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ABSTRACT  

     This research investigates and explores the influences of sales promotion on online impulse 

buying behaviour of consumers by comparing between the two (2) most widely used forms of 

sales promotion, namely, price discounts and volume discount. The aim is to identify which 

from is mostly preferred by online consumers and have a higher influence on impulse buying 

behaviour. The participants were made up of 206 online shoppers between the age of 18-35 

years in Ireland, who responded to shopping scenarios that described both type of promotion. 

The primary data were collect using a quantitative research method and analysed employing a 

graphical representation method. Furthermore, the research findings indicate that online 

shoppers prefer price promotion over volume discount, which in turn incites a greater level of 

impulse buying behaviour in consumers.   
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1. INTRODUCTION AND LITERATURE REVIEW  

1.1. Research Introduction  

     The eminence of impulse buying as a behavioural trait in consumers over the years cannot 

be overemphasized. Impulse buying is predominant in our daily life. Over half of the total 

purchases made by consumers daily are made on impulse (Huang, 2011).  Market theorists and 

academics also stated in previous research that over 40% to 80% of purchase made were done 

impulsively (Amos et al., 2014). Impulse buying is a key factor to benchmark the effectiveness 

of the communication between retailers and consumers.  

     The advent of the internet and social media platforms has increased impulsive buying 

tremendously (Chen and Yao, 2018), and it is estimated that 40% of total purchases online are 

carried out impulsively (Liu et al., 2013). With the development of E-commerce and the 

discovery of the growing number of impulse purchases, the curiosity of researchers and 

organizations to understand this concept and its relation to sales growth has been amplified 

especially the retail sector (Amos et al., 2014).   

     According to Rook and Fisher (1995), impulse buying behaviour is solely influenced by 

stimulus, this has incited online retailers to employ promotional tactics in a bid to encourage 

consumers to purchase impulsively (Zhang and Zhuang, 2008). In the marketing field, existing 

literatures have identified the various promotional strategies that greatly influence the 

purchasing of products on impulse. These factors include; consumer attitudes, product features, 

store quality, free gifts and website features. These strategies are increasingly been 

implemented by retailers both online and instore as a stimuli to incite impulsive behaviour. 

However, Olsen et al. (2016) stated that sales promotion also influences impulsive purchase. 

     Sales promotion is a frequently used marketing strategy in the retailing sector. (Arce-urriza 

et al., 2016). It is also an integral part of the process of marketing and plays an essential role in 
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a company’s integrated marketing communication plan. It is estimated that 60 to 75% of the 

total budget is spent on sales promotion (Blech and Blech, 2015). Sales promotions are made 

of tools that are categorized into different tools such as price discount, volume discount, free 

gifts and sweepstakes, to engage consumers and at the same time boost sales.  

     Price and volume discount will be the main focus for this research for the following reason. 

First, the two forms of sales promotion are the most extensively used both offline and online 

channels (Chen et al., 2012). Second, according to a report in 2013, these forms of sales 

promotion are increasingly been used in the retailing sector (Ad Spending Forecast, 2013 cited 

by Blech and Blech, 2015). Thirdly, both price and volume sales promotion have strong 

consumer preference and can influence purchase decision across both channels (Iranmanesh et 

al., 2017). According to Dawson and Kim (2009), sales promotion is the best tool for generating 

impulsive buying behaviour on both channels. Nonetheless, consumers can be influenced by 

other external stimuli such as in-store appearances and smell when shopping offline, whereas 

sales promotion is one major driver of impulsive buying online.  

     Few research on online impulse buying exist (Turkyilmaz et al, 2014), and most research 

have been focused on website features such as Graphics and design (Park et al, 2011) and 

consumer personal attributes like gender, emotional state, and their behaviour online (Jeffrey 

and Hodge, 2007). In contrast, various research has been carried out on analysing the impact 

of sales promotion on impulsive buying via traditional channel (Choi et al., 2014). Most authors 

have studied the subject in the context of brand loyalty, switching and purchase speed. Limited 

literature has studied the subject matter in the context of online channel.  

     The aim of this research is to contribute to the pre-existing study by providing a better 

understanding of this shopping phenomenon, by analysing the degree of influence sales 
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promotion has on impulse buying of consumers online, focusing on the two main sales 

promotion form; Price and Volume discount.  

     Additionally, this research will be forcing on the online shoppers in Ireland within a specific 

age group (18-35 years). The justification entails that the retail sector is Ireland’s largest 

commercial venture with an astonishing record of providing employment to over 285,000 

individuals. In recent years, the Irish exchequer have received its largest contribution from the 

retail sector with over 23% of the total tax receiving’s coming for the industry (Retail, 2019).   

     Although the adoption of E-commerce by the retail industry in Ireland took a slow start 

when compared to the United Kingdom and US (O’Callaghan and O’Riordan, 2012). However, 

a growing number of Irish retailers have embraced the online channel as a form of commerce 

and this is evident as see in a study conducted by the Euromonitor (2018), which describes 

Ireland has the biggest online shopper per capita in Europe.  

     The availability of broadband has seen to the increase in the number of households who 

have access to the internet. According to the Central statistics of Ireland (2018), over 89% of 

the Irish household have access to the internet with 50% of the internet users in Ireland making 

purchases via online retail stores. Also, 33% of the online shoppers in Ireland consists largely 

of individuals that fall within the age group of 18-35years (CSO, 2018). Hence, with the 

continuous growth of E-retailing in Ireland and the adoption of sales promotions, understanding 

this marketing strategy and the effect it has on the buying behaviour of the targeted age group 

is imperative. 

 Therefore, this descriptive research proposes to answer one main research questions: 

 What is the influence of online retail sales promotion on consumers impulse buying 

behaviour?  
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     Furthermore, for a more comprehensive research, the researcher will compare the effect of 

two pervasive forms of sales promotion; price and volume discount on online impulse buying 

behaviour.  

This sub-question will be addressed?  

1. Which sales promotion type – price or volume discount – is considered by the 

consumer as leading to more impulsive buying? 

 

     Using the above stated research question, the researcher proposes the following hypothesis: 

Sales promotions are increasingly been implemented in the online retail segment and is known 

to be an external stimuli that encourages consumers to purchase impulsively. As a result, the 

first hypothesis is defined as: 

Hypothesis 1: Sales promotion has a significant effect on impulse buying behaviour online 

     In the retail store, consumers are more inclined to except price discount almost constantly 

because of the ease with which the price of products can be compared. This has led to growing 

scepticism for online volume discount than price discount, as a result of the perplexity 

associated with monetary value of volume discount. Therefore, the second hypothesis is 

defined as: 

Hypothesis 2: Price discount is more adopted and will prompt a greater impulse buying 

behaviour online than will volume discount in the targeted age group.  

1.2. Research Rationale  

     Given that Ireland is Europe’s largest online shoppers per capital with 50% of the population 

comprising of online shoppers and with 60 to 75% of the total budget estimated to be spent on 

sales promotion (Blech and Blech, 2015), this research aims at identifying the effect of two 
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pervasive forms of sales promotion; price and volume discount on online impulse buying 

behaviour. This research will be beneficial for online retailers as it will provide them with a 

better understanding the relationship of online sales promotion and impulse buying behaviour. 

Giving the significant increase in the number of internet users and online retail shoppers in 

Ireland, according to the CSO (2018), the curiosity of retailers to understand this concept and 

its relation to sales growth has been amplified.  

     Findings from the research will aid in assisting retailers in making better decision when it 

comes to understanding how sales promotion influence consumer purchase behaviour. Also, 

by analysing which type of promotional type will likely be adopted by online consumer within 

the targeted age group and the influence on impulse buying, e- retailers will benefit from 

implementing the promotional type that is highly preferred and in turn increase sales and 

improve competitive advantage. This research will also improve the value of preceding 

research on the subject matter by helping to bridge the gap in the research.  

1.3. Research Aim And Objectives   

     Given the limited literature on the relationship of sales promotion and impulse buying 

behaviour in the context of the online channel. The aim of this research is to contribute to the 

pre-existing study by providing a better understanding of this shopping phenomenon, by 

analysing the degree of influence sales promotion has on impulse buying of consumers online, 

focusing on the two main sales promotion form; Price and Volume discount. 

The following objectives of the research was coined from the research questions: 

1. To understand the association between sales promotion and impulsive buying 

behaviour online.  

2. To determine how online sales promotion influences consumer to purchase 

impulsively.  
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3. To identify which form of sales promotion (Price and volume discount) is highly 

preferred by the targeted age group when shopping online.   

4. To define which preferred sales promotion form, have a higher influence on impulse 

buying online.  

     This research dissertation was conducted by Onyekachi Lilian Abel in partial fulfilment of 

a Master of Business Administration degree at Dublin Business School. It focuses on 

addressing the topic; Sales promotion: A comparative between price-volume discount and its 

impact on online impulse buying behaviour by carrying out a study within a three (3) months 

period. The study will review pervious researches based on the topic themes and identify gaps 

that it intends to bridge. Following that, the method adopted by the researcher in conducting 

the study, the results gathered, and interpretation of the findings will be discussed. The 

dissertation will conclude by explaining the correlation of the findings with the secondary data 

used in the literature review section, identify recommendations and limitation to the research 

with references of improvement for future research. 

1.4. Research Structure  

This research is structured into four main chapters coherently.  
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1.4.1. Chapter 1: Introduction and Literature review 

     In this first chapter the researcher provides theoretical and foundational knowledge on the 

subject area. It also highlights the aim, objectives and explains the research rationale and how 

it contributes to pre-existing literature. Also, this chapters includes the literature reviews. the 

literature review focuses on previewing pre-existing study related to the subject area of the 

current research, written by various other authors. The research evaluated the research topic by 

breaking them down into three themes; online impulsive buying behaviour, sales promotion 

and price and volume discount. The researcher’s aim is to offer a deeper insight of the 

theoretical background of the research variables by reviewing different academic research and 

other journal articles.    

1.4.2. Chapter 2: Methodology  

     This chapter gives detailed information about the methodology applied in this research. The 

research provides an overview of the following in this chapter; research design, approach and 

philosophy. It identifies the research strategy appropriate for the study, data collection method, 

the sampling technique, sample size and gives a justification behind the adoption for this 

research. Furthermore, the research ethics and the limitation will also be elaborated by the 

researcher in this chapter. 

1.4.3. Chapter 3: Analysis and Findings 

     The third chapter is highly relevant in this study as it involves the analysis of the data and 

provides a detailed explanation of the results/findings. The researcher provides knowledgeable 

insight on the chosen participants, the tools used for the data collection and the graphical 

representation of the data gathered which will aid in answering the research question.  



14 | P a g e  

Onyekachi Abel - 10506973 

1.4.4. Chapter 4: Discussion  

     In this chapter, the findings or results will be discussed in relation to the research question, 

objectives and literature review. Furthermore, the chapter will examine if the findings agree or 

contradict the past research literature and also if the objectives are accomplished. The 

researcher will explain the weakness, strength and limitation of the research. Finally, the 

chapter will conclude by providing recommendations coined from the research limitation by 

suggesting the addition or expansion of the present research.  

