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Abstract 
This research examines the influence of how online discount strategies on the impulse buying behavior of Generation Z consumers in China, employing the Stimulus-Organism-Response (S-O-R) model and the Cognitive-Affective Model (CAM) as foundational frameworks. As e-commerce continues to grow rapidly, understanding what triggers unplanned purchases within this demographic is essential for marketers and retailers looking to design effective discount strategies. While impulse buying has been widely researched, a gap still exists in comprehending how Generation Z uniquely reacts to online discounts.

To address this problem, a combination of quantitative survey data and qualitative interview insights was employed using a blended methodology. This combination offers a well-rounded perspective on how various discount types, psychological responses, and demographic factors contribute to impulse buying behavior. The study's analysis revealed that percentage-off discounts and flash sales tend to be the most influential in encouraging impulse buying, with psychological factors like urgency, excitement, and perceived value acting as key mediators. Additionally, demographic factors such as gender and income level, along with the type of product, were found to moderate the effect of these discounts.

The research adds to the existing body of literature by offering a nuanced understanding of Generation Z’s impulse buying behaviors and provides actionable recommendations for e-commerce platforms to create more focused discount strategies. The findings carry significant implications for marketers looking to connect with this influential consumer segment, ensuring that discount strategies are effectively designed for maximum impact. 
Key words: Impulse Buying Behavior, Generation Z Consumers, Stimulus-Organism-Response (S-O-R) and Cognitive-Affective Model (CAM)
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[bookmark: _Toc178296113]Chapter one: Introduction 
[bookmark: _Toc178108985][bookmark: _Toc178296114]1.1 Research Background 
[bookmark: _Toc178108986][bookmark: _Toc178296115]1.1.1 Background Overview
In the past decade, the global retail landscape has undergone a seismic shift with the proliferation of e-commerce, China also embraced in this transformation. Digital platforms like Taobao, Pinduoduo, Douyin (Chinese TikTok), and Xiaohongshu (Little Red Book) have become integral to daily consumer activities, offering an array of products and services at competitive prices(Jiang, 2022). For example, Taobao alone boasts over 900 million monthly active users, while Pinduoduo reached a record high of 4.05 trillion yuan in 2023 (eCommerce Analytics, 2023; Cai, 2021). Furthermore, Xiaohongshu has attracted more than 300 million registered users, making it one of the fastest-growing platforms among young Chinese consumers(Wen, 2023). These platforms have redefined traditional shopping experiences, introducing dynamic consumer behavior patterns largely driven by sophisticated marketing strategies. One of the most prominent strategies is the use of online discounts, including flash sales, percentage-off deals, and limited-time offers, which have proven to be highly effective in attracting consumers, driving traffic, and significantly boosting sales(Carlson and Kukar-Kinney, 2018).

This shift towards digital consumption has certainly brought convenience and accessibility to consumers. However, it also presents a critical challenge in understanding the evolving drivers of consumer behavior(Yong et al., 2023). In the current age of digitalization, where customers exposed to an overwhelming amount of promotional content, particularly online discounts, gaining insights into how these stimuli influence consumer decision-making has become increasingly vital. This is especially significant when considering Generation Z—individuals who have never known a world without the internet and for whom online shopping is second nature(Chen, Chen and Lai, 2022). 

[bookmark: _Toc178108987][bookmark: _Toc178296116]1.1.2 Generation Z in China
Generation Z, comprising those born from 1997 to 2012, is a distinct demographic characterized by their profound immersion in the digital landscape(Schroth, 2019). This generation's immersion in a digital ecosystem where smartphones, social media, and e-commerce are integral parts of life makes them a pivotal target for online retail strategies(Grigoreva, Garifova and Polovkina, 2021). 

What distinguishes Generation Z is their natural proficiency in navigating digital platforms and their heavy dependence on online content for purchasing decisions. Unlike previous generations that may rely on conventional information sources, Gen Z is more susceptible to the influence of social media opinion leaders, user reviews, and targeted advertising based on algorithms(Chan, 2023). Their consumer behavior is also shaped by a need for instant gratification, something that online shopping easily satisfies through quick delivery options and the immediacy of digital transactions (Dragolea et al., 2023). Furthermore, Gen Z is more inclined to impulse shopping, which is usually influenced by digital stimuli such as online discounts or limited-time promotions. Research indicates that Gen Z makes purchase decisions online faster than older generations, mainly due to FOMO (fear of missing out) and the fast-paced digital lifestyle(Lina, Hou and Ali, 2022).

