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Abstract

This study studies the impulsive purchase behavior of supermarket consumers of the Kathmandu valley and
determines the important elements affecting the consumer buying pattern. The major goal is to determine the amount
of impulsiveness of supermarket buyers and the demographic and behavioural features related to such a behavior. The
study is based on primary data collected from a sample of 100 grocery shoppers using a standardized questionnaire.
The respondents were randomly picked using the convenience sampling approach. Data were thoroughly coded and
analysed using SPSS software. Various statistical tools such as percentage analysis, t-test, one-way ANOVA, correlation
and regression analysis were used to study the association of variables and to analyse the pattern of consumer
behavior. The results indicate that the clients of supermarkets in Kathmandu Valley have a significant propensity to
impulsive purchase behavior. Impulsive buying shows strong association with demographic parameters such as
gender, age, occupation, marital status and monthly income.

The research shows that the most likely people to make impulse buys at the supermarket are younger and more
financially independent consumers. The study is limited to the clients of supermarkets of Kathmandu Valley which
provides a focused insight of the local consumer behavior. Future research is suggested to cover larger geographical
coverage and other affecting variables such as packaging, cultural factors and lifestyle impacts to improve the
comprehensiveness and generalizability of the findings.
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Introduction

Consumer buying behavior is one of the most
studied subjects in marketing, because knowing
the decision-making process of the consumer
allows firms to build efficient marketing tactics
and improve customer happiness (1). Impulse
buying is one of the shopping behaviours that has
gained considerable attention from academics and
managers because of its great impact on retail sales
and profitability (2). Impulse buying is described
as spontaneous, instantaneous purchase activity
that is unplanned and motivated by external cues
or internal emotional states (3, 4). Modern retail
environments such as supermarkets and shopping
malls are often places where consumers are
exposed to promotional offers, appealing product
displays, store ambience and social factors that
induce spontaneous purchases (5). The expansion
of organized retailing and self-service
supermarket culture in urban regions like
Kathmandu Valley further intensifies the
impulsive purchase behaviour among consumers
(6). Impulse purchase behavior has been explored
in several previous research across a range of retail

settings to determine contributing elements. The
consumer impulsivity is highly affected by
hedonic motivation,
utilitarian motivation, personal qualities and
societal norms (5, 6). Similarly, the fundamental
psychological aspects positively influence
impulsive purchasing decisions of
customers (7). The promotional offers, discounts
and beauty of the store substantially drive impulse
buying in the fashion business and stressed the
mediation effect of good emotions in developing
impulsive purchase inclinations (8). These urges
are linked to the fundamental desire for rapid
fulfillment and are often preyed upon by
marketers and retailers. For example, a person

emotional elements,

Indian

may not be explicitly looking for mints or gum
when in a store. However, such things are
prominently placed at the checkout aisles to drive
impulsive purchasers to buy what they might not
have otherwise considered (9). Alternatively,
impulsive buying might be when a potential buyer
sees anything related to a product that stirs a
specific passion in them, such as seeing a certain
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celebrity’s photo on the cover of a certain
magazine or a bag of preferred color (10). The
demographic factors such as gender, income and
occupation also influence the spontaneous buying
behaviour (8, 11). In addition, the convenience
variables such as ATM accessibility and financial
service quality as major contributors to client
purchase decisions (11, 12).

Despite the substantial contribution of these
studies in the knowledge of impulse purchase
behavior, various limitations are evident in these
investigations (13). Most of the previous research
were performed in rich nations or targeted the
online shopping and fashion retail sectors rather
than supermarket settings in poor countries (14).
Many researchers primarily focus on psychological
or demographic characteristics and ignore
situational retail aspects such as ATM facilities,
social impact and store environment as one (15).
Moreover, several research used a narrow set of
explanatory frameworks that did not holistically
integrate the promotional, social, economic and
environmental drivers of impulse purchase. The
impulsive purchase is inadvertent since the person
is not actively hunting for certain things and has no
plans to purchase and is not in the purchasing
operation and had no prior shopping arrange-
ments to purchase the item (16). The involuntary
characteristic and the unplanning are necessary
for an impulse buying but not sufficient for a
purchase to be an impulsive buying.

