance and impulsive purchases. To the contrary, (Baker et al., 2002) disproved this theory. 

Feeling good about a company doesn't necessarily lead to more sales or more impulsive 

purchases. (H. Park & Lennon, 2006) stated that emotion is the key to customers' deciding factors 

while making purchases.  When a person's negative mood doesn't dampen their good feelings, 

their emotional response and disposition toward their surroundings can serve as a catalyst for the 

seller's offer.  Since buyers do not limit their emotions to a specific threshold, impulsive 

purchases tend to be more stable.  They no longer find any joy or satisfaction in manipulating 

customers' thoughts (Kumala&Wardana, 2021). 

Brand loyalty is another factor that makes customers buy things on the spur of the moment.  

People are more likely to keep buying from brands they adore (J. E. Lee & Chen-Yu, 2018). 

According to (Kotler et al., 2010) cuts make it harder for producers to adopt marketing policies. 

Brand loyalty also increases the frequency and size of purchases (Natalia et al., 2020). An 

analysis of impulsive purchases made at the mini market has been conducted (Larasati&Yasa, 

2021). Applying brand love leads to more impulsive purchases, according to the results.  

Actually, fans of the brands sold at Mall of Multan are more likely to make impulsive purchases. 

(Hidayah&Marlena, 2021) published the most recent result after attempting to analyze the 

effectiveness of the connection between store ambiance and customer engagement in evoking 

pleasant emotions and impulsive purchases.  The most recent innovations in brand performance 

and brand love, however, necessitate further research into a number of areas. (Arifin et al., 2024) 

looked studied is how good feelings and brand loyalty affect the likelihood of impulsive 

purchases. The only thing that can boost impulsive purchases is a passionate attachment to a 

brand. (Wilujeng et al., 2023) also takes into account research that connects brand loyalty to 

impulsive purchases made at shopping centers.  Indeed, there is a beneficial benefit in the short 

run, however it is not statistically significant. 

The atmosphere of the business is another factor that contributes to the problem of impulse 

purchases.  Part of what makes a store an environment includes things like the layout, the music, 

the lighting, the scenario, the workers, and the merchandise.  Products, attitudes toward the room 

or location, and other people's or consumers' social conduct are all examples of the physical and 

social aspects of the external world (Ramadania et al., 2022). 

(GhafoorAwan&Rehman, 2014) customers are influenced by store features like lighting and 

music, which might lead to impulsive purchases.  According to certain hypotheses, customers' 

perceptions of a store's physical layout are influenced by their senses of sight, smell, taste, and 

hearing (Mohan et al., 2013).  

The effectiveness of the brand contributes to the development of a desire or emotion to purchase.  

Eight crucial aspects of a store's environment—including temperature, scent, music, lighting, 

color, visual form, positioning, corridor space, and layout—are considered (Enget et al., 2020). 

6. Conclusion, Limitation and Implication 

In this study, we look at how positive emotions moderate the connection between consumer 

involvement, Brand Performance and impulse purchase.  Customer interaction is associated with 

a rise in good feelings, according to empirical evidence.  In shopping malls, though, good feelings 

are unaffected by brand performance.  Strangely, whereas customer engagement significantly 

affected impulse purchases in stores, pleasant emotions had no effect on them in shopping malls.  

The brand's performance for impulse purchases is substantial at shopping malls but negligible at 

stores.  Finally, in both items, only brand love was unable to influence impulsive purchases. 
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The study limited its focus to shopping centers and retail establishments in order to avoid a 

potential for ambiguity.  Further research should compare different places about the factors that 

influence customers' impulse purchases if we want to see more growth in the future.  Ideas, both 

theoretical and practical, for keeping the brand's performance at retail locations and shopping 

malls high.  Despite its extreme nature, prioritizing consumer interests and reinvigorating 

regulations surrounding brand love are essential.  Customers are more likely to buy on the spur 

of the moment when presented with creative incentives, such brand love gifts for loyal customers 

and family.  Sellers can avoid consumer complaints by creating a more appealing retail setting. 