[bookmark: _Toc178108988][bookmark: _Toc178296117]1.1.3 Impulsive Buying Behavior
Impulse buying refers to spontaneous, unplanned purchasing decisions, typically driven by emotional triggers like urgency or the desire for instant gratification(Iyer et al., 2020). Within the realm of e-commerce, digital platforms often use targeted marketing tactics such as time-limited offers and flash sales to encourage impulse buying behavior(Achar et al., 2016). This is particularly relevant for Generation Z, who are more susceptible to online stimuli, given their digital upbringing and constant engagement with social media(Wu, Chen and Chiu, 2016). The interplay between the psychological factors influencing impulse buying and the digital landscape is essential for comprehending how online discounts affect this demographic, forming the core of this research.

[bookmark: _Toc178108989][bookmark: _Toc178296118]1.2 The Problem Statement 
The rapid proliferation of e-commerce has fundamentally transformed consumer purchasing behaviors, particularly among Generation Z—a demographic known for its significant purchasing power and digital savviness. Despite this, there remains a critical gap in understanding how online discount strategies influence the impulse buying behavior of Generation Z consumers, especially within the context of the Chinese market. Existing research has extensively examined the general dynamics of impulse purchasing(Lina, Hou and Ali, 2022), yet few studies have specifically addressed how various forms of online discounts—such as flash sales, percentage-off deals, and buy-one-get-one-free offers—trigger impulsive buying among this demographic.

Additionally, Generation Z's distinct traits—such as their constant connectivity, desire for instant gratification, and reliance on digital platforms, suggest that their response to online discounts might differ significantly from previous generations(Laitkep and Stofkova, 2021). This generational shift calls for a deeper investigation into the psychological and emotional mechanisms that drive impulse buying in response to online discounts, which are widely used by marketers to stimulate immediate purchases(Vihari et al., 2022).

The Chinese market presents a particularly compelling case for this research. China is home to the largest number of digital consumers globally, with Generation Z forming a substantial portion of this online marketplace(Gentina and Tang, 2024). However, despite the significant of this market, empirical research on the responses of China's Z-generation consumers to online discount strategies is still insufficient, creating a literature gap that limits our understanding of consumer behavior in the global e-commerce market and impedes marketers' ability to effectively tailor their strategies.

[bookmark: OLE_LINK5]Consequently, the problem this study addresses is the limited understanding of how online discount strategies influence the impulse buying behavior of Generation Z consumers in China. By investigating this topic, the research seeks to offer both theoretical and practical insights that can guide more effective marketing strategies and enhance the broader academic discussion on consumer behavior in the digital era.

[bookmark: _Toc178108990][bookmark: _Toc178296119]1.3 Research Aim and Research Objectives 
This study aims to investigate the impact of online discount strategies on impulse buying behavior among China's Z-Generation consumers. By analyzing various discount forms such as percentage discounts, flash sales, and buy-one-get-one-free deals, this research delves into the psychological and emotional factors that trigger impulse purchases to deepen understanding of the digital native generation's consumption behavior. The findings of this research will offer essential support for the formulation of more targeted and effective marketing strategies, ultimately enhancing enterprises' capacity to engage with and leverage significant consumer segments.

To accomplish the research aim, this study is organized around the following specific objectives:
	Research Objective	
	Description

	1. Identify the Most Effective Types of Online Discounts for Inducing Impulse Purchases Among Chinese Generation Z
	This objective focuses on determining which discount strategies, such as percentage-off deals, flash sales, or buy-one-get-one-free offers, are most effective in triggering impulse purchases within the Chinese Generation Z demographic. The aim is to analyze and compare these discount types to understand which resonates most strongly with this consumer group.

	2. Investigate the Psychological Effects of Online Discounts on the Impulse Purchase Behavior of Chinese Generation Z
	This objective aims to explore the psychological triggers, such as urgency, excitement, and perceived value, that online discounts generate, leading to impulse purchases. By examining these emotional and cognitive responses, the research seeks to uncover the underlying mechanisms that drive impulsive buying decisions among Chinese Generation Z.

	3. Examine the Impact of Demographic Factors on Impulse Purchase Behavior in Response to Online Discounts
	This objective aims to evaluate how demographic factors, including gender, income level, and education, affect the impulse buying behavior of Chinese Generation Z in relation to online discounts. The aim is to determine if specific demographic segments within this group are more likely to engage in impulse purchases when presented with different discount strategies. 

	4. Evaluate the Role of Product Categories in Impulse Purchases Triggered by Online Discounts
	This objective examines whether the type of product being discounted, such as electronics, fashion items, or fast-moving consumer goods (FMCG), influences the effectiveness of online discounts in inducing impulse purchases among Chinese Generation Z. The research will provide insights into how product categories interact with discount strategies to impact consumer behavior.