1.4.5. Chapter 5: Bibliography  

     The very last chapter of the research involves all the literature references used in the 

research. It also includes academic journal, journal articles and books. 
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1.5. Literature Review Introduction  

     In this chapter, the researcher aims at providing the readers with an in depth analysis of the 

concept of impulse buying behaviour and sales promotion so as to prompt a better 

understanding of the concept. In that vein, the following facets will be discussed; a theoretical 

overview of impulse buying and the various types, impulse buying behaviour in the online 

context, sales promotions tools and its influence on consumers impulse buying behaviour. The 

awareness of the growing adoption of sales promotion by retailers as a marketing strategy to 

increase sales, will be factored into the discussion of the various aspects. In addition, two main 

widely used sales promotional tool and the influence they have on consumer purchase decision 

will be examined and discussed. This chapter will include a section that conceptualises the 

research and conclude with a summary of all the critical findings.  

 

1.6. Online Impulsive Buying Behaviour  

     Impulsive buying has been a widely used phenomenon in research (Stern 1962) prompted 

by the attribution of irrational behaviour as impulse buying (Bakewell and Mitchell, 2006). 

Even with the numerous research about impulsive buying behaviour, a unanimous theoretical 

definition of the concept is yet to be established (Amos et al, 2014). This literature review will 

look at various definitions and its effect using online platform.  

1.6.1. Theory of Impulse buying 

     In the research carried out by Clover (1950), he identified that a substantial amount of sales 

generated in most retail stores are unplanned purchase decisions. He conceived unplanned 

purchases to be impulsive buying, which was defined as the number of actual purchase made 

that are unrelated to the intended purchases prior to shopping (Rook and Fisher, 1995). Several 

research have argued that associating impulsive buying as unplanned purchase decision is an 
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erroneous way of defining impulse buying (Iyer, 1989), explaining that a consumer may buy a 

product as a result of sudden desire or strong emotions and these are attributed to impulse 

buying but not necessarily a feature of unplanned purchase. (Amos et al, 2014).   

     In a similar vein, Rook and Hoch (1985) defined impulse buying “as a powerful and 

persistent urge that consumer experiences suddenly, to purchase something immediately”. 

Kollat and Willett (1967) identified this concept as a behaviour that is developed to react to 

stimulus. This notion was supported by Amos et al (2014) by classifying the stimuli into two 

factors; the internal and external factors. Internal factors that stimulate impulsive buying 

include a consumer’s deposition (Beatty and Elizabeth Farrell, 1998) while external factors 

are; product display on shelves, polite and pleasant sales assistant and ambience of the store 

(Shen and Khalifa, 2012). Dhariyal and Kothari (2017) argued that individual perspective, 

shopping style and opinion of close associate contribute to impulsive buying. Other factors that 

affect impulse buying are product package (De Ridder et al. 2012) and sales promotion 

(Applebaum 1951 cited by Aragoncillo and Orus, 2018).  

     Belch and Belch, (2015) went further on to illustrate four different types of impulsive 

buying; pure impulse buying occurs when consumers purchase a product without prior 

intention but because of a sudden emotional attachment to the product, thereby leading to an 

immediate purchase; reminder impulse buying occurs when a consumer recollects a product 

advert, a reduction in the product’s stock at home or a preceding interest in the product. The 

other types include suggestion and planned impulse buying. While suggestion impulse buying 

involves purchasing a product for the first time after realising it meets a particular need, planned 

impulse buying are purchases that are intended prior to shopping. Nonetheless, consumers are 

still opened to buying products that have sales promotional offers.   
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1.6.2. Consumer Impulsive buying behavior  

     The premise of impulsive buying was coined on the basics of products been the determinant 

factor of impulsiveness. Before Rook (1987) carried out a study on impulse buying, definitions 

were focused on the products and not the consumers. Researcher failed in considering 

impulsive purchase as a behavioural trait that can be influenced by other factors besides the 

products intended to be purchased. Over the years, studies about impulse buying are now 

fixated on impulsiveness as a behavioural traits (Muruganantham and Bhakat, 2013). He did 

not only attribute impulse buying behaviour to an overwhelming and spontaneous yearning, he 

further typified impulse purchase as a fortuitous and irrational decision to purchase influenced 

by stimuli within mortar and brick stores. Rook and Gardner (1993) argued that impulsive 

buying can be defined as a behavioural attribute that involves the procurement of products 

unintentionally and at the spur of the moment.  

     According to Beatty and Ferrell (1998), impulse buying denotes sudden purchases made 

without prior intension to acquire any specific product or satisfy a need. They argued that the 

urge of procuring a product that is out of stock particularly after recollecting the product as a 

result of encountering it through ads are not part of the scope of impulse buying. Bayley and 

Nancarrow (1998) also defined impulsive buying as a buying behaviour that is sudden, 

absorbing and hedonically complex which precedes any rational and preconceived idea about 

the product type or alternative choices. The researchers associated hedonic behaviour to 

impulse buying rather than utilitarian. This is because under hedonic behaviour, consumers 

seek for pleasure along the purchase path which is in contrast to the functionality and monetary 

value shoppers with utilitarian behaviour pursue.  

     According to Engel and Blackwell (1982), Impulsive purchase can be likened to a course, 

action or purchase objective taken without having thoughtful deliberation prior to engaging in 
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any in-store shopping activity. Block and Morwitz (1999) also argued that in the case of 

purchasing impulsively, consumers buy products without carefully considering if the product 

satisfy their needs as a result of a sudden and potent urge to purchase.  Kacen and Lee (2002) 

compared impulse buying behaviour with planned purchasing stating that with planned buying 

behaviour, the procurement a product is more premeditated and less irrational and alluring 

desire to purchase.  

     However, according to a study carried out by Stern (1962), he designed a framework of the 

buying behaviour by classifying it into three types namely; planned, unplanned and impulse 

buying behaviour. Based on the various definitions, impulse buying can be seen to be 

associated with hedonic buying decisions made across both retail channels. Consumers ignore 

to carefully deliberate, assess and examine other product options before purchasing as their 

emotions promote impulse and on the spur purchase (Schiffman and Kanuk, 2005). According 

to Park et al. (2006), retailers can enhance store differentiation by offering distinct products or 

sales promotional tools for   creating an instore atmosphere that is synonymous which the 

emotion state of the consumers. As this reinforces consumers positive emotion in turn enabling 

them to procure products even when not intended.  

1.6.3. External Stimuli  

     Young and Faber (2000) stated that external factors that influence impulse buying can be 

referred to as marketing techniques or stimuli designed, implemented and controlled by 

retailers/marketers to compel consumers into making purchase. These external factors include 

product display on shelves, pleasant sales assistant, ambience, size and design of the store. 

Other external factors that affect impulse buying are product package (De Ridder et al. 2012) 

and some marketing activities which includes sales promotion (Applebaum 1951; Aragoncillo 

and Orus, 2018).  Piron (1991) argued that consumers can experience impulsive buying when 
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exposed to physical and sales promotional stimulus within a retail environment. Impulse 

buying has become an important part of the purchase path of consumers in today’s retailer 

sector. The adoption of technology by retailers, creative advertisement and new sales 

promotion techniques has aided the popularity of impulse buying in recent time. (Schiffman 

and Kanuk, 2007) 

     External stimuli within retail environment across both channels can influence the emotions 

of consumers (Donovan and Rossiter, 1982) and as stated above, emotions have been known 

to incite impulsive purchases (Rook 1987; Zhou and Wong, 2004). In a study carried out by 

Mattila and Wirtz (2008), it was discovered that applying exciting and stimulating activities in 

a retail environment will in turn invoke impulsive buying behaviour in consumers. Baumeister 

(2002) supported the study by stating that when exposed to high level of excitement or 

stimulation, a reduction in the people’s ability to exercise self-control and carefully think 

through an action before taking it which increases the outcome of a consumer exhibiting an 

impulse buying behaviour. 

     However, Kaur and Singh (2007) argued that although sensory stimulus such as product 

display, appearance, background music and odour of the retail store can play a vital role in 

instigating consumers to purchase products impulsively. It is the promotional mix that acts as 

a differentiating factor for retails stores both online and offline and help lure in prospective 

consumers (Dave, 2011). Retailers can promote impulsive buying desire in consumer for a new 

product by employing fun and exciting techniques to promotional activities (Harmancioglu, 

Finney and Joseph, 2009). Some examples of these promotional techniques that induce 

impulsive buying behaviour in consumers include; point of purchase displays, price discount, 

volume discount and coupons (Yu and Bastin, 2010).   
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     Various research has proved that external stimuli can influence impulse buying behaviour 

in consumers across both shopping channel. Although a large number of preceding research on 

impulse buying behaviour have been fixated on in-store and electronic shopping, Dawson and 

Kim (2009) argued that given the rise of online shopping, there is a high tendency for 

consumers to portray impulsive buying behaviour online.  

1.6.4. Internal stimuli  

     Internal stimuli can be defined as the personalities of individuals (consumers) that describes 

them and not the marketing strategy or different shopping environment or factors. It is argued 

that internal stimuli can induce impulse buying because factors like consumer characteristics 

and cues can motivate the purchasing of product impulsively. According to Young and Faber 

(2000), various individual traits can stimulate impulse buying and they include the absence of 

self-control, a strong enthusiasm for shopping, spontaneity or the optimal stimulation level of 

the individual. In a research by Shen and Khalifa (2012), it was discovered that the intellect of 

consumers can help in preventing the impulse to buy been transformed into the actual 

behavioural trait of impulsiveness.   

     However, with the increasing level of desire and readiness to spend by consumers, impact 

of globalization, product availability and the ease with which product can be accessed, E-

marketers and retailers can incite the formation of impulsive buying behaviour in consumers 

(Kumar, 2007).      

     One internal cue that influence impulsive buying is the perceived pleasure or enjoyment that 

stems out of shopping. Sinha (2003) argued that a population characterizing of a young middle 

class desire hedonic value to practical benefit when shopping. He also argued that they seek 

for convenient and product variation. The psychological state of consumers can incite impulse 

buying. Verplanken and Herabadi (2001) both observed that in the bid to eliminate negative 
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mental state like low self-worth, anxiety and pessimistic mood, consumers purchase product 

impulsively to improve their state of mind and mood. Similarly, Sneath et al., (2009) stated 

that consumers attempting to improve their mood from a state of depression, can induce 

impulse buying behaviour. Other internal factors known to stimulate impulse buying in 

consumers are, emotions, personal opinions about a product or service (Hirschman, 1992). 

Impulse buying can also be described as a behavioural concept classified by emotions and 

psychological influx without consideration for logical and practical values (Sharma et al., 

2010).  

     Beyond the external and internal stimuli, situational factors and attributes of the product 

also influence impulsive buying behaviour. Accessibility of the store location, season of 

shopping, consumer purchase routine, availability of time to shop and the spending power of 

consumers at that period (Beatty and Ferrell, 1998) are all situational factors identified by 

(Shapiro, 2014) with the ability to initiate impulse buying. Jeffrey and Hodge (2007) argued 

that the higher the consumers access to time when shopping, the greater the likelihood of 

purchasing impulsively. According to Beatty and Ferrell (1998), the absence of time constraints 

would prompt an improved emotion state and in turn, bring about the sudden urge to carry out 

unplanned purchase.   

     However, varying product type or characteristics can impact consumer to buy on impulse. 