For the purpose of illuminating the future, academic insights suggest thoughts about more hints 

and study constraints in order to give direction, possibilities, and create limited discoveries.  In 

addition, the research provides optimism for future endeavors to enhance the decision-making 

process of marketers by taking a more holistic view of the empirical findings.  Currently, the 

buying process is still very manual and centered around customers physically visiting stores. 

However, this needs to change in order to accommodate more modern methods of shopping, such 

as conducting business online, forming partnerships with apps that facilitate product delivery, 

and implementing other innovative strategies. 

7. Acknowledgements 

No potential conflicts of interest have been identified by the writers. 

8. Funding 

This research did not receive any funding from other organization or institution. 

References: 

Aaker, D. (1991). Brand equity.La Gestione Del Valore Della Marca, 347, 356. 

Adha, H. V., &Utami, W. (2021). The effect of brand experience, brand personality and brand 

trust on brand loyalty. Journal of Business and Management Review, 2(12), 861–871. 

Albert, N., Merunka, D., &Valette-Florence, P. (2008).When consumers love their brands: 

Exploring the concept and its dimensions.Journal of Business Research, 61(10), 1062–

1075. 

Alfarizi, M. (2021). Analysis of Sharia Financial Literature Factors and Planning Behavior 

Towards Intention to Using Sharia Banking Products During the Covid-19 Pandemic. El-

Qish: Journal of Islamic Economics, 1(2), 144–158. 

Alfarizi, R. A., &Rachma, N. (2019). M. Hufron." The effect of sales promotion and store 

atmosphere on impulsive purchasing with positive emotions as an intervening variable to 

consumers of SuperindoTlogomas Malang.".Journal.University Of Islam. 

Andani, K., &Wahyono, W. (2018). Influence of sales promotion, hedonic shopping motivation 

and fashion involvement toward impulse buying through a positive emotion. Management 

Analysis Journal, 7(4), 448–457. 

Apriliani, F. (2017).The Analysis of Students’ Ability in Mastering Simple Past Tense: A Case 

Study at Eighth Grade of SMP N 19 Purworejo in the Academic Year of 2016/2017. PBI-

FKIP. 

Aragoncillo, L., &Orus, C. (2018). Impulse buying behaviour: an online-offline comparative and 

the impact of social media. Spanish Journal of Marketing-ESIC, 22(1), 42–62. 

Arifin, M. S., Prakoso, T., Yandari, A. D., &Apriliani, R. (2024). Structural Model Analysis of 

The Relationship Between Cross-National Trade, Use of Technology and Labor Costs. 

JurnalSistimInformasi Dan Teknologi, 48–53. 



______________________________________________________________________________________ 
Volume: 3, No: 1  January-March, 2025 

2487 

Baker, J., Parasuraman, A., Grewal, D., & Voss, G. B. (2002). The influence of multiple store 

environment cues on perceived merchandise value and patronage intentions. Journal of 

Marketing, 66(2), 120–141. 

Beatty, S. E., & Ferrell, M. E. (1998). Impulse buying: Modeling its precursors. Journal of 

Retailing, 74(2), 169–191. 

Bilal, M., Jianqu, Z., & Ming, J. (2021). How consumer brand engagement effect on purchase 

intention? The role of social media elements.Journal of Business Strategy Finance and 

Management, 2(1), 44–55. 

Brodie, R., Ilic, A., Juric, B., research, L. H.-J.of business, & 2013,  undefined. (2013). Consumer 

engagement in a virtual brand community: An exploratory analysis. Elsevier. 

https://doi.org/10.1016/j.jbusres.2011.07.029 

Byun, S.-E., & Mann, M. (2011). The influence of others: The impact of perceived human 

crowding on perceived competition, emotions, and hedonic shopping value. Clothing and 

Textiles Research Journal, 29(4), 284–297. 