Existing studies in Nepal are also restricted in
scope and have mostly focused on general
consumer behavior rather than on impulsive
shopping tendencies at the supermarket (13, 15).
Moreover, previous research has frequently been
limited to smaller geographical contexts and lack
empirical evidence from rapidly urbanizing retail
marketplaces such as the Kathmandu Valley (17,
18).

The present study aims to fill these gaps and
investigate the combined effect of ATM facilities,
store atmosphere, product advertising, price and
group influence on impulse purchase behavior of
consumers of supermarkets in Kathmandu Valley,
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Nepal. The study intends to provide a knowledge of
the effects of demographic and situational factors
on consumers’ unplanned buying choices in
organized retail environments. Marketers, today,
thus focus on the customers’ preferences, their
needs and wishes with an aim to maximize it (19).
Impulse shopping can be termed as a spontaneous,
immediate purchase without pre-shopping inten-
tions either to buy a specific product category or to
fulfill a specific buying task. Impulse buying is a
major research concern among marketers due to
its pervasive aspects of consumer behavior as well
as its potential in the marketing world.
The aims of the study are
(i) to find out the primary elements impacting
impulse buying behaviour in supermarkets of
Kathmandu Valley and
(ii)to investigate the relationship between
demographic features and impulse buying
tendencies of consumers.
The study combines many factors in one analytical
framework and provides a wider knowledge of
impulse buying behaviour in Nepalese retail
context.
The current study, unlike prior studies that studied
separate aspects, examines financial convenience,
promotional techniques, pricing, social influence
and retail environment simultaneously under a
single conceptual framework. Furthermore, the
study offers contextual evidence from Nepal, a
developing market with dynamic consumer
lifestyles and purchasing behaviours. Moreover,
the addition of demographic data with situational
retail aspects offers a more holistic view of
impulsive purchase behavior and will be useful for
supermarket managers, marketers and future
academics.
Conceptual Framework
For developing an in-depth understanding of
consumer buying behavior in departmental
stores in Kathmandu valley a framework has
been built, based on previous research, as
depicted in Figure 1.
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Figure 1: Conceptual Framework

Methodology

The study was descriptive
respondents were provided using a standardized
questionnaire containing closed-ended
statements. Quantitative data were collected by
utilizing 5 points Likert scale to quantify and
measure the responses of the members without
bias and using IBM SPSS 20 Statistics for Windows,
Version 26.0 (IBM Corp., Armonk, NY, USA) to
describe their impulse buying behavior. The scale
was from 1 = Strongly Disagree to 5 = Strongly
Agree. The scale reliability was examined using
Cronbach’s alpha as it is the most frequent test for
inter-item consistent dependability. Deductive
study was used, measuring variables using
quantitative analysis. Customers were provided
with varied questionnaires
questionnaires with closed assertions. The study
was conducted in Kathmandu Valley, Nepal, which
comprises Kathmandu, Lalitpur and Bhaktapur
districts. The estimated central GPS coordinates of
Kathmandu Valley are 27.7172° N latitude and
85.3240° E longitude. From the population of
supermarkets in Kathmandu Valley, five
supermarkets were selected. These were Bhat-
Bhateni Supermarket, Salesberry Department
Store, Big Mart, Dillibazar supermarket area and
Namaste Supermarket. These supermarkets are
among the most frequented and well-established
retail shops in Kathmandu Valley, attracting clients
of different socio-economic and demographic
backgrounds. The selected supermarkets also
differ in their market positioning, shop size,
product variety, pricing strategy and customer

research. The

and structured
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demographics, thereby providing further insights
into impulse buying behavior of supermarket
consumers in the valley. Non-random and
convenience sampling. 100 questionnaires were
given to the respondents. The study used reactions
of the supermarket impulsive shoppers. The
questionnaires were physically delivered to the
respondents and all questions were answered.

Results

Demographic Profile of Respondents
The demographic analysis revealed that female
respondents constituted most of the sample,
accounting for 64% of the participants, while male
respondents represented 36%. Regarding age
distribution, most respondents belonged to the
26-35 years age group (34%), followed by 16-25
years (33%). In terms of marital status, 52% of the
respondents were unmarried and 48% were
married. Concerning income level, 31% of the
respondents were financially dependent, whereas
30% earned between NPR 25,000-50,000 per
month. Profession-wise, students formed the
largest group (36%), followed by job holders
(30%). Most respondents had attained a bachelor’s
degree (54%).