Different product type from apparels, stationeries and electronics have varying influence on 

impulse buying behaviour (Yu and Bastin, 2010).  Schiffman and Kanuk (2007) believed that 

the process of satisfying the need for a product can stimulate impulse buying. Under clothing 

product type, consumer exhibit impulsive buying behaviour as a consequence of been drawn 

to it figuratively and emotionally (Park et al., 2006).   
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     In addition, the demographics and the differentiating factor of both the online and offline 

channel influence impulse buying. Age and gender are two major demographical factors that 

influence impulse buying behaviour (Bashir et al., 2013). Pervious research has argued that 

young to middle age consumers tend to exhibit impulse buying behaviour than older shoppers. 

In the aspect of gender, while some researchers argue of greater impulsive behaviour in woman 

when compared to men (Kollat and Willett, 1967), others (Mai et al., 2003) juxtapose this 

theory by arguing that females develop a precise purchase plan prior to shopping.  

     Finally, spontaneity associated with the online shopping channel makes consumers more 

prone to impulsivity than when purchasing via the offline channel. Online marketing strategy 

such as sales promotion enables consumers to purchase impulsively without much 

consideration of uncertainties (Madhavaram and Laverie, 2004). According to Kim (2008), 

apparels and cosmetics which are classified as sensual product are likely to be purchased on 

impulse online.  

     The emergence of technology has led to the rise of the internet as a platform for commerce. 

This medium enables two-way interactivity, in which consumers can respond to brand 

messages online and the message effectiveness can be measured by marketers simultaneously, 

without relying on delayed consumer feedback (Schiffman and Wisenblit, 2019). Most 

researchers argue that consumer who shop online exhibit rational behaviour as they often 

search for product information and compare with other products, before deciding on one. 

Nonetheless, some consumers don’t make rational choices, leaving them to purchase 

impulsively (Verhagen and Van Dolen, 2011).  

     Research findings during the 1980’s stated that with inventions like credit cards, stay-at-

home shopping and direct marketing, consumers now purchase products on impulse. The 

sophistication and ease of shopping online increases the ability for consumers to buy 
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impulsively (Rook, 1987 cited by Aragoncillo and Orus, 2018). Also, the nature of E-

commerce prevents consumers from realizing the increasing amount spent when purchasing 

online. However, most research on impulsive buying are more focused on physical than online 

stores. (Jeffrey and Hodge, 2007). Nonetheless, Verhagen and Van Dolen, (2011) argued that 

40% of business transaction online are carried out on impulse. With this knowledge, it is 

important to analyse this subject matter in relation to online stores and the factors influencing 

them. 

1.7. Sales Promotion  

     Research findings suggests that the main role of sales promotion is to aggravate product 

sales. Various definition of sales promotion proposed in academic literature have been seen to 

have striking similarities. Haugh (2011) and Belch and Belch (2015) defined sales promotion 

as a direct inducement to offer incentives or extra product volume to force the immediate sales. 

Bogomolova et al (2015) went on further to state that sales promotion is more a constructive 

activity for intensifying organizations competitive advantage than it is a marketing 

communication strategy.  

1.7.1. Sales Promotion Activities  

     The rationale behind the proliferation in the use of sales promotion activities by retailers are 

to generate revenue, attract prospective customers and balance the inventory (Obeid, 2014).  

According to Cuizon (2009), sales promotional activities are not only effective in inciting sales 

momentarily but also incurs less cost in comparison with other marketing tools particularly 

advertising. Another reason is that sales promotion fosters consumer purchase although 

temporarily (Kotler and Armstrong, 1997). Nonetheless, some researchers argue that not only 

do sales promotion encourage repetitive purchasing of product by consumers for a short period, 
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a post promotion purchase of the product is possible if the consumers found the product 

satisfactory.  

     Furthermore, as stated above, sales promotion plays a vital role in the marketing activities 

of organizations and this can be dated back to the 1960’s. Although sales promotions are 

sometimes referred to as a circumferential or borderline marketing activity, nonetheless with 

the growing prominence of sales promotional activities, organizations now understand the 

significance of implementing a properly structured and organized sales promotion programme. 

Jobber and Lancaster, (2006) identified the three main time of sales promotion activity: 

Consumer, personnel motivation and trade promotions. They argued that consumer promotions 

can be likened to the pull technique as this activity type is conceived to incite total demand of 

product and move them along the channel of sales, with consumers inciting this movement.  

     According to Metha, Rosenbloom and Anderson (2000) the most broadly used consumer 

promotion type is price reduction promotion. However, for trade promotions, activities are 

likened to the push technique where products are propelled towards the consumers across the 

sales channel. These activities which are analogous to consumer promotion include incentives 

like volume discounts, expositions, competition amongst dealers, increased margins on sales. 

Personnel motivation on the other hand are promotional activities applied particularly to the 

salesforce. Nonetheless, this can also be applied to distributors and retailers. The most 

frequently adopted type is the sales incentive scheme. This involves rewarding members of the 

sales team on the equal basis and this is usually above the average sales reimbursement. (Jobber 

and Lancaster, 2006). 

1.7.2 Sale Promotion Tool  

     According to various existing research relating to sales promotion, a growing number are 

directly focused on its effect on sales growth. However, theoretical and empirical marketing 
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research are currently been absorbed on sales promotion as a tool in influencing consumer 

buying behaviour (Familmaleki et al, 2015; Zhang et al, 2000). According to Shimp (2003), 

retailers communicate sales promotional activities directly to consumers specifically to 

influence purchase decision.   

     In analysing sales promotion, Shultz et al (1998) argued that promotions chiefly affect 

consumers behaviourally rather than generating product awareness.  Most recently, Kotler and 

Armstrong (2010) defined it as a set of marketing tool implemented temporarily to improve 

sales. It was also described as a tool used by retailers in attracting prospective consumers and 

maintaining existing ones and stimulate purchase (Ashraf et al, 2013). 

     However, this promotional tools can be Monetary and non-monetary. The monetary 

promotions which include discounting prices and couponing is appraised as one of the most 

effective type of promotion that leads to sales value increase when adopted (Alvarez and 

Casielles, 2015) and also influence consumer choice. While Kwok and Uncles (2005) argued 

that non-monetary promotions are essential to brand rebuilding as they benefit and contribute 

value to the consumer and can be applied long term. Examples include; Volume discount and 

Sampling.  

     This research will focus on the two most commonly used type of sales promotion tool; Price 

discount and volume discount. This is due to their profound influence on consumer buying 

intention both offline and online (Dawson and Kim 2009; Iranmanesh et al., 2017). Although 

numerous research findings have affirmed the effect of monetary and non-monetary promotion 

on impulsive purchase (Xu and Huang, 2014). However, Badgaiyan and Verma (2015) stated 

that dissimilarities in the impact of sales promotion occurred between the different consumer 

environment. This environment comprises of both online platform and physical store (Zhang 

and Wedel, 2009).  
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1.8. Price Discount And Volume Discount 

     When adopting a sales promotion strategy, retailers mostly employ price discount and 

volume discount particularly (Buy one get one free) across both channels (Chen et al., 2012; 

Dawson and Kim, 2009). Price discounting is a marketing promotional tool that involves the 

reduction of a product’s original price so the same product can be purchased at a lower price. 

Additionally, Chen et al. (2012) stated that the price cut can be offered in form of a certain 

percentage decrease of the original price. In contrast, volume discount is a quality-based 

promotional tool that involves retailers rewarding a unit or bulk purchase with an extra volume 

or a reduction in the price of the next purchase (Mishra and Mishra, 2011). Examples are 5 

percent of an extra volume; buy one or more and get one (or more) free; buy two (or more) and 

get points on your club or loyalty card. These promotional tool are extensively used in the retail 

sector because they are beneficial to consumers in creating value for money (Laroche et al., 

2013).  

     Alvarez and Casielles (2015) argued that price discounting is an effectual tool for increasing 

sales and influencing consumer purchase choice. In contrast, Wansink et al. (1998) asserted 

that volume discount can better improve sales through the process of instigating consumers to 

purchase more product quantity than intended. He further stated that volume discount can 

directly or indirectly heighten sales (Wansink, 1996). It also helps in plummeting inventory 

costs for retailers, fostering repeat purchase that could encourage habit formation (Ailawadi et 

al, 2007). Price discount are commonly used in the fashion category of the retail industry while 

the grocery sector employs more of volume discounts (Chen et al., 2012).   

     In reviewing previous literatures on sales promotion, various research has tried analysing 

the different effect of one promotional type on consumer buying behaviour over the other type. 

In a research carried out by Chen et al. (2012) with the use of offline sales data, they argued 

that volume discounted products induce consumers to purchase more when compared to price 
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discounts of equal amount. Diamond (1992) argued that although both sales and volume 

discounts grants consumers the opportunity to save cost, a dissimilarity exist in the way both 

discount offers are perceived by consumers. He asserted that offline consumers exhibit a 

positive feeling towards volume discounts over price discounting and with consumer emotional 

state being a key factor in impelling unplanned purchases (Shampanier et al., 2007), volume 

discounts are more likely to influence consumer to purchase impulsively offline (Chandran and 

Morwitz, 2006; Iranmanesh et al., 2017).  

     Conversely, the preference of volume discount over price discount offline is disregarded by 

online shoppers as a result of the difficulties faced in understanding the process required for 

online volume discount (Chen et al., 2012). According to Raghubir et al., (2004) cited by Xu 

and Huang (2014), clear, precise and easy to comprehend innuendoes help in consumer 

engagement and stimulating impulsive behaviour. In Addition, Xu and Huang (2014) stated 

that the negative perceptions about price discounting offline, are profoundly negated in the 

online channel. The online platform accords consumer the ability to easily search competitors’ 

offerings and compare prices. As a result, online shoppers expect a constant offering of lower 

prices and price discounts for products online.  

     In reviewing previous literature on online impulse buying, an increasing amount of research 

have been conducted on the subject (Turkyilmaz et al, 2014). Most existing research analysed 

the topic from different perspectives. Huang and Kuo (2012) examined the impact of 

consumer’s emotion on online purchase decisions, the influence of the product and web design 

on online impulse buying in the fashion retail sector (Park et al, 2011), personality traits and 

online impulse buying (Liu et al, 2013).  

     The insurgence of the internet has transformed the way business proceedings are carried out 

(Belch and Belch, 2015, p. 531). The notion of social commerce which integrates social media 
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into E-commerce is now widespread (Xiang et al, 2016). According to PWC (2016) cited by 

Aragoncillo and Orus (2018), 65% of online shoppers say the ease and convenience of the 

online channel influences their purchase decision. Evaluating further research, Chandon (2000) 

argued that consumers tend to search for discounted product online and with the daily use of 

online channels, consumers are more likely to purchase this product on impulse. 

1.9. Literature Conclusion  

     In summary, the existing research has made plain impulse buying behaviour, the various 

factors affecting it across both channels, the different type of sales promotion and their 

influence on consumer purchase decision in the online and offline channel. Nevertheless, some 

aspect still needs further clarifying and the existing gap needs to be bridged. They include; the 

relationship between sales promotion on impulse buying behaviour in the online context, which 

promotional type; price discount and volume discount do retail consumers prefer when 

shopping online and which sales promotion type have a significantly higher influence on online 

impulse buying.  

     This is imperative given the increasing number of internet users and online retail shoppers. 