Campbell, K. J., Lioret, S., McNaughton, S. A., Crawford, D. A., Salmon, J., Ball, K., McCallum, 

Z., Gerner, B. E., Spence, A. C., & Cameron, A. J. (2013). A parent-focused intervention 

to reduce infant obesity risk behaviors: a randomized trial. Pediatrics, 131(4), 652–660. 

Carroll, B. A., Ahuvia, A. C., Carroll, B. A., &Ahuvia, A. C. (2006). Some antecedents and 

outcomes of brand love. Springer, 17(2), 79–89. https://doi.org/10.1007/s11002-006-4219-

2 

Chauhan, A., Jakhar, S. K., &Chauhan, C. (2021). The interplay of circular economy with industry 

4.0 enabled smart city drivers of healthcare waste disposal. Journal of Cleaner Production, 

279, 123854. 

de Oliveira Santini, F., Ladeira, W. J., Pinto, D. C., Herter, M. M., Sampaio, C. H., &Babin, B. J. 

(2020). Customer engagement in social media: a framework and meta-analysis. Journal of 

the Academy of Marketing Science, 48(6), 1211–1228. https://doi.org/10.1007/S11747-

020-00731-5 

Delgado-Ballestear, E., Munuera-Aleman, J. L., &Yague-Guillen, M. J. (2003). Development and 

validation of a brand trust scale. International Journal of Market Research, 45(1), 35–54. 

Delgado‐Ballester, E., & Luis Munuera‐Alemán, J. (2005). Does brand trust matter to brand 

equity? Journal of Product & Brand Management, 14(3), 187–196. 

Dewi, E. S., Abdulai, I., Bracho-Mujica, G., &Rötter, R. P. (2022).Salinity constraints for small-

scale agriculture and impact on adaptation in North Aceh, Indonesia.Agronomy, 12(2), 

341. 

Dewi, H. (2016). Project based learning techniques to improve speaking skills. English Education 

Journal, 7(3), 341–359. 

Dewi, S. P., & Cynthia, C. (2018). Aggressiveness tax in indonesia. JurnalAkuntansi, 22(2), 239–

254. 

Enget, K., Garcia, J. L., &Webinger, M. (2020).Majoring in accounting: Effects of gender, 

difficulty, career opportunities, and the impostor phenomenon on student choice.Journal of 

Accounting Education, 53, 100693. 

GhafoorAwan, P., &Rehman, A. (2014).IMPACT OF CUSTOMER SATISFACTION ON 

BRAND LOYALTY-AN EMPIRICAL ANALYSIS OF HOME APPLIANCES IN 

PAKISTAN.In British Journal of Marketing Studies (Vol. 2, Issue 8).Online. 

www.eajournals.org 



______________________________________________________________________________________ 
Volume: 3, No: 1  January-March, 2025 

2488 

Girianto, P. W. R., Hayati, F., &Puspita, A. D. (2022).The Relationship between Adolescent 

Attitudes and Compliance in Implementing COVID-19 Prevention Health Protocols.Surya: 

Jurnal Media KomunikasiIlmuKesehatan, 14(1), 1–9. 

Gumilang, B., &Wulandari, R. D. (2016).Policy Implementation Planning of Health Promotion in 

UniversitasAirlangga Hospital.JurnalAdministrasiKesehatan Indonesia, 4(1), 48–56. 

Gupta, S., & Cooper, L. G. (1992).The discounting of discounts and promotion thresholds.Journal 

of Consumer Research, 19(3), 401–411. 

Hidayah, N., &Marlena, N. (2021).The effect of hedonic shopping value and atmosphere store on 

impulse buying with positive emotion as intervening variables on ketos consumers (Kediri 

Town Square).Enrichment: Journal of Management, 12(1), 219–227. 

Hollebeek, L. D., Conduit, J., &Brodie, R. J. (2016).Strategic drivers, anticipated and 

unanticipated outcomes of customer engagement.In Journal of Marketing Management 

(Vol. 32, Issues 5–6, pp. 393–398).Taylor & Francis. 

Shah, H. J., & Attiq, S. (2017). Role of E-Learning in National Development. Journal of 

Managerial Sciences, 11(1). 