Descriptive Analysis

From Table 1, response of respondents to ATM
facilities Out of the four statements identified, the
respondent almost agreed on all the statements.
All the score is above the score of 3 meaning that
the members are close to agree on the above
claims. The responder has greatly agreed with
mean value of 4.15 that when inquiring ATM
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facility reduces the requirement of hard currency
among four statements. Overall, the average is
close to the mean value 3.895.

Table 2 illustrates the response made by the
respondents regarding store environment. The
above respondents agree with all the three

Table 1: Descriptive Analysis of the ATM Facility
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statements listed. All the score is above the score
of 4 indicating that customer is above agreeing on
the above claims except I don’'t mind spending
more than my budget if a salesperson is courteous
and satisfies my desire with mean value 3.65.

Statements Minimum Maximum Mean S.D

I shop without planning when I have debit card or an ATM 1.00 5.00 3.770 1.188
is nearby.

ATM facility eliminates the need of hard cash 1.00 5.00 4.150 1.149
The use of ATM facility lowers the perceived cost 1.00 5.00 3.790 1.076
Card Swap makes me an impulse buying decisions 1.00 5.00 3.870 1.212
ATM facility 1.00 5.00 3.895 0.930
Note: 1 being strongly disagree and 5 being strongly agree, S.D = Standard Deviation.

Table 2: Descriptive Analysis of Store Environment

Statements Minimum Maximum Mean S.D
If the salesperson is nice and fulfills my need, I don't mind 1.00 5.00 3.650 1.306
paying more than my budget

I don’t feel like shopping when the store environment is 1.00 5.00 4.280 0911
stressful and obstructive

When shopping at a supermarket with a decent 1.00 5.00 4.140 1.015
environment (music, lighting, color, background) I feel at

ease and calm

Store Environment 1.33 5.00 4.023 0.885

Note: 1 being strongly disagree and 5 being strongly agree, S.D = Standard Deviation

The response supplied by the respondents about
the product advertising is shown in Table 3. Of the
three assertions identified the respondents above
agree on all the statements. All the score is above
the score of 3 which indicate that customer is

above agreement on the above assertions. Among
three assertions, the respondents have highly
agreed with mean value of 4.21 when asking
Discount on a product drives me to buy more.

Table 3: Descriptive Analysis of the Product Promotion

Statement Minimum  Maximum Mean S.D

I have to work on my impulse buy when I see a good deal 1.00 5.00 3.990 1.068
(like buy 1 get 1 free)

Sale/ stock clearance is a reason to buy 1.00 5.00 3.930 1.094
things on whim

[ buy more when there is a discount on 1.00 5.00 4.210 0.935
a product

Product Promotion 1.33 5.00 4.043 0.900
Note: 1 being strongly disagree and 5 being strongly agree, S.D = Standard Deviation.

Table 4: Descriptive Analysis of the Price

Statement Minimum  Maximum Mean S.D
I'm a price conscious individual 1.00 5.00 4.330 0.865
For me price of the product does not matter when I see 1.00 5.00 3.960 1.109
desirable product

When I notice enticing prices (like 199,499 etc.), I feel to 1.00 5.00 3.690 1.293
acquire the thing

Price 1.67 5.00 3.993 0.880

Note: 1 being strongly disagree and 5 being strongly agree, S.D = Standard Deviation.
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Table 4 illustrates the reaction of the respondents
with regards to the pricing. Of the three statements
identified the respondent’s close agreement with
all the statements. All the score is above the score
of 3 suggesting that customers are near to agree on
the following assertions. The respondents had
strongly agreed on three assertions with the mean
value of 4.33 when asked “I am a price sensitive
person”.

Table 5: Descriptive Analysis of the Group Influences

Vol 7 | Issue 3

Table 5 presents the reaction of the respondents
on the group influences. Of the three statements
identified the respondent’s close agreement for all
the statements. All the score is above the score of 3
which means customer are near to agree on the
preceding assertions. When asked I am glad to
have a partner on my shopping outings, the
respondents have highly agreed with mean value
of 4.00 among three statements.

Statement Minimum  Maximum Mean S.D
[ am really pleased to have a partner in my shopping outings. 1.00 5.00 4.000 0.995
[ went shopping with my friends and I get more than I required. 1.00 5.00 3.950 1.149
I buy more than needed when I am with my family. 1.00 5.00 3.970 1.193
Group Influences 1.67 5.00 3.973 0.939
Note: 1 being strongly disagree and 5 being strongly agree, S.D = Standard Deviation.