If there is a significant correlation between the variables; sales promotion and impulse buying 

online, retailers will be able to shift its focus from offline to adopting more promotional 

strategy online. Also, by analysing which type of sales promotion is highly preferred by online 

consumers and in turn have a stronger influence on impulse buying, E-retailers will benefit 

from implementing the promotional type that is preferred by consumers and in turn increase 

sales and improve competitive advantage. So, this research is aimed at addressing this issues 

to bridge the gap in the research. 
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2. RESEARCH METHODOLOGY 

 

2.1. Introduction  

     This chapter aims at discussing the methodology that will be used to analyse which sales 

promotional tool is more likely to be adopted by online consumers and the significant effect 

they have on the impulsive buying behaviour of online retail consumers of a specific age group 

in Ireland. This section will explain the research design; approach, methods and strategy. 

Furthermore, the type of data collection technique, the tool used to analysis the data gathered 

will be examined. Finally, the limitation the researcher may encounter, and research ethics will 

be discussed in this chapter. To achieve this, the researcher has decided to follow the research 

onion by Saunders et. al, (2015) as a road map for this chapter (Saunders and Lewis. 2018).  
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Figure 1: Research onion 

Source: (Saunders et al. 2015) 

2.2. Research Design 

     Research design is a plan that outlines how data will be collected, measured and analysed 

to answer the research question (Sekaran and Bougie, 2016). It also the process the researcher 

intends to follow through during the research and communicate finding about the research. 

(Kumar, 2014). As seen in the research onion, the research design is categorized into three 

namely exploratory, explanatory and descriptive design method. Exploratory research designs 

are adopted by researchers who have identified a problem with the sole purpose to make 

simpler. To present the problem, the researcher collects data on the subject matter to better 

understand the problem (Saunders, et al., 2009).  Neuman (2006) argued that this design is best 

implemented when the researcher requires a general knowledge as a result of possessing little 

to no idea about the subject.  
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     When applying an exploratory design, researchers need to be open, creative, adaptable and 

must be inclined to be analytical when examining data. Alternatively, explanatory design 

involves a research that tries to understand why a subject matter is the way it is (Saunders, et 

al., 2009). The main focus of the research is to identify the reason for the occurrence of a 

subject matter (Neuman, 2006). However, with a descriptive research design the sole intention 

is to provide an in depth and accurate examination of a phenomenon (Saunders, et al., 2009). 

A descriptive design will be implemented in this research as it helps to show the link between 

the premises and derived findings from this research of consumer impulse buying. 

2.2.1. Research Philosophy 

     Research philosophy depicts the beliefs, views, understanding and presumed knowledge 

acquired by the researcher pertaining the subject matter in the study (Saunders, Lewis and 

Thornhill, 2015). This helps shape the researchers understanding and interpretation of the 

research question. It also forms the base for various level during the research process. 

According to Bryman and Bell (2011), there exist three categories of research philosophy 

which includes; Ontology, epistemology and axiology.  

     Ontology is defined as a premise about social subjects and their genre (Bryman and Bell, 

2011). They went on further to simplify it by stating it to be a descriptive assumption of a 

subject matter from the many various views of different researchers. However, the different 

views are either objective or subjective. Objectivism refers to assumptions that in reality, social 

subjects exists but external to social actors.  Alternatively, objectivism asserts that social 

entities and their meanings are considered physical entities with an existence that is devoid of 

any societal interpretation or individual influence based on experience.  

     In contrast, subjectivism which can also be called constructionism or interpretivism 

identifies with the individual perceptions or angles of a subject rather than the established view. 
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Given that values are individualistic and different, some researchers argue that an exhibition of 

different actions and feeling towards a social subject is expected and that the existence of 

varying interpretation may have an influence on other actors in turn affecting the classification 

of social entities (Bryman, 2012). 

     Research philosophy are classified into four categories; pragmatism, positivism, 

interpretivism and realism. These categories are formulated on the basis of the data collection 

and analysis technique. Pragmatism philosophy allows the use of both primary and secondary 

data collection techniques. Hence, qualitative, quantitative or a mixture of both method can be 

applied. Conversely, when using positivism philosophy, the researcher can conduct a well-

structured study by gathering mainly primary data of a large sample size. Both qualitative and 

quantitative research method can be used with this research philosophy. Furthermore, 

Interpretivism investigates a smaller sample size qualitatively (Flick, 2015) while realism 

philosophy can only be used when the subject in question suits the selected method.  

     However, positivism research philosophy will be selected as the most appropriate for this 

proposed research study.  

Justification 

     Positivism has been selected for this research because the aim of this research is to analyse 

the significance influence online sales promotion has on impulsive buying behaviour as well 

as identify which sales promotion tool is highly adopted by online consumers when shopping 

and stimulates impulsive purchase. Furthermore, the relationship between impulse buying 

behaviour and online sales promotion exist on the basics of a nature science that is external to 

social actors.   

     The use of positivism philosophy allows for the use of a large set of primary data sample. 

It will also allow the researcher to conduct a well-structured study that allows for time saving 
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due to less time been spent on gathering and analysing data. Additionally, when using the 

positivism philosophy either or both quantitative and qualitative research strategy can be used 

for this research. Positivism philosophy will help provide the researcher with practical 

knowledge on the relationship between online sales promotion and impulsive buying.  

2.2.2. Research Approach 

      According to Saunders et al (2012), two main research approach are involved in conducting 

a study. They include; deduction and induction. A deduction can be said to have occurred when 

the research conducted is based on a set of existing theories I.e. hypothesis and the research 

conclusion are associated when the theories are proven true. This means that deductive 

approach is linked with empirical research that test existing theories. It involves development 

of a subject area from generalized perceptions to various theories that pre-exist in research. 

Given that reason, a deductive approach is related with the quantitative method of data 

collection. The formulated research question will be analysed in other to ascertain or dispute 

the pre-existing theory. Hence contributing to the research or challenging it by introducing a 

new standpoint which could be decisive or requiring a further step in research (Woiceshyn and 

Daellenbach, 2018).  

     With an inductive approach, the research will be centred around observing details about a 

social phenomenon and then generating a theory. In this approach, the research involves 

developing a specific theory about a subject matter into a general knowledge. This process 

involves stating the research question, observing, transcribing the observation to analysing and 

then formulating a new theory if the result requires it (Flick, 2011). This approach is associated 

with a qualitative research method because the method conduct research by establishing 

theories through the process of observation (Saunders et al, 2009, p.129). Given that the aim 
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of this research is to answer the research question stated above, a deductive approach will be 

used in conducted the study.  

Justification 

     A deductive approach is seen as appropriate for this study because it focuses on examining 

existing theories to generate a deduction. It limits risk and errors in the research and is suitable 

for conducting research within a short period (Wilson, 2010).  

2.2.3. Research Strategy – Quantitative Survey 

     In following the research onion by Saunders et al (2009), the next phase is the research 

strategy. According to Walter and Anderson (2013), research strategy is one key component 

that helps in gathering valued information from respondents about the research work. The 

various type of tools used in the research strategy are interviews, survey, experiments, focus 

groups, case study. The data from these tools can be collected using two methods; qualitative 

and quantitative.  

     Quantitative methods are used in collecting data in numerical form while qualitative 

methods collect data using non-numerical format. However, a researcher can choose to use 

either qualitative or quantitative which can also be described as mono methods Additionally, a 

grouping of both methods can be applied to a research and this is also be denoted as multiple 

method.  In line with the objective of this research, an online survey questionnaire will be used 

to gather primary data which will be analysed with quantitative research method.  

Justification 

     According to Saunders et al (2012), survey questions are effective in gathering primary data, 

which are the basic features of quantitative method. The reasons for selecting an online 

questionnaire include convenience the speed and ease involved in collecting data, low cost will 
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be incurred during the research, suits large number of respondents and reduces the risk of input-

errors when gathering data from interpretation. Furthermore, in analysing the significance 

between the two variables sales promotion and impulse buying, a quantitative research method 

is required to help test the pre-existing theory. It will also afford the researcher control over the 

research process.   

2.2.4. Sampling – Selecting Respondents  

     Sampling is known as the process of selecting from a population size few individuals from 

which to collect the data. The findings drawn from the research using selected respondents can 

be generalized to the whole population (Kumar, 2011, p.193). Sampling techniques are widely 

been adopted in researches as a result of the entire population been unknown or not likely to 

be covered due to time limit or costs. Nonetheless, sampling is effective particularly when 

randomly selected, because it ensures the results are highly accurate and can represent the 

population size (Saunders and Lewis, 2012).  

     There are two main types of sampling, they include; Probability and non-probability 

sampling. The main distinguishing factor between both type is randomization which occurs 

when all members of a population size are given equal opportunity for selection minimizing 

bias (Creswell, 2013). A probability sampling allows for randomization by ensuring everyone 

member of a population is accorded an opportunity to be selected. The various types of this 

sampling method are; random, stratified, systematic, cluster-random and multi-stage random 

sampling. In contrast, non-probability sampling doesn’t support randomization. It is described 

as sampling method that carries out selection based on certain characteristics. The different 

types are; convenience or accidental, snowballing, purposive, diversity and expert sampling 

(Neuman, 2006).  
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     Selection of respondents for this research will be carried out using a convenient and 

snowballing non-probability sampling technique. Participants will be self-selected by the 

researcher as the online questionnaire will be distributed via the researcher’s personal social 

media accounts and other media platform.  

Justification 

     Given the research is focused on online sales promotion applied by retail stores in Dublin, 

non-probability snowball sampling will be an appropriate method for collecting data. By using 

a snowball sampling method, the researcher can rapidly retrieve large amount of response to 

the survey questions (Denscombe, 2007). Nonetheless, bias is a problem associated with this 

sampling method as respondents will have high degree of similarities (Saunders, et al., 2012). 

To curtail a cognate sample result when using snowball sampling, participants chosen for this 

research will have varying gender type.   

2.2.5. Sample Frame 

     The sampling frame constitute the entirety of the members of a research population (Bryman 

and Bell, 2005). The goal of this research is to analyse if there exist a significant influence of 

sales promotion on impulsive buying behaviour of retail shoppers online in Dublin. The 

sampling frame consist of online shoppers in Dublin and not limited to gender expect an age 

group from 18 to 35years. This age group was selected for this research because as previously 

stated above, this age group comprises of the highest number of online retail shoppers in 

Dublin.  

     Although by adopting a big sampling frame the researcher can compare data of respondents 

from varying demographics, which leads to more comprehensive result. However, due to the 

inability to cover a large sampling frame, the study defined the population by selecting 

respondents from Dublin area and also focusing on a specific age group. The selection of 
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Dublin over other counties in Ireland is as a result of it having the highest number of households 

with access to the internet hence a greater number of online shoppers. Therefore, resident in 

Dublin within the age group of 18 to 35 years is a proper representation of the sample frame.  

 

2.2.6. Sample Size 

     According to Denscombe (2007), to ensure high accuracy in results and a balance between 

the selected sample size and the entire population, a large sample size is necessary for this to 

be achieved. Furthermore, research conducted in the field of business and management are to 

apply a confidence level of 95 percent and a 3-5 percent error margin when estimating a sample 

size (Saunders, et al. 2012). So, to determine a sample size for this study, the total number of 

online retail shoppers in Dublin under the age group of 18-35 years will be considered using a 

95 percent confidence level and allowing for a 5 percent margin error.  