Hussain, M., Manzoor, S. R., Shamsurrehman, S. R. A., & Zia-Ud-Din, I. (2011). Relationship of 

celebrity endorsement with consumers impulse buying in Peshawar, Khyber Pakhtunkhwa, 

Pakistan. Interdisciplinary Journal of Research in Business, 1(10), 67-72. 

 

Hollebeek, L. D.,&Macky, K. (2019). Digital content marketing’s role in fostering consumer 

engagement, trust, and value: Framework, fundamental propositions, and implications. 

Journal of Interactive Marketing, 45(1), 27–41. 

Hollebeek, L. D., Sprott, D. E., Andreassen, T. W., Costley, C., Klaus, P., Kuppelwieser, V., 

Karahasanovic, A., Taguchi, T., Islam, J. U., & Rather, R. A. (2019). Customer 

engagement in evolving technological environments: synopsis and guiding propositions. 

European Journal of Marketing, 53(9), 2018–2023. 

Hsu, S.-D., Tseng, Y.-T., Shrestha, S., Lin, Y.-L., Khaleel, A., Chou, C.-H., Chu, C.-F., Huang, 

H.-Y., Lin, C.-M., & Ho, S.-Y. (2014). miRTarBase update 2014: an information resource 

for experimentally validated miRNA-target interactions. Nucleic Acids Research, 42(D1), 

D78–D85. 

Imran, M., Liu, X., Arif, M., Rahman, S. U., Manan, F., Khattak, S. R., & Wang, R. (2023). 

Sustainable corporate governance mediates between firm performance and corporate social 

responsibility using structural equation modelling. Frontiers in Energy Research, 11, 

1121853. 

Iyer, S., Suresh, S., Guo, D., Daman, K., Chen, J. C. J., Liu, P., Zieger, M., Luk, K., Roscoe, B. 

P., & Mueller, C. (2019).Precise therapeutic gene correction by a simple nuclease-induced 

double-stranded break.Nature, 568(7753), 561–565. 

Jan, S., & Iqbal, K. (2013). Effectiveness of Sales Force Training in Insurance Companies: A Case 

Study of KPK. Abasyn University Journal of Social Sciences, 6(1). 

Jun, J., Kyle, G., &Mowen, A. (2008).Market segmentation using perceived constraints.In: 

LeBlanc, Cherie; Vogt, Christine, Comps. Proceedings of the 2007 Northeastern 

Recreation Research Symposium; 2007 April 15-17; Bolton Landing, NY.Gen. Tech. Rep. 

NRS-P-23. Newtown Square, PA: US Department of Agriculture, Forest Service, Northern 

Research Station: 1-10., 23. 

 



______________________________________________________________________________________ 
Volume: 3, No: 1  January-March, 2025 

2489 

Khan, G. Y., Ehsan, M., Javaid, S., Qadeem, S. E. Y., & Rahman, S. U. (2025). The Role of Fiscal 

Decentralization in Promoting Regional Economic Convergence. Social Science Review 

Archives, 3(1), 2046-2056 

Kádeková, Z., Rybanská, J., Nagyová, Ľ., Košičiarová, I., &Holienčinová, M. (2018).Consumer’s 

temperament as determining factor in perception of emotional content of 

advertisement.Proceedings of the International Scientific Days 2018.Towards Productive, 

Sustainable and Resilient Global Agriculture and Food Systems, 357–371. 

Kartika, T., Firdaus, A., &Najib, M. (2020).Contrasting the drivers of customer loyalty; financing 

and depositor customer, single and dual customer, in Indonesian Islamic bank.Journal of 

Islamic Marketing, 11(4), 933–959. 

Khan, G. Y., Ehsan, M., Javaid, S., Qadeem, S. E. Y., & Rahman, S. U. (2025). The Role of Fiscal 

Decentralization in Promoting Regional Economic Convergence. Social Science Review 

Archives, 3(1), 2046-2056 

Keller, G., &Papasan, J. (2013).The one thing: The surprisingly simple truth behind extraordinary 

results. Bard Press. 