Table 6: Descriptive Analysis of the Impulse Buying Behavior

Statements Minimum Maximum Mean S.D
Sometimes I buy things to feel better 1.00 5.00 3.880 1.225

I regret an impulse buy 1.00 5.00 3.720 1.181

I buy only what is on my shopping list like (shoes, cosmetics, 1.00 5.00 3.870 1.236
clothes, health benefits goods)

I tend to buy goods from supermarkets if I really like it 1.00 5.00 4.120 0.913

I often buy clothing or cosmetics or health benefits goods in the 1.00 5.00 4.020 0.995
impulse

[ am actually impulse shopper 1.00 5.00 3.820 1.067

I don't care how much the price of something I like 1.00 5.00 3.900 1.133
Impulse Buying Behavior 1.57 5.00 3.904 0.801

Note: 1 being strongly disagree and 5 being strongly agree, S.D = Standard Deviation.

Table 6 illustrates the response made by the
respondents with respect to the impulse buying
behavior. Of the seven declarations found the
respondent’s close to agree on all the statements.
All the score is above the score of 3 shows that the
customers are near to agree the following
assertions. Among statements, the
respondents have highly agreed with mean value

seven

of 4.12 when questioning I tend to buy items from
supermarkets if [ really enjoy it.

From Table 7, the descriptive study revealed that
product marketing had the highest mean score
(Mean = 4.043) implying that discounts, offers and
promotional schemes have considerable influence
on impulse buying behavior of supermarket
customers. The store environment also had a high

mean value (Mean = 4.023) which indicates that
aspects like music, lighting and overall atmosphere
positively impact on the customers’ purchasing
decisions. Price perception (Mean = 3.993) and
group influence (Mean = 3.973) are also found to
strongly promote impulse buying. The ATM facility
also showed beneficial impact on impulse
purchase behavior with mean score 3.895. The
data also revealed that the general impulse buying
behavior of the respondents was rather high
(Mean = 3.904). This means that customers often
make unplanned purchases when shopping at
supermarkets. Many respondents acknowledged
that they often buy cosmetics, clothing and health-
related products impulsively.

Table 7: Descriptive Analysis of Overall Impulse Buying Behavior on Five Different Areas of Variables

Variables Minimum Maximum Mean S.D

ATM Facility 1.00 5.00 3.895 0.930
Store Environment 1.33 5.00 4.023 0.885
Product Promotion 1.33 5.00 4.043 0.900
Price 1.67 5.00 3.993 0.880
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Group Influences 1.67 5.00 3.973 0.939
Impulse Buying Behavior 1.57 5.00 3.904 0.801
Note: 1 being strongly disagree and 5 being strongly agree, S.D = Standard Deviation.
Table 8: Correlation Matrix Between Independent Variables and Dependent Variables
Variables ATM Store Product Group Impulse Buying
Facility Environment Promotion Price Influences Behavior
ATM Facility 1 0.647 0.558* 0.544~ 0.641* 0.717*
0.000 0.000 0.000 0.000 0.000
Store Environment 1 0.681™ 0.700™ 0.688™ 0.665™
0.000 0.000 0.000 0.000
Product Promotion 1 0.702™ 0.668™ 0.736™
0.000 0.000 0.000
Price 1 0.670™ 0.723~
0.000 0.000
Group Influences 1 0.719*
0.000
Impulse Buying 1
Behavior

Note: **Correlation is significant at the 0.01 level (2-tailed).

Correlation Analysis

Correlation study showed that all independent
factors have a positive and substantial link with
impulse purchase behavior. Product advertising
had the highest link with the impulse buying
behavior (r = 0.736) followed by the price (r =
0.723) and group influences (r = 0.719), as shown
in Table 8. These data imply that promotional
efforts, attractive price tactics and social impacts
are significant factors to stimulate impulsive
buying.

Independent Sample T-test

Comparison of Impulse Buying Behavior by
Gender

The independent t-test has been calculated for
gender and impulse buying behavior of
supermarkets on Kathmandu Valley.