     Nevertheless, due to the immensity of the population and the lack of a specific number of 

online retail shoppers in Dublin by the central statistic organization in Ireland, the population 

will be defined based on the percent of households with internet access. This study will adopt 

the supposition that 90% of the household in Dublin has access to the internet with 88% using 

the internet to find information on goods and services regularly. However, out of that, 50% of 

the regular household internet users visit retail sites to purchase clothing goods and 63% of the 

regular internet users falling under the age bracket of 18-35years. According to recent census 

(CSO, 2016), the total number of permanent household in Dublin with at least more individuals 

than rooms amount to 95,013. Hence, 35,447 households use the internet to search for products 

on retail sites and 24,459 have at least one online shopper within the selected age group. 

Applying an error margin of 5% and a confidence level of 95%, the actual sample size is 379 

respondents. Nonetheless, Saunders et, al. (2012) stated that for a study conducted using only 
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online survey, a low respondent rate of about 10 to 50 percent most likely. Therefore, the 

sample size using a 70% response rate will comprise of 265 respondents.  

2.2.7. Time Horizon 

     Time horizons indicates the timeline for the completion of a study. Chiefly, the time 

horizons of a study vary in accordance with the research question.  According to Saunders et. 

al, (2007), a researcher can implement two main types of time horizon when carrying a study, 

namely; Longitudinal and cross-sectional. A longitudinal time horizon can be best described 

as having no time constraint. In implementing this time horizons, a researcher carries out the 

proposed study over a defined long period of time and logs all activities and recordings 

concerning the research in a time plan or diary, while with a cross-sectional time horizon there 

is a time constraint. The research is conducted within a specific time frame.  

     However, to conduct a business and management research using a longitudinal time horizon 

is very difficult given as it requires a lot of time and a vast amount of money to conduct and 

complete the research. Also, Dublin Business School has an allocated timeframe for conducting 

a research thereby making longitudinal time horizon not appropriate for this study. In line with 

this reason, the researcher has decided to adopt a cross-sectional time horizon research.  

2.2.8. Data Collection 

     According to the selected research strategy, it is evident that the most appropriate form of 

data collection for this research is a survey. Surveys are referred to reports containing questions 

which are disseminated through emails or other media platforms (Bryman and Bell, 2005). 

They are divided into two; questionnaire and structured interview. For this research, 

questionnaires will be used in collecting primary data as supposed to structured interview. This 

is because with questionnaires, the researcher can reach a large number of respondents. Self-
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administrated and interviewer-administrated are the two main ways of administering the 

questionnaire to respondents.   

     According to Saunders et al. (2009), questionnaires can be designed in three ways; adopting 

questions from a pre-existing questionnaire, refining questions from other questionnaires to 

suit the research or creating own question. In designing the questionnaire for this research, the 

researcher adopted a 13 scale question for measuring impulse buying behaviour (Verplanken 

and Herabadi, 2001) and also creating two shopping scenarios.  

     The questionnaires were structured into three parts, with the first part entailing the 

participants gender, age group, and preferred channel choice of shopping. The second part of 

the questionnaire have two descriptive scenarios to get an accurate result by aiding the 

participants express their feelings. After reading the scenarios, the participants can proceed to 

answer the questions using the scenarios. The online questionnaires will be disturbed via emails 

and other selected social media platform such as WhatsApp and Instagram.  

 

Scenario 1: (Price discount) 

“On opening the web-page of an online retail store with no purchase intention. Unexpectedly, 

you find that a pair of clothing item with an original price of 50 euro (€), is now offered at a 

price discount of 50%.” 

Scenario 2: (Volume discount) 

“On opening the web-page of an online retail store with no purchase intention. Unexpectedly, 

you find that a pair of clothing item with an original price of 50 euro (€), is now offered as buy-

one-get-one-free”  
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2.2.9. Data Analysis  

     The research will be conducted using a survey. The survey will be in form of a 

questionnaire. A 13-item scale (Verplanken and Herabadi, 2001) will be used to measure 

impulse buying behaviour. The items will use a 7-point Likert scales ranging from 1 (strongly 

agree) to 7 (strongly disagree). The data gathered from the surveys disturbed will be analysed 

through graphical representation as it allows for a descriptive analysis which involves the use 

of charts to present various results. The use of graphical representation to analyse data in 

research can help the researcher provide a better picture that shows the relationship between 

two variables for the readers. This tool has become increasingly relevant in presenting 

grounded interpretations and result findings.  

     Graphical representation would involve the use of tables, figures and charts to analyse the 

data gathered in this research. These tools will aid with the identification of vital trends from 

the survey responses, shows how the data answers the research question and any significant 

relation with the objective. As a result of the credibility of the primary data, the validity and 

credibility of the results can be vouched for. Also, the use of a large sample size for the research 

allows for the reduction in bias and an increase in the confidence of the result attained.  

 

2.2.10. Pilot Study 

     A pilot study is a preliminary study that involves the use of a small scale approach to 

examine whether the data collection tools and other components like the sample size of the 

research is achievable in preparation for the actual data gathering. Prior to the distribution of 

the survey to respondents, a pilot study was carried out for this research to test if the data 

collection tool and the questions are comprehensible and reliable.  
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     For the pre-test, 10 participants were selected which is in line with the minimum required 

participants for a pilot study questionnaire created by a student (Fink, 2009). Majority of the 

participants gave feedbacks for improvement that included correction of the phrases, spelling 

errors and questions. The survey question was modified in relation to the feedbacks gathered 

from the pilot test so as to achieve better results.  

2.3. Research Ethics 

     At any phase of the research process ethical issues may emerge (Saunders et al., 2009), it is 

important that the process of data collection and storage are reassuring and safe to ensure 

beneficence and non-malfeasance (Lahman, 2018). Research ethics aims at emphasizing the 

importance of applying ethical principles to the research. It also ensures that the attitude 

exhibited by the research when conducting the research is line with ethical standards, 

regulations and law of the institution and state.  

     Practically, the ethical principle requires a researcher to inform and obtain consent from 

prospective participants, reduce any harmful risk associated with the process of data collection, 

provide and protect participant’s right of been discreet and confidential, avoid deceitful 

practices and provide participants the option of exiting the research at any stage. Not complying 

with the ethical principles affirmed above can lead to the possibility of obtaining results from 

misinterpreted data. To prevent ethical issues and embrace consideration, the researcher 

requested the consent of all participant during the process of collecting primary data, 

participants were informed of their right to withdraw at any stage in the process of data 

collection.  

     Furthermore, to ensure the protection of the details of all participants, names, address, IP 

address and all other personal details were not requested. The researcher also assured the 

participants that information collected will only be used for the researcher’s dissertation. The 
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entire process was carried out with respect to the law of protecting participant form danger, 

physical stress, invasion and awkwardness (European’s Commission Respect Project, 2004). 

 

2.4. Limitation of Methodology 

     Every research has limitations, and this will be no exception. The limitation in this research 

will most likely involve common limitation like time constraints, and limited resources 

available. However other major limitations include; Firstly, a homogeneous result will be 

achieved due to a small sample size which cannot be used in as representation of the entire 

population. This is because of the of use a self-administered online questionnaire in gathering 

data. Secondly, the presence of bias fostered by the researcher use of non-probability sampling 

technique Also, non-response error is another limitation associated with the use of online 

survey (Betty et al, 2011). Participants may choose to ignore or not complete the online survey 

due to lack to observation. The lack of immediate response to questions that may arise during 

completion is also a limited to this research.   

     Another limitation will be the use of only quantitative method in analysing data. Impulse 

buying behaviour of consumer varies between consumers, therefore, the use of qualitative 

methods like interviews will convey more details about the participants feelings, since it will 

provide a platform for observing the participants. Although quantitative method is highly 

effective in analysing the concept of impulse buying, it is limited when providing details. 

 

2.5. Research Methodology Conclusion 

     In accordance to previous related research, the methodology reviewed above is suitable for 

this research topic. The adoption of a quantitative research method which is statistically 

inclined will enable the researcher to obtain a comprehensive and instinctive result. The use of 
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online questionnaire survey to gather primary data from respondents facilitates a large sample 

size, hence ensuring the consistency of the results. The primary data were analysed statistically 

for an in depth answer to the research question. This chapter highlights the procedures observed 

by the researcher in ensuring that the data used, and findings obtained in this research are 

reliable and valid, in spite of all the drawbacks encountered by the researcher in formulating 

the methodology. In line with the standard requirement for carrying out a research, all ethical 

proceedings were considered.    
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3. ANALYSIS AND FINDINGS 

 

3.1. Introduction 

     In order to test the formulated research hypothesis and answer the research question, a 

statistical analysis of the primal primary data gathered from the respondents must be carried 

and also, a description of the relation that may exist between the data gathered and the research 

question and hypothesis. Therefore, this chapter aims at illustrating the results collected during 

the study and the statistical interpretation. This section of the research is imperative given that 

it helps to provide the reader with a deeper understanding of the participants responses to the 

survey question and the researcher’s explanation of how the responses agrees or disproves with 

the research questions and objectives.  

     As previously stated, the research aim is to understand the impact of sales promotion on 

online consumer impulse buying behaviour. Comprehensively, the research will be narrowed 

down by analysing which sales promotional type; price or volume discount will have a higher 

degree of influence on impulsive buying behaviour of online retail shopper within the targeted 
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age group in Ireland.  Consequently, the study examines the current set-up of sales promotion 

as a marketing strategy by online retailers and the influence it has on Irish consumers within 

the ages of 18-35 years to purchase impulsively.  

     To ensure that the research questions was appropriately addressed, an online self-

administered 18 question survey questionnaire was designed and disturbed to selected 

respondents in the space of two weeks. In total, 265 survey questionnaires were distributed to 

various respondents via social media and emails. Out of the total distributed survey, 206 

responses were obtained within the allocated time frame to achieve a comprehensive research.  

Furthermore, the sample was processed by screening out questionnaires with discrepancies and 

no responses, the final sample was made up of 184 participants.  

     The data gathered from the sample described above has been analysed using graphical 

method. This was selected for analysis because of the comprehensibility and usability of the 

method as it provides the researcher with the ability to present the data gathered from 

respondents visually and to ease the process of interpretation of the data. Therefore, in this 

chapter, the analysis will be solely based on findings obtained from the answers to the questions 

in the survey questionnaires. This will direct the researcher interpretation and discussion of the 

results and the necessary recommendation for E-retailers in the adoption of sales promotion in 

the following chapter.  

3.2. Descriptive Analysis 

3.2.1. Gender: 

     There was a balance of gender in the number of respondent that participated in the survey. 

Amongst the 206 respondent who participated in the research, 50.25% (n=100) were females 

while 49.75% (n=99) were males. With a participation ratio of 4.5 of both gender, the result 

shows that the achieved balance in gender effectively reveals the generality of the research 
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which is rather appropriate as it reduces the chance of the researcher obtaining a biased result. 

The gender distribution of the respondent is shown in figure 3.1 below.  

 

Figure 2: Gender  

3.2.3. Age of Participants  

     Given that the research objective is to analyse the influence of sales promotion on impulsive 

buying behaviour for individuals between the age group of 18-35 years, examining the age of 

the participants is vital for the study. Hence, the age distribution of the respondents allows the 

researcher to assume a balance between the selected specific age group of the research. The 

age groups were divided into brackets. Out of the 206 respondents, 57.14% falls under the age 

bracket of 18-25 year (n=116).  