Kempa, K., Moslener, U., &Schenker, O. (2021).The cost of debt of renewable and non-renewable 

energy firms.Nature Energy, 6(2), 135–142. 

Kim, Y.-K., & Sullivan, P. (2019). Emotional branding speaks to consumers’ heart: the case of 

fashion brands. Fashion and Textiles, 6(1), 1–16. 

Kotler, P., Armstrong, G., & Armstrong, G. M. (2010).Principles of marketing.Pearson Education 

India. 

Kumala, A. A. W., &Wardana, I. M. (2021).The role of positive emotion in mediating the Effect 

of sales promotion towards impulse buying.American Journal of Humanities and Social 

Sciences Research, 5(1), 176–181. 

Larasati, K. L. D., &Yasa, N. N. K. (2021).The role of positive emotion in mediating the effect of 

price discount on impulse buying Indomaret customers in Denpasar city, 

Indonesia.European Journal of Management and Marketing Studies, 6(2). 

Lee, J. E., &Chen-Yu, J. H. (2018). Effects of price discount on consumers’ perceptions of savings, 

quality, and value for apparel products: mediating effect of price discount affect. Fashion 

and Textiles, 5(1), 1–21. 

Lee, S., Shin, H., & Benton Jr, W. C. (2023).The influence of home shopping television network 

impulse buying on product shortages.Journal of Operations Management, 69(7), 1100–

1123. 

Lim, G.-W., & Kim, C.-S. (2019). The effect of modular robot programming education on learning 

motivation of informatics curriculum. The Journal of Korean Association of Computer 

Education, 22(1), 79–86. 

Lukito, R. S. H., &Tulipa, D. (2016). Impulse Buying Behavior On Consumer Retail Fashion In 

Surabaya–Indonesia. International Journal of Applied Business and Economic Researchh, 

14(11), 8071–8086. 

Luo, A.-L., Zhao, Y.-H., Zhao, G., Deng, L.-C., Liu, X.-W., Jing, Y.-P., Wang, G., Zhang, H.-T., 

Shi, J.-R., & Cui, X.-Q. (2015). The first data release (DR1) of the LAMOST regular 

survey. Research in Astronomy and Astrophysics, 15(8), 1095. 

Mallmann, G. L., &Maçada, A. C. G. (2021). The mediating role of social presence in the 

relationship between shadow IT usage and individual performance: a social presence 

theory perspective. Behaviour& Information Technology, 40(4), 427–441. 



______________________________________________________________________________________ 
Volume: 3, No: 1  January-March, 2025 

2490 

Mohan, G., Sivakumaran, B., & Sharma, P. (2013).Impact of store environment on impulse buying 

behavior.European Journal of Marketing, 47(10), 1711–1732. 

Nabilah, M., &Umaimah, U. (2022).The Effect of Good Corporate Governance on Tax 

Avoidance.Indonesian Vocational Research Journal, 1(2), 60–70. 

Natalia, D., Sutisna, N., &Farunik, C. G. (2020). The Influence of Price and Quality of Products 

on The Purchase Decision of Bread Products. ECo-Fin, 2(3), 146–151. 

Nurhadi, N., Ramadania, R., Listiana, E., Barkah, B., &Rosnani, T. (2024). Do brand image, 

product quality impact eiger bags repurchase intention? Journal of Management Science 

(JMAS), 7(1), 152–164. 

Nuzula, F., Syamsudin, M. L., Yuliadi, L. P. S., &Purba, N. P. (2017).Eddies spatial variability at 

Makassar Strait–Flores Sea.IOP Conference Series: Earth and Environmental Science, 

54(1), 12079. 

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63(4_suppl1), 33–44. 

Olney, T. J., Holbrook, M. B., &Batra, R. (1991). Consumer responses to advertising: The effects 

of ad content, emotions, and attitude toward the ad on viewing time. Journal of Consumer 

Research, 17(4), 440–453. 