Table 9 gender wise comparison of impulse
buying behavior. The result shows that the p-value
is less than the significant value of 0.05 hence
there is a meaningful link between them.
Regression Analysis

The regression study demonstrated that ATM
facility, product marketing, price and group effects
significantly affect impulse buying behaviour as
their p-value was less than 0.05. In Table 10, the
ATM facility had the biggest favourable influence
(B =0.292) among these variables. However, store
environment was statistically insignificant (p =
0.613) indicating that it does not significantly
impact impulse buying behavior in this study. The
model explained 73.1% of the variation of impulse
purchase behavior (R2 = 0.731), which indicated a
high explanatory power of independent factors.

Table 9: Table analysis of Gender and Impulse Buying Behavior

Gender Mean S.D t- value p-value
Male 3.726 0.825

Female 4,004 0.775 0.375 0.049
Note: SD = Standard Deviation.

Table 10: Regression Analysis of Variables

Model B t- value p- value VIF
(Constant) 0.399 1.754 0.083

ATM Facility 0.292 4.498 0.000 1.981
Store Environment -0.041 -0.508 0.613 2.771
Product Promotion 0.251 3.358 0.001 2471
Price 0.234 3.004 0.003 2.557
Group Influences 0.147 2.006 0.048 2.565
R Square F- Value p- Value

0.731 51.009 0.000

Note: 3 = Regression Coefficient, VIF = Variation Inflation Factor.
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Discussion

This study has adopted convenience approach
of sampling to obtain the sample of 100
respondents. The link between ATM facility,
store environment, product advertising, price
and group effects of Kathmandu Valley
supermarkets and impulse buying behaviour
is good (12, 16). The regression results
indicate that the retail environment offered
by the supermarket is not significant at the
0.05 level of significance. Customers/
respondents make spontaneous buying
decisions without considering the retail
surroundings (3, 17). Then the ATM facilities
is significant, indicating that they directly
affect respondents’ impulse buying (19, 20).
Research indicates that product advertising,
price and group influences significantly
impact impulse buying behavior in
Kathmandu Valley supermarkets among
legitimate customers like in previous
research (21, 22). ATM facility, product
promotion, price and group influences all
have positive beta coefficients, indicating that
all variables positively affect impulse buying
behaviour except store environment, which
has a negative relationship with supermarket
impulse buying in Kathmandu Valley (19, 23).
Further, F-test of age group, profession and
income level with impulse buying behaviour
shows that age group positively affects
impulse buying behaviour in Kathmandu
Valley supermarkets (17, 24, 25).

Conclusion

Changes in consumer behavior fluctuates
according to items throughout time. The
research studied an age group to measure
juvenile behavior because behavior changes
with age. Increased income, job, education and
marketing elements may also impact buying
patterns.

A representative sample size of consumers
based on demographics that are prone to
impulsive buying. Most variables influence
impulsive buying. The impulsive purchase is
influenced by independent and demographic
variables. Supermarket shoppers’ impulsive
buying may not work elsewhere. This shows
that environment is important to impulse
purchase. The above research suggest that the
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customers are conscious of their impulsive
buying habit and know the reasons. But the
bottom line is that retailers need to appreciate
the potential of impulse buying and the
revenue they can realize from maximizing
impulse purchase. Many studies have been
made of influences in customer behaviour.
This research tries to measure the importance
of these features for clients. Consumers
appreciate lower pricing, ATMs,
promotions and group impacts.
Recommendations

The research found that ATM facility, product
advertising, pricing and group influence greatly
influenced impulse purchase behavior on
Therefore, it is necessary for
supermarkets to improve the ease of payment by
enhancing ATM services, card payment systems
and digital payment options to develop
spontaneous purchases. Similarly, promotional
like discounts,
offers and seasonal sales can be useful in
promoting impulse purchase behavior. The study
also points out the significance of pricing
strategies, suggesting that businesses might apply
psychological pricing tactics to draw in customers
and boost sales. Furthermore, the group influence

product

consumers.

methods buy-one-get-one-free

was found to have a beneficial effect on impulse
purchases. This
should attempt to offer a comfortable and social

indicates that supermarkets

shopping experience for families and friends.
Supermarket managers should provide modern
payment facilities like ATM access, card payments
and digital wallets for consumer convenience.
Attractive promotional activities like discounts,
combination deals, free samples and seasonal sales
campaigns should be used by the retailers to
impulse  buying behavior.
Supermarkets should also have good pricing
tactics and keep their promotional bundles cheap

motivate  the

to lure customers. Marketers should develop
marketing tactics to target younger age groups
using social media and targeted promos as young
consumers are more susceptible to impulsive
shopping. Finally, it is recommended that future
studies should be performed using bigger sample
sizes and including other variables such as
customer loyalty, trust, online buying behavior and
cultural aspects to provide a more comprehensive
understanding.