     The second age bracket 26-35 years registered a 38.42% of the total 204 respondents (n=78), 

while 4.43% of the respondents are within the ages of 36-45% (n=9). The above age 

distribution can be seen to have a proper representation of the selected age group for the study. 

Below is figure 3.2 that represents the result of the age of the respondent’s graphically.  
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Figure 2.1: Age of participants.  

3.2.4. Preferred Shopping Channel for Clothing’s 

     To further ascertain the status of Irish online retail platform for the purchase of clothing’s 

among the selected age group, an inquiry about the respondents preferred choice of shopping 

channel was conducted. Specifically, the researcher asked what the respondent’s ideal choice 

for purchasing clothing’s would be, with an option to select between online or instore shopping 

channel.    

     Of the total 203 respondents that answered this question, 50.73% (n=104) selected online 

to be their preferred shopping channel while 47.32% (n=97) aligned their preference to the 

instore channel for purchasing apparels. The above described choice distribution is displayed 

in Figure 3.3 below;  
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Figure 2.2: preferred shopping channel.  

     The result is an indication that there almost exist a balance between the shopping choice of 

the respondents with almost half the total number of the respondent selecting one channel 

choice over the other. However, a higher number of respondents use the online retail platform 

when shopping for clothing’s in Ireland.  

3.3. Respondent Preferred Type Of Online Sales Promotion 

     In the literature review above, sales promotional tools are becoming an integral part of retail 

marketing strategy. Nevertheless, price and volume discounting are the two most widely 

adopted promotional tool by retailers both online and in the mortar and brick stores. The 

researchers aim was to identify which among both promotional tools will respondents likely 

adopt when shopping online for apparels. A scenario was translated in form of a question and 

respondents were asked to select which promotional tool are they most likely to adopt online. 

After reviewing the scenarios, 77.32% (n=152) of respondents selected price discount, while 
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24.23% (n=47) indicated they will adopt volume discount. The results can be seen displayed 

in figure 3.4 

 

Figure 2.3: Preferred type of sales promotion.   

     In accordance with the above result, price discounts as a marketing strategy for online 

retailing are preferred more than volume discounts by shoppers.  

 

3.4. Respondents Impulsive Buying Behaviour  

     The third section of the research questionnaire was designed to gather insight on how the 

described online sales promotional offer influence their decision to purchase impulsively. The 

researchers aim was to identify if the illustrated online sales promotion scenarios in section two 

will have a strong significant effect on the respondents, prompting them to exhibit impulsive 

buying behaviour when shopping online. The following questions were used as a scale to show 

the likelihood of the respondents purchasing impulsively after encountering a promotional offer 

on visiting an online retail site.  
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3.4.1.  Excitement About Online Sales Promotional Offer  

     The participants were asked if the sales promotional offers described prompts them to be 

excited. A bulk number of the respondents who answered the question acknowledged that they 

experience a feeling of excitement when they see an online sales promotion. Out of the 186 

respondents that answered the question, 171 admitted to feeling excited upon seeing a 

promotional offer online. The results from the survey shows that 45.16% and 46.77% of the 

respondents strongly agreed and agreed to the feeling of excitement while 8.06% (n=15) neither 

agreed nor disagreed to becoming excited when seeing the online promotional offer. However, 

none of the respondent strongly disagreed or disagreed to excitement of online sales promotion.  

     This result is an indication that online shoppers in Ireland feel excited when E-retailers adopt 

sales promotions online. The graphical representation of the result can be seen in figure 3.5 

below.  

 

Figure 2.4: Excitement about online sales promotion 
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 3.4.2. The Urge to Purchase Products Online  

     In other for the researcher to understand the influence of online sales promotion on 

impulsive purchase, the participants were asked if there exist an association with online sales 

promotion and the urgency to purchase the product. A total of 184 participants answered this 

question while 22 skipped the question. Of the 184 respondents, 39.13% (n=72) strongly agreed 

to feeling the urge to purchase a discounted product online, 47.83% (n=88) agreed to having 

the urge to buy while 10.33% (n=19) would neither agree nor disagree to feeling the urge.   

     Although 5 respondents (2.72%) disagreed, none of the respondents strongly disagreed to 

feeling the urge to purchase product on sales promotional offer. The result of the survey 

responses shows that online sales promotion significantly influences participants to experience 

an urge to a purchase the product on offer leading to impulsive buying behaviour. The figure 

3.6 below shows the results.  

 

Figure 2.5: Urge to purchase online 
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3.4.3. Unplanned Purchase Due to Online Sales Promotion 

     Given that the unplanned purchase of a product can be categorized as an impulsive purchase 

and as described in the scenarios, the respondents are to stumble on the promotional offer of 

the products online without the intention to purchase. In that vein, the researcher sought out to 

discover the possibility of the online sales promotion inciting unplanned purchase by asking if 

on seeing the promotion, the respondents want to buy the product without prior intention.   

     According to the responses, 54 respondent (29.03%) indicated that they strongly agree to 

having the desire to purchase the product without having prior knowledge of the product, 84 

(45.16%) agreed while 32 (17.20%) neither agreed nor disagreed. In contrast, only 14 

respondent (7.53%) disagreed to feeling the need to purchase the product without planning for 

it in advance, while 2 (1.08%) strongly disagreed. Figure 3.7.  

 

Figure 2.6: Unplanned purchase due to sales promotion 

      The above result from the survey illustrates that online sales promotion incites respondents 

to exhibit impulsive buying behaviour as majority would carry out unplanned purchase as a 

result of encountering an online sales promotion.  
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3.4.4. Desire to Purchase Despite Not Needing It  

     In this question, the respondents were asked if they felt the desire to buy the product placed 

on sales promotion even though they don’t need it. Over 22.04% (n=41) of the respondents 

strongly agreed, 33.97% (n=63) agreed to yearning to purchase the product despite not having 

any requirement for it, while 18.28% (n=34) remained neutral neither agreeing of disagreeing. 

Nonetheless, 22.58% (n=42) of respondents disagreed while 3.23% (n=6) strongly disagreed 

to experiencing the desire to purchase a product with no particular need for it even though been 

sold at a discount rate.  A graphical illustration of the result distribution in the figure 3.7 below.  

 

Figure 2.7: Desire to purchase despite not needing it.  

     The above result distribution depicts that 56.01% (104) of the 184 respondents agree to 

wanting to purchase the product described in section two without any urge nor prospective 

requirement for the product. And as discussed in the literature review, one attribute of an 

impulsive buying behaviour is the urgency to acquire a product without any pre-exciting need 

for it. Therefore, the result is indicative of the significant effect of online sales promotion on 

impulse buying.   



54 | P a g e  

Onyekachi Abel - 10506973 

3.4.5. Irrational Purchase  

     When reviewing previous literatures, it is evident that impulse buying behaviour can be 

described as purchasing a product irrational or on the spur of the moment. As a result, the 

participants were asked three question related to irrational purchase. With the first question, 

the researcher’s intention was to discover if the respondents compared both the product and 

retailer to another brand before purchasing it. A total of 116 (62.37%) respondents agreed to 

not comparing brands before purchasing, 28 (15.05%) respondent neither agreed nor disagreed 

while 42 participants (22.58%) admitted to carrying out a comparison of the product or retailer 

with other brands before purchase. Figure 3.9.  

 

Figure 2.8: Comparing product before purchasing 

     In the second question, the researcher asked if the intention to purchase the product on sale 

online without thinking. Of the 186 respondent that answered the question, 17.20% (32) and 

27.42% (51) strongly agreed and agreed respectively while 22.04% (41) remained neutral. This 

question also saw 26.34% (49) and 6.99% (13) disagreeing and strongly disagreeing to 

purchasing without thinking.  
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Figure 2.9: Purchasing without thinking. 

     Finally, to understand the level of influence online sales promotion has on impulse buying, 

the respondents were asked the question of if they want to buy the product spontaneously after 

seeing the offer. The result distribution is as follow; 18.38% (34) strongly agree, 38.92% (72) 

agree and 25.41% (47) neither agreed nor disagreed to shopping spontaneously.  However, 

only a few number of respondents 17.29% (32) indicated their disagreement of purchasing 

spontaneously.  

 

Figure 2.10: Purchasing spontaneously  
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     According to the above result distribution of the three questions, most online shoppers will 

purchase a product on sales promotional offer devoid of any careful deliberation of the product 

intended to be purchased.  

3.4.6. Struggle to Suppress the Desire to Purchase 

     Another important attribute of impulsive buying is the struggle to suppress the desire to 

purchase the product. In that vein, the participants were asked two questions. One been if they 

struggle to leave the product unpurchased while the other question was if they found it difficult 

to supress the feeling wanting to purchase the product on offer. Out of the 184 respondents that 

answered both questions, 112 (60.87%) respondents agreed to the struggle of leaving it 

unpurchased while 99 (53.81%) agreed to finding it difficult to supress the desire to purchase. 

There were a few number of respondents that disagreed with both question. Of the 184 

respondents, 39 (21.19%) and 51 (27.71%) disagreed to both question respectively, while 33 

(17.93%) and 34 (18.48%) respondents chose to neither agree nor disagree in both questions.  

 

 

Figure 3.11: Struggle to leave it unpurchased 
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Figure 2.12: Difficulty in suppressing the desire to purchase 

     The above result distribution shows that majority of the respondent experienced difficulty 

in trying to leave the online discounted product unpurchased, while those that don’t not struggle 

to supress the feeling of wanting to buy the product are less than 20%.   

3.4.7. Purchase as A Result of Like Rather Than Need 

     In order to discover if the respondents are prompted to purchase impulsively because of the 

sales promotion adopted by the e-retailer, the researcher sort out to find out if the products were 

purchased because the respondents liked rather than need them. This question is imperative 

given that hedonic behaviour which is associated with pleasure and excitement have been used 

to describe impulse purchase.  

     From the survey result, 22.40% (n=41) strongly agreed, 43.17% (n=79) agreed to 

purchasing because they liked rather than need it while, 20.22% (n=37) respondents neither 

agreed nor disagreed. Nonetheless, 12.57% (n=23) disagreed and only 1.64% (n=3) strongly 

disagreed to buying the product as a result of pleasure as supposed to needing it. The figure 

3.13. below shows the result distribution  
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Figure 2.13: Purchase as a result of like rather than need.  

 

3.4.8. Feeling of Regret Upon Purchase 

     The aim of this question was to find out if the respondents have control over the purchases 

made as purchasing without uncontrollably might lead to regrets. However, a higher number 

of respondents, 33.51% (n=62) disagreed with the question which means that they have control 

over the desire to purchase. Despite that, a relatively close number of respondents 28.65% 

(n=53) strongly agree and agree to possibly having regrets post purchase while, 27.03% (n=50) 

respondents remained neutral. Figure 3.11. 



59 | P a g e  

Onyekachi Abel - 10506973 

 

Figure 2.14: Feeling of regret upon purchase.  

     The result indicates that most respondents have control over the desire to purchase irrational. 

However, a fair number of respondents lack control hence prompting them to purchase 

impulsively.  

 

3.5. Conclusion Of Findings  

      They above analysed results indicates that majority of the individuals within the age group 

of 18-35 years prefer price promotion when shopping via the online retail store rather than 

volume discount. Additionally, the adoption of online sales promotion particularly price 

discount since it’s the consumers preferred online sales promotion tool, would influence 

impulsive buying behaviour in consumers.  