Olson, E. L. (2013). It’s not easy being green: the effects of attribute tradeoffs on green product 

preference and choice. Journal of the Academy of Marketing Science, 41, 171–184. 

Olson, J. M., Herman, C. P., &Zanna, M. P. (2014).Relative Deprivation and Social Comparison: 

The Ontario Symposium, Volume 4. Psychology Press. 

Park, C., Choi, Y.-Y., Vogeley, M. S., Gott III, J. R., Kim, J., Hikage, C., Matsubara, T., Park, M.-

G., Suto, Y., & Weinberg, D. H. (2005). Topology analysis of the Sloan Digital Sky 

Survey. I. Scale and luminosity dependence. The Astrophysical Journal, 633(1), 11. 

Park, H., & Lennon, S. J. (2006).The organizational factors influencing socially responsible 

apparel buying/sourcing.Clothing and Textiles Research Journal, 24(3), 229–247. 

Park, K. Il, & Park, M. (2018). Fundamentals of probability and stochastic processes with 

applications to communications.Springer. 

Park, J. (2006). Dispersion of human capital and economic growth.Journal of Macroeconomics, 

28(3), 520–539. 

Perotti, F. A., Troise, C., Ferraris, A., &Hirwani Wan Hussain, W. M. (2024). Bridging Innovation 

Management and Circular Economy: An Empirical Assessment of Green Innovation and 

Open Innovation. Creativity and Innovation Management. 

Prasetyo, H. D., Rahardjo, K. A., Supriadi, I., Kusmayati, N. K., &Wahib, M. (2020). Application 

In Activity Based Costing (ABC) Calculation Of Home Development Cost (Study on 

Housing in Sidoarjo). Application In Activity Based Costing (ABC) Calculation Of Home 

Development Cost (Study on Housing in Sidoarjo), 1(4). 

Rahmawati, V. E., Pamungkasari, E. P., &Murti, B. (2018).Determinants of stunting and child 

development in Jombang District.Journal of Maternal and Child Health, 3(1), 68–80. 

Ramadania, R., Ratnawati, R., Juniwati, J., Afifah, N., Heriyadi, H., &Darma, D. C. (2022). 

Impulse buying and hedonic behaviour: A mediation effect of positive emotions. Virtual 

Economics, 5(1), 43–64. 

Rehman, S. U., Ullah, R., Imran, M., Iqbal, K., Saleem, Z., & Khattak, S. R. (2021). Intolerance 

of uncertainty and mental well-being: Important role of loneliness and fear of COVID-19: 

Evidence from Higher Educational Institutions. Multicult. Educ, 7(1), 147-54. 



______________________________________________________________________________________ 
Volume: 3, No: 1  January-March, 2025 

2491 

Ratnasari, S. L., Rahmawati, R., Ramadania, R., Darma, D. C., &Sutjahjo, G. (2021).Ethical work 

climate and moral awareness during Covid-19.Public Policy and Administration, 20(4), 

398–409. 

Rook, D. W., & Fisher, R. J. (1995). Normative influences on impulsive buying behavior. Journal 

of Consumer Research, 22(3), 305–313. 

Saidon, J., Musa, R., Yusuf, N. M., &Saihani, S. B. (2021). The Effects of Shopping Mall 

Attributes on Experience Quality and Engagement Behaviour: Does Gender Matter? 

International Journal of Academic Research in Business and Social Sciences, 11(9). 

Santini, Z. I., Koyanagi, A., Tyrovolas, S., Mason, C., &Haro, J. M. (2015). The association 

between social relationships and depression: A systematic review. Journal of Affective 

Disorders, 175, 53–65. 

Sinaga, H. H., Phung, B. T., & Blackburn, T. R. (2012).Partial discharge localization in 

transformers using UHF detection method.IEEE Transactions on Dielectrics and Electrical 

Insulation, 19(6), 1891–1900. 

Sujarweni, W. (2017).Tingkat Pemahaman Dan 

KesiapanMasyarakatTerhadapKebijakanRedenominasiBukanSaneringStudi Di Wilayah 

Yogyakarta.Journal of Accounting and Management Innovation, 1(1), 78–88. 