Shukla and Joshi,

Abbreviations
ATM: Automated Teller Machine, SPSS: Statistical
Package for the Social Sciences.

Acknowledgement

We extend our sincere gratitude to all our
professors at RK University for their valuable
guidance, insightful ideas and continuous feedback
throughout this work. Furthermore, we would like
to express our heartfelt appreciation to the local
authorities for their support and cooperation in
facilitating the data collection process.

Author contributions

All authors contribute equally to the research,
design the study, analyzed data and approved the
final manuscript

Conflict of Interest
The authors declare that there are no conflicts of
interest regarding the publication of this paper.

Data Availability
Data for the study are available on request from the
corresponding author.

Declaration of Artificial Intelligence

(AI) Assistance

The authors confirm that no generative artificial
intelligence (AI) or Al-assisted technologies were
used in the conception, analysis, writing, or editing
of this manuscript The author takes the full
responsibility of the content of this manuscript.

Ethics Approval

The work was evaluated and authorized by RK
University’s institutional ethics procedures for
research involving human participants. All
respondents were informed about the goal of the
study and they gave their written informed
consent to participate willingly before enrollment.

Funding

This research received no external funding.

References

1. Reshma E, Rozario JD. A Study on Impulse Buying
Behaviour of Consumers. International Journal of
Linguistics Applied Psychology
Technology. 2026.
doi: 10.69889/ijlapt.v4i03(mar).269

2. Tran TAC. The factors influence the online impulse

and

buying behaviors of customer. Science & Technology
Development Journal - Economics - Law and

66

10.

11.

12.

13.

Vol 7 | Issue 3

Management. 2023.
doi:10.32508/stdjelm.v7i2.1173

Stefko R, Rigelsky M, Ondrijova I, Kralova L.
Exploring the relationship between materialism,
consumer ethnocentrism and compulsive buying.
Front Psychol. 2025;16.
doi:10.3389/fpsyg.2025.1680164

Zheng R, Gu B, Yin S, Lai KK. Supply Chain
Management in Times of Supply Disruption Risk and
Consumer Panic Buying: A Systematic Review.
Mathematics. Multidisciplinary Digital Publishing
Institute (MDPI). 2025.
doi:10.3390/math13213449

Preety,
attitudes and purchase intentions in e-commerce:

Ahlawat PK. Understanding consumer

The impact of website quality, trust and perceived
risks. ShodhKosh: Journal of Visual and Performing
Arts. 2023 ;4(1).
doi:10.29121/shodhkosh.v4.i1.2023.4220

Anant Jyoti Badgaiyan, Anshul Verma. Intrinsic
factors affecting impulsive buying behaviour—
Evidence from India. Journal of Retailing and
Consumer Services. 2014 ;21(4):537-49.
doi:10.1016/j.jretconser.2014.04.003

Muhammad Bilal Ahmad, Hafiz Fawad Ali, Maha
Sabir Malik, Asad Afzal Humayon, Sana Ahmad.
Factors affecting impulsive buying behavior with
mediating role of positive. European Online Journal
of Natural and Social Sciences. 2019;8(1):17-35.
doi: 10.26710/sbsee.v4i1.2247

Safiya Fathima U, Murugan dr. The study on impacts
of guerrilla advertising on consumer buying
behavior. Lex localis-journal of local self-govern-
ment. 2025;23(S5).

doi:10.52152/801189

Rohit Verma RV, Om Ji Tiwari O]T. Consumer Buying
Behavior Towards Online Shopping.” International
Journal of Creative and Open Research in
Engineering and Management. 2026;02(05):1-11.
doi:10.55041 /ijcope.v2i4.902

Uloma Stella Nwabekee, Friday Okpeke, Abiola
Ebunoluwa Onalaja. The Influence of Social Media
Marketing on Consumer Behavior in the Retail
Industry: A Comprehensive Review. Gulf Journal of
Advance Business Research. 2025 ; 3(4):998-1021.
doi:10.51594 /gjabr.v3i4.131

Alexis N, Chen W. An Empirical Study Analyzing the
ATM Service Quality and Customer Satisfaction
Relationship in Rwanda. International Journal of
Business and Economics Research. 2019;8(6):439.
doi:10.11648/j.ijber.20190806.24

Rai B, Sherpa D. Impact of Digital Marketing on
Purchasing Behaviour of Consumer Apparel. The
International Research Journal of Management
Science. 2024;9(1):119-34.
doi:10.3126/irjms.v9i1.72715

Masa’deh R, Hayat HK, Al-Dmour H. The impact of



Shukla and Joshi,

14.