     The above analysis was carried out using results obtained from responses of 206 

participants. However, most of the 18 questions asked has at least 20-23 respondents choosing 
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to ignore answering them. For that reason, the analysis of the findings was done using the 

responses received from the 184 participants rather than the original sample size (N=206). This 

helps in reflecting the authenticity of the result as gathered from the field without prejudice. 

Also, the lack of 23 responses from to some of the questions does not deter the reliability of 

the research.  
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4. DISCUSSION 

 

4.1. Introduction 

     Sales promotion is an essential marketing tool adopted by retailers both online and in-store 

as it temporarily induces the projection of sales. There exist two main widely adopted 

promotional tool type, and these has been known to incite impulsive buying behaviour in 

consumers particularly when implemented in-store by retailers. In the Irish retail sector, the 

growing preference of E-retailing cannot be over emphasized, and this is particular to 

individuals within the age group of 18-35years, who are the main focus of this research. And 

as seen from the above findings, the specific age group understand online sales promotion, their 

preferred type and its influence on their buying behaviour.  

     This study has carried out an assessment of the targeted age group in relation to their 

preferred channel of shopping, sales promotional tool and whether or not it induces impulsive 

buying behaviour. Based on comprehensive and visually illustrated findings of the 

assessments, this chapter discusses the results analysed in the chapter prior to this. The aim of 

the discussion is to ensure that the preferred sales promotion type and its influence on the 
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shopping behaviour of the targeted age group is in line with pre-existing reviewed literature. 

Also, the researcher aims at identifying if the discussed results are in sync with the research 

objectives and answers the research question.  

 

4.1.2. Demographics of the Respondents 

     The survey for this research included a section for the demographics of the respondents. It 

was important because the sample population was defined by gender and age. The gender 

distribution of the research showed an almost balanced result with a participation ratio of 4.5. 

However, the female respondents (n=100) were vaguely higher than the male (n=99). By 

obtaining responses from both male and female participants, the researcher was able to attain 

results that reflects the views and feelings of both genders on online sales promotion and 

impulsive buying. Furthermore, having more responses from females is essential as it makes 

the results acquired more reliable. This is because according to previous literatures, the concept 

of online shopping can be attributed with the female gender, meaning the results will represent 

the relevant data required for the study.  

     The other demographic considered was the age. It is imperative given that the sample 

population element of this research consists of respondent within the age group of 18-35 years. 

The result distribution for respondent showed most of the respondents fell under the targeted 

age group, most especially within the age bracket of 18-25years. This indicates that the age 

distribution of this research survey result is consistent with the defined age group of regular 

online shoppers in Ireland. Hence, the research can be generalized as it is in line with global 

statistical research. Also, a higher number of respondents use the online retail platform to shop 

for clothing’s rather than in-store. This helps in assuring that the respondents have a good 
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understanding of the online shopping and can differentiate between the two forms of sale 

promotion, thereby providing a satisfactory and comprehensive result.   

 

4.1.3. Respondent Preferred Type of Online Sales Promotion 

     The prominence of technology has given rise to E-retailing and the growing adoption of this 

form of commerce by retailers. Sales promotion has become an integral part of the marketing 

tactics implemented online by retailers to project sales and attract probable customers. The two 

most adopted promotional tool by online retailers are price and volume discount. The reason 

behind the frequent adoption of these tools as supposed to others is because of the significant 

effect it has on consumer buying behaviour (Iranmanesh et al., 2017). As stated in previous 

literature reviewed in the study, volume discount is the most likely preferred promotional tool 

by consumers offline because of the perceived monetary value attached it (Shampanier et al., 

2007). For online retail consumers, price discounts are high favoured over volume discount as 

a result of it been easy to understand by consumers (Xu and Huang, 2014).   

     In this study, majority of the consumers who have shopped for clothing apparel online 

indicated their preference for online retail price discount over volume discount. This 

information was accessed through the two shopping scenarios created by the researcher that 

described same item but offered using the two main promotional tool, and respondents were 

asked to select their preferred sales promotion type. 

     Following the result coined from this research, sales promotion is an essential part of E-

retailing with the consumers having a clear and precise understanding of this marketing tactics. 

Particularly, with over 77% of respondents selecting price discount as their most likely adopted 

sales promotion type, the results illustrate a strong indication of online consumers having a 

higher predilection for price discounts rather than volume discount. This result is very much 
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consistent with pre-existing research in this subject area that show that consumer prefer price 

discount when shopping online over volume discount.  

     Therefore, when employing sales promotional marketing strategies, online retail companies 

should implement more of price discounts rather than volume discount as this will led to an 

upward projection of sales because of the higher adoption rate by online consumers. Price 

discounting involves the reduction of price of a product which is more relatable with consumers 

who purchase clothing’s online. This can be attributed to the fact that the ease and convivence 

of shopping online accords shoppers the ability to compare one retailers’ price with another 

simultaneously, hence fuelling the consumers expectation of the constant offering of price 

reduction by retailers online as supposed to volume discount.  

4.1.4. Online Sales Promotion and Impulsive Buying Behaviour 

     Over time, sales promotion has become a vital marketing communication strategy employed 

by organizations, particularly in the retail sector. However, it has also been endorsed as a tool 

for improving the competitive advantage of a company (Bogomolova et al., 2015) and 

increasing sales temporary within the employed period (Haugh, 2011). However, in current 

studies, sales promotion has been known to not just increase sales or a company’s competitive 

advantage but also to influence the buying behaviour of consumers, inciting them to purchase 

a product impulsively (Shimp, 2003). According to Chen and Yao (2018), the arrival of online 

commercial platforms has instigated the growth of impulsively buying behaviour in consumers. 

As a result, over 40% of online shopping activities are executed through impulse (Liu et al., 

2013) with sales promotion being one major stimulating factor (Olsen et al., 2016).  

     In this research, one of the objective was to identify if there exist and association of between 

sales promotion and impulsive buying behaviour online. In order to achieve that, respondents 

were asked to select their preferred online sales promotion type from amongst two described 
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shopping scenario. They were to use the selected scenario to answer a 13 question scale used 

to measure impulse buying.  

     For the purpose of simplification, the researcher divided the questions into sections when 

analysing the findings in the above chapter. These sections were based on attributes of impulse 

buying behaviour. In the first section, the researcher explored the feeling of excitement upon 

seeing an online sales promotion offer. The result indicted that over 91.93% of the respondents 

agree to feeling excited. This in turn leads them in experiencing the urgency to purchase the 

product on offer with approximately 87% of the respondents having acknowledged the desire 

to purchase the product urgently.  

     Furthermore, the various other sections include; unplanned purchase, purchasing despite not 

needing, irrational purchase, struggle to suppress the desire to buy the product and the feeling 

of regret post purchase. There was an overwhelming high number of respondents that agree 

with the questions in the various sections. This indicates that there exist an association with 

sales promotion adopted online by E-retailers and impulse buying behaviour. 

      Asides the relationship between sales promotion an online impulse buying in consumers, 

the significant influence it has on the selected age group to purchase impulsively online cannot 

be overstated. Consumers within ages 18-35 years who shop online are attracted to the prospect 

of sales promotion offer by E-retailers. It arouses in them the emotional state of excitement and 

pleasure which incites in them the urgency to purchase causing them to negate self-control and 

careful deliberation before procuring the product, thereby influencing the consumer to purchase 

impulsively. The result of this study concedes with previous research that finds sales promotion 

to be one of the main external stimuli known to incite online impulsive buying behaviour in 

consumers. By understanding the influence sales promotion has on online impulse buying, 
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online retailers should employ clear and precise promotion offer, in order to attract consumers 

and influence their buying behaviour.       

     The findings in this research demonstrate that sales promotion has a correlation with online 

impulse buying. When assessing the two promotional type, the research revealed that volume 

discount is not preferred over price discount in the online channel when compared among the 

respondents who fall within the targeted age group. Also, volume discount fails to generate an 

impulse buying online that is of a higher effect than price discount, given that price discount 

was selected by the participants to have more advantage when adopted online.  

     Furthermore, we identified that sales promotion would significantly incite online retail 

consumers to exhibit impulsive buying behaviour when purchasing products. The researcher 

was able to obtain this results by developing the two shopping scenarios and examining impulse 

buying behaviour using the 13 scale question by Verplanken and Herabadi (2001). 

4.2. Discussion Conclusion  

     In relating the findings to the research question, sales promotion when adopted online have 

a significant positive influence on impulsive buying behaviour. As the result indicates, sales 

promotion would lead the consumers to purchase a product on offer although unplanned for. 

Consumers will completely ignore all rational disposition and succumb to the compelling 

desire of pleasure and excitement to acquire the product without considering alternative options 

or the functionality or monetary value of the purchase. Nonetheless, given the difference 

between the two most widely used form of sales promotion and the level of influence across 

both channel, understanding which form is preferred by online shoppers and if it influences 

them to exhibit impulsive buying behaviour, is a key factor for E-retailers. According to Park 

et al. (2006), adopting a promotional tool that resonates with the consumers and induces 

positive emotions enabling the procurement of products impulsively and this is effective both 
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online and offline. To that effect, price discount promotional type resonates deeper with online 

retail consumers and stimulates positive emotions hence, impulsive buying behaviour.  

 

4.3. Research Conclusion And Managerial Implications 

     In fulfilment of the research aim, the study tries to provide an in-depth understanding of the 

current role of sales promotion in influencing impulse buying behaviour in online retail 

consumer. According to previous research, sales promotion is a known external factor that 

induces impulsive buying behaviour in the traditional channel for shopping. However, with the 

emergence of the internet and the continuous adoption by retailers, marketers are seemingly 

concern that this could invoke a behavioural change from impulsive buying to a more planned 

and logical purchase method (Experian Marketing Services, 2013). To that end, this study 

reviews pre-existing literature in the field of impulsive buying behaviour and sales promotion 

which were used as the research secondary data, with more focus placed on understanding both 

marketing and behavioural concept in the online channel, to identify the existence of a 

relationship between both shopping phenomenon and the effect the factor sale promotion has 

on consumer impulse buying behaviour. Additionally, with the adoption of two main forms of 

sales promotion by retailers (Chen et al., 2012), the preferred type of sales promotion by online 

consumers and the influence on impulse buying was explored in this research.   

     From the results gathered post analysis, various conclusion and suggestions can be drawn. 

Firstly, the result disproves the perception argued by researchers that online retail platform 

foster consumers to carry out a rational and planned behaviour when purchasing as a result of 

the ease and convenience associated with the shopping online. The findings from this research 

shows that impulse buying behaviour can occur online, and that one main trigger of this 

behavioural theory is sales promotion.  



68 | P a g e  

Onyekachi Abel - 10506973 

     When measuring the impulse buying behaviour of the online consumers using the scale as 

described above, the results shows that sales promotion will motivate enthusiasm and pleasure, 

sudden and overwhelming need to purchase, incite hedonic rather than utilitarian behaviour,  

consumers to purchase without deliberating on the necessity of the product at that given period, 

purchase instinctively, struggle to curb the desire to procure product and acquiring a product 

because of emotions as supposed to logic. All of which are elements of impulse buying 

behaviour. Thus, the influence of sales promotion on impulse buying behaviour amongst online 

shoppers is significant (Xu and Huang, 2014). 