Sukesti, F., Ghozali, I., Fuad, F., KHARIS ALMASYHARI, A., &Nurcahyono, N. (2021). Factors 

affecting the stock price: The role of firm performance. The Journal of Asian Finance, 

Economics and Business, 8(2), 165–173. 

Suryani, I., &Syafarudin, A. (2021).The effect of sales promotion on purchasing decisions.Ilomata 

International Journal of Tax and Accounting, 2(2), 122–133. 

Tang, H., Jin, X., Li, Y., Jiang, H., Tang, X., Yang, X., Cheng, H., Qiu, Y., Chen, G., & Mei, J. 

(2014).A large-scale screen for coding variants predisposing to psoriasis.Nature Genetics, 

46(1), 45–50. 

Thomson, M., MacInnis, D. J., &Whan Park, C. (2005). The ties that bind: Measuring the strength 

of consumers’ emotional attachments to brands. Journal of Consumer Psychology, 15(1), 

77–91. 

Tirmizi, M. A., Rehman, K.-U., &Saif, M. I. (2009).An empirical study of consumer impulse 

buying behavior in local markets.European Journal of Scientific Research, 28(4), 522–532. 

Tsai, C.-F., Chen, K., Hu, Y.-H., & Chen, W.-K. (2020). Improving text summarization of online 

hotel reviews with review helpfulness and sentiment. Tourism Management, 80, 104122. 

Verplanken, B., & Sato, A. (2011). The psychology of impulse buying: An integrative self-

regulation approach. Journal of Consumer Policy, 34, 197–210. 

Vivek, S. D., Beatty, S. E., Dalela, V., & Morgan, R. M. (2014).A GENERALIZED 

MULTIDIMENSIONAL SCALE FOR MEASURING CUSTOMER 

ENGAGEMENT.Source: Journal of Marketing Theory and Practice,22(4), 401–420. 

https://doi.org/10.2753/MTP 

Wang, M., Li, Y., Li, J., & Wang, Z. (2021). Green process innovation, green product innovation 

and its economic performance improvement paths: A survey and structural model. Journal 

of Environmental Management,297, 113282. 

Widagdo, B., & Roz, K. (2021). Hedonic shopping motivation and impulse buying: the effect of 

website quality on customer satisfaction. The Journal of Asian Finance, Economics and 

Business, 8(1), 395–405. 



______________________________________________________________________________________ 
Volume: 3, No: 1  January-March, 2025 

2492 

Wilujeng, S., Wardana, L. W., &Sumanto, A. (2023).The Influence of Principal Leadership on 

Entrepreneurial Teacher Performance through Job Satisfaction and Teacher 

Compensation.International Journal of Business, Law, and Education, 4(2), 1168–1181. 

Yigit, N., &Velioglu, Y. S. (2020).Effects of processing and storage on pesticide residues in 

foods.Critical Reviews in Food Science and Nutrition, 60(21), 3622–3641. 

Yu, C., &Bastin, M. (2010). Hedonic shopping value and impulse buying behavior in transitional 

economies: A symbiosis in the Mainland China marketplace. Journal of Brand 

Management, 18, 105–114. 

ZainolAbidin, A. S., Rahim, R. A., MdArshad, M. K., FatinNabilah, M. F., Voon, C. H., Tang, T.-

H., &Citartan, M. (2017). Current and potential developments of cortisol aptasensing 

towards point-of-care diagnostics (POTC).Sensors, 17(5), 1180. 

Zayusman, F., &Septrizola, W. (2019).The Effect of Hedonic Shopping Value and Shopping 

Lifestyle on Impulse Buying on Tokopedia Customers in Padang City.Journal of 

Management and Entrepreneurship Studies, 1(1), 360–368. 

Zhang, Y., &Shrum, L. J. (2009).The influence of self-construal on impulsive 

consumption.Journal of Consumer Research, 35(5), 838–850. 

 

 

 

 

 

 