15.

16.

17.

18.

19.

customer relationship management on customer
loyalty via the mediating role of customer
satisfaction: An empirical study on private Kuwaiti
fitness gyms. IBIMA Business Review. 2019.
doi:10.5171/2019.815930

Shah SMM, Sohu JM, Dakhan SA, Ali RS, Junejo I,
Chouhan IM. The Reinvesting Impact of Promotional
Activity and Store Atmosphere on Impulse Buying
Behavior: The Mediating Role of Payment Facility.
TEM Journal. 2021;10(1):221-5.
doi:10.18421/TEM101-28

Shrestha A. Unplanned Purchases: The Influence of
Sales Promotions on Impulse Buying. Kshitiz
Management Review. 2025;1(1).

doi: 10.3126/kmr.v1i1.78258

Escobar-Farfan M, Veas-Gonzalez I, Garcia-Salirrosas
EE, Veas-Salinas K, Veas-Santibafiez V, Zavala-
Gonzalez J. From Browsing to Buying: Determinants
of Impulse Buying Behavior in Mobile Commerce.
Journal of Theoretical and Applied Electronic
Commerce Research. 2025; 20(4).
doi:10.3390/jtaer20040266

Upadhyay JP, Singh SK. Celebrity Endorsement and
the Buying Behavior in Consumers of Nepal. Edisi
Juni. 2024;16(2).

doi: 10.33747 /stiesmg.v16i2.726

Zhang H. Factors Influencing Consumers’ Impulse
Buying Behavior in Live Streaming E-commerce.
Advances in Economics, Management and Political
Sciences. 2026;261 (1):121-5.
doi:10.54254/2754-1169/2026.LD32011
Ramachandran K K. Neuro Marketing-Exploring the

20.

21.

22.

23.

24.

25.

Vol 7 | Issue 3

Brain of the Consumer: A Review. Review of
International Geographical Education. Online.

2021; 11(7): 1034-1049.

doi: 10.48047/rigeo.11.07.98

Aryal R, Bhattarai S. Perceived Stress and Online
Compulsive Buying Behaviour among Women
Consumers in Butwal Sub- Metropolitan City. Journal
of Multidisciplinary Cases. 2024;(42):47-60.
doi:10.55529/jmc.42.47.60

Nizam K, Ali A, Igbal I, Akram M. The Personal and In-
Store Factors Influencing Impulse Buying Behavior.
Journal of Policy Research. 2024;10(3):192-212.
doi:10.61506/02.00336

Arpan Shrestha. The Influence of Reference Group on
Impulsive Buying Behavior with Mediating Role of
Hedonic Shopping Behavior on Online Products.
Nepal Journals Online. 2025;9(1).
doi:10.3126/tjad.v9i1.82171

Patil K, Tilak G, Pawar P. Impact of musical appeal in
advertisement on consumer mindset. ShodhKosh:
Journal of Visual and Performing Arts. 2024;5(1).
doi:10.29121/shodhkosh.v5.i1.2024.850

Dhodary S. Consumer Impulse Buying Behavior for
Approach in the Context to Visual Merchandising in
Kathmandu. Nepal Journals Online. 2025;9(1).
doi:10.3126/0imjoc.v1i1.82487

Chaudhary S, Deo MK. Gen Z and the Digital
Marketplace: A Quantitative Analysis of Age and
Gender Differences in Online Shopping Behaviors
and Payment Preferences in Nepal. Nepal Journal of
Multidisciplinary Research. 2025;8(4):352-68.
doi:10.3126/njmr.v8i4.85666

How to Cite: Shukla S, Joshi A. Factor Impacting Impulse Buying Behavior in Supermarket at Kathmandu
Valley, Nepal. Int Res | Multidiscip Scope. 2026; 7(3): 59-67.
DOI: 10.47857 /irjms.2026.v07i03.012228

67