     Secondly, the descriptive analysis demonstrated that one form of sales promotion has a 

higher preferential value over the other form, thereby more influential in inducing impulse 

buying.  In comparing both type of sales promotion, the researcher did so on the basics of 

clarity, precision and having a greater value or benefit to the consumer (Raghubir et al., 2004). 

Hence, price discount preferred over volume discount when implemented online because it is 

clear, specific and effect a reduction in cost which is beneficial to consumer, all at a much 

higher extent that volume discount.   

     Thirdly, the degree of influence of both type of sales promotion varies, with one having a 

stronger influence than the other. According to the results, over 80% of the online consumers 

adopted price discount as their preferred choice of sales promotion over volume discount. 

Furthermore, they indicated that the adopted sales promotion form enacts the desire to portray 

all the elements of impulse buying. This is synonymous with previous research and answers 

the sub research question, that price discount will have a greater influence on impulse buying 

behaviour of online consumers (Xu and Huang, 2014) within ages 18-35 years.   

     This research is consequential to the managerial practice, retailing sector in particular. Sales 

promotion is not just a vital part of the marketing communication mix, it also known to be the 
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most effective in stimulating the buying behaviour of consumers temporarily. According to Xu 

and Huang (2014), sales promotion when compared to other stimuli have a higher degree of 

influence on both online and offline consumers to purchase impulsively. Nevertheless, 

although offline impulsive behaviour can be prompted by various other external stimuli like 

product packaging, display and store ambience, one major driver of impulsive buying 

behaviour online is sales promotion (Dawson and Kim, 2009).   

     Therefore, to generate short sales and increase competitive advantage, e-marketers must 

employ the most effective sales promotion tool as this will attract consumers and instigate 

impulse buying. The selection of consumers within 18-35 years for this research was very 

appropriate and significant in discovering the which sales promotion tool is preferred and the 

influence on online impulse buying because majority of the online shoppers in Ireland falls 

under that age group and possess an in-depth understanding of online shopping and sales 

promotion. Online marketers may find that results gathered from this research can be beneficial 

in increasing sales and competitive advantage.  

 

4.4. Recommendation 

     From the result attained in this research, the following recommendations were put forward 

for retailers operating online platforms. The first being that it is imperative online retailers 

understand that sales promotion is one major factor that triggers impulsiveness in consumers 

along the purchase path, unlike the traditional channel of shopping that opposes various other 

external factor that stimulates impulsive buying in addition to sales promotion. With the rise 

of online shopping activities chiefly in the Irish retail clothing sector, retailers must shift focus 

to adopting more sales promotion activities online to project sales growth by encouraging 

consumers to purchase products impulsively.   
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     Secondly, e-marketers and retailers must factor into consideration that majority of online 

clothing shoppers prefer price discount sales promotion. So, by implementing this form of sales 

promotion, retailers can attract prospective consumer to purchase product online and increase 

their competitive advantage. Thirdly, price discount sales promotion prompts consumers to 

purchase impulsively online than volume discount, E-retailers should frequently adopt this 

promotional strategy over the other to incite a greater level of impulsive buying in consumers.   

 

4.5. Limitations And Future Research 

     It should be noted that the result of this research should still be considered in spite of the 

limitations encountered and they should be addressed in future research. The first limiting 

factor of the study is the sampling technique adopted. The use of a convenience and 

snowballing non-probabilistic sampling technique and the use of a small sample size with a 

70% respondence rate limits the validity of the results obtained. Additionally, the sample 

comprises largely of respondents within the age group of 18-25 years, this creates bias findings 

and analysis of the results. Consequently, the above described limitation leads the research to 

be deemed more exploratory than descriptive and prevents the generalization of the analysed 

results. For future research, a sample size that is large and not limited to a certain age group 

and the use of a probabilistic sampling method should be considered to either agree with or 

dispute this research results.    

     Furthermore, another limiting factor is the shopping scenarios described in the questionnaire 

which had most of the item scoured from previously validated literature. The scale adopted in 

this research to measure impulsive buying behaviour is validated and has been used in various 

other research on impulse buying. However, the shopping scenarios were not validated and 

properly developed scales, thereby making the results obtained from the study not satisfactory. 
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To get a thorough understanding of this behavioural phenomenon, future research is of a 

necessity and also, the implementation of developed scales would result in obtaining proper 

measurement.  

     Finally, the use of one product type in analysing the influence of sales promotion on 

impulsive buying online contributes to the limitation of this research. Pre-existing research on 

impulse buying considered more than one product type and also various attributes of the 

products. This includes price of product, hedonic vs utilitarian products (Xu and Huang, 2014) 

and quality (Amos et al., 2014) which have been showed to have different level of influence 

on impulse buying behaviour. Therefore, different product type or varying characteristics of 

the products should be factored into consideration when examining the influence of sales 

promotion on impulse buying behaviour via the online channel. 
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APPENDICES   

Appendix A. Questionnaire 
Part 1: Demographics 

Q1 

Do you live in Ireland? 

Yes                          [ ] 

No                            [ ]                        

Not Applicable        [ ] 

Q2 

Gender:  

Male                           

Female  

Not Applicable  

Q3 

Age Group: 

 18-25years         [ ] 

26-35years         [ ]  

36-45years         [ ]   

50 years             [ ] 

Not Applicable  [ ] 

Q4  

Where would you prefer to shop for clothing’s? 

 Online  

 Offline 

 Not applicable  

  

Section 2: Using these scenarios, answer the questions below.  

Scenario 1: (Price discount) 

“On opening the web-page of an online retail store with no purchase intention. Unexpectedly, 

you find that a pair of clothing item with an original price of 50 euro, is now offered at a 

price discount of 50%.” 

Scenario 2: (Volume discount) 
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“On opening the web-page of an online retail store with no purchase intention. Unexpectedly, 

you find that a pair of clothing item with an original price of 50 euro, is now offered as buy-

one-get-one-free.” 

 

Section 3: Using the selected scenario, answer the following questions.  

Q5  

Select the scenario that will most likely adopt.  

 Price Discount  

 Volume Discount  

 

Section 3: Using the selected scenario, answer the following questions.  

Q6 

I become very excited when I see it.  

 Strongly agree 

 Agree 

 Neither agree nor disagree  

 Disagree 

 Strongly disagree  

 

Q7  

It makes me feel pleased and gratified. 

 Strongly agree 

 Agree 

 Neither agree nor disagree  

 Disagree 

 Strongly disagree  

Q8 

I feel an urge to buy it. 

 Strongly agree 

 Agree 

 Neither agree nor disagree  

 Disagree 

 Strongly disagree  

Q9 

I fall in love with it at first sight. 

 Strongly agree 

 Agree 

 Neither agree nor disagree  

 Disagree 

 Strongly disagree  
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Q10 

I want to buy it even though I did not plan for it in advance. 

 Strongly agree 

 Agree 

 Neither agree nor disagree  

 Disagree 

 Strongly disagree  

 

Q11 

I want to buy it even though I do not really need it. 

 Strongly agree 

 Agree 

 Neither agree nor disagree  

 Disagree 

 Strongly disagree  

 

Q12 

I did not compare different brands before buying it. 

 Strongly agree 

 Agree 

 Neither agree nor disagree  

 Disagree 

 Strongly disagree  

 

Q13 

I want to buy it without thinking. 

 Strongly agree 

 Agree 

 Neither agree nor disagree  

 Disagree 

 Strongly disagree  

 

Q14 

I want to buy it spontaneously. 

 Strongly agree 

 Agree 

 Neither agree nor disagree  

 Disagree 

 Strongly disagree  
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Q15 

It is a struggle to leave it unpurchased. 

 Strongly agree 

 Agree 

 Neither agree nor disagree  

 Disagree 

 Strongly disagree  

 

Q16 

I can’t suppress the feeling of wanting to buy it. 

 Strongly agree 

 Agree 

 Neither agree nor disagree  

 Disagree 

 Strongly disagree  

 

Q17 

I want to buy it because I like it rather than I need it. 

 Strongly agree 

 Agree 

 Neither agree nor disagree  

 Disagree 

 Strongly disagree  

 

Q18 

If I buy it, I might feel regret. 

 Strongly agree 

 Agree 

 Neither agree nor disagree  

 Disagree 

 Strongly disagree  
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Appendix B. Information Sheet For Participants 
 

PROJECT TITLE 

Sales promotion: A comparative between price-volume discount and its impact on online 

impulse buying behaviour.  

 

     You are being asked to take part in a research study on the influence of online retail sales 

promotion on consumer impulse buying behaviour. The aim is to compare the two most widely 

used sales promotional type; price and volume discount and identify which one is considered 

by consumers as leading to more impulsive buying. The result of this research will provide a 

better understanding of this shopping phenomenon for retailers. This research will be 

conducted by Onyekachi Lilian Abel a master’s student at Dublin Business School and 

supervised by Juan Fravega. The project has been approved by the Research Ethics Committee.       

 

WHAT WILL HAPPEN 

     In this study, you will be asked to answer 13 questions that are structured for quantitative 

data analysis. The questionnaire is divided into two parts, the first part titled demographics 

requires you to provide information as sex, age group, income, occupation. For the second part, 

two detailed shopping scenarios will be provided with a 13 question that will be answered using 

a 5-point Likert scale.  

 

TIME COMMITMENT 

The study has two sessions which typically takes 7 minutes to complete.  

 

PARTICIPANTS’ RIGHTS 

     You may decide to stop being a part of the research study at any time without explanation 

required from you. You have the right to ask that any data you have supplied to that point be 

withdrawn or destroyed.  

     You have the right to omit or refuse to answer or respond to any question that is asked of 

you.  

     You have the right to have your questions about the procedures answered (unless answering 

these questions would interfere with the study’s outcome.  A full de-briefing will be given after 

the study). If you have any questions as a result of reading this information sheet, you should 

ask the researcher before the study begins. 

 

CONFIDENTIALITY/ANONYMITY 

     The data I collect does not contain any personal information about you except your gender, 

age, income and occupation. The information will be used to carry out a study for my 

dissertation.   
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FOR FURTHER INFORMATION 

     I, Onyekachi Lilian Abel or and Juan Fravega will be glad to answer your questions about 

this study at any time. You may contact my supervisor at juan.fravega@dbs.ie and 014170603.  

 

 

Appendix C. Informed Consent Form 
 

PROJECT TITLE:  

Sales promotion: A comparative between price-volume discount and its impact on online 

impulse buying behaviour.  

 

 

PROJECT SUMMARY: 

     This research intents to analyse the influence of online sales promotion on consumer 

impulse buying by comparing two sales promotional tools; (Price and Volume discount). This 

research is a critical part of the researcher’s QQI level 9 study and must be completed to receive 

an award of completion.  

 

 

     By signing below, you are agreeing that: (1) you have read and understood the Participant 

Information Sheet, (2) questions about your participation in this study have been answered 

satisfactorily, (3) you are aware of the potential risks (if any), and (4) you are taking part in 

this research study voluntarily (without coercion).  

 

 

_________________________________   _________________________________ 

 

Participant’s signature     Participant’s Name (Printed) 

 

_Onyekachi Lilian Abel ________  _____ Onyekachi Lilian Abel ________ 

Student Name (Printed)        Student Name signature 

 

_________________________________       

Date  

mailto:juan.fravega@dbs.ie