Table 1-1: Research Objectives

[bookmark: _Toc178108991][bookmark: _Toc178296120]1.4 Research Questions and Research Layers
Research questions：
1. Which types of online discounts are most effective at inducing impulse purchases among Chinese Generation Z?
2. What psychological effects do online discounts have on the impulse purchase behavior of Chinese Generation Z?
3. How do demographic factors such as gender, income level, and education affect the impulse buying behavior of Chinese Generation Z in response to online discounts?
4. Does the product category influence the effectiveness of online discounts in triggering impulse purchases among Chinese Generation Z?
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Figure 1-1: Research layers 

The Figure 1 visually organizes the key variables and their relationships in the conceptual framework. Each layer—from online discount strategies to psychological effects, demographic factors, and product categories—provides a comprehensive look at how different factors interact to influence the impulse purchase behavior of Generation Z consumers in China. This framework examines in depth the factors that influence impulse purchases in the online retail environment through a systematic analysis.

[bookmark: _Toc178108992][bookmark: _Toc178296121]1.5 Significance of the Study
This study significantly contributes to the academic literature by filling a gap in our understanding of consumer behavior, specifically regarding Generation Z's interactions with online discounts. While previous research has extensively examined impulse buying and the effects of discounts on consumer behavior(Verhagen and Van Dolen, 2011), there is limited literature focusing specifically on Generation Z, especially within the Chinese market. Generation Z is distinct from other cohorts due to their digital nativity and unique consumption patterns, influenced by a constantly connected online environment(Djafarova and Bowes, 2021). This study focuses on a specific population and enriches the existing literature by revealing the interaction between online marketing strategies (such as discounts) and the psychological and emotional trigger factors of this group. Additionally, this study employs a mixed method, achieving a significant methodological advancement and providing a comprehensive understanding of this phenomenon(Creswell and Creswell, 2017).

This study has significant practical implications for the field of marketing, e-commerce platforms, and businesses aiming to engage with Generation Z. As this generation emerges as a dominant consumer force, understanding their behavior is critical for creating effective marketing strategies. The study's findings will enable marketers to design and implement discount strategies that resonate with Generation Z, thereby driving higher engagement and conversion rates(Parment, 2013). For e-commerce platforms, insights from this research can inform the development of personalized marketing tactics that leverage the specific triggers identified, such as urgency or perceived value, to enhance the online shopping experience. Furthermore, businesses can leverage the findings to enhance their product positioning and promotional strategies, ensuring alignment with the preferences and behaviors of Generation Z, which can ultimately boost brand loyalty and sales(Fromm and Read, 2018).

This study focuses on consumer behavior, and its findings are of great significance for policy-making, especially in regulating online marketing targeted at young consumers. Given the susceptibility of Generation Z to impulse buying and the potential for online discounts to exploit these tendencies, there may be a need for stricter regulations around digital marketing practices(Nunan and Di Domenico, 2019). Policymakers could use the study's insights to develop guidelines that protect younger consumers from overly aggressive marketing tactics, ensuring that promotional practices are ethical and transparent. This could involve setting limits on the use of psychological triggers in online advertising or mandating clearer disclosures about the nature of discounts(Sunstein, 2016). Such regulations would help balance the interests of businesses with the need to safeguard consumers, particularly those who may be more vulnerable to impulsive buying behaviors.

[bookmark: _Toc178108993][bookmark: _Toc178296122]1.6 The Structure of the Dissertation 
This thesis consists of five chapters, aiming to systematically explore the research problem and objectives. Chapter 1 introduces the research background, problem statement, research questions, and objectives, and discusses the significance, scope, and limitations of the study. Chapter 2 reviews the relevant literature on impulsive purchase behavior, online discount strategies, and the habits of Z-generation consumers, identifies research gaps, and places the study within a broader academic context, including theoretical frameworks such as the stimulus-organism-response (S-O-R) model and cognitive-affective model. Chapter 3 delineates the methodological framework of the study, including research design, sampling strategies, data collection and analysis techniques, ethical considerations, and discussions on the validity and reliability of the tools used. Chapter 4 presents the data analysis results, combining quantitative and qualitative findings, to explore the impact of online discounts on impulse buying behavior among China's Z generation. Finally, Chapter 5 relates the research findings to the problem and literature, discusses theoretical and practical implications, provides recommendations for marketers, suggests future research directions, and reflects on the contributions and limitations of the study.

[bookmark: _Toc178108994][bookmark: _Toc178296123]Chapter two: Literature Review 
[bookmark: _Toc178108995][bookmark: _Toc178296124]2.1 Introduction
[bookmark: OLE_LINK22]Generation Z, known for their digital fluency and constant connectivity, represents a unique and increasingly important consumer segment(Twenge, 2023). Raised in the era of the internet, smartphones, and social media, this cohort displays distinct shopping behaviors, particularly in China, where the rapid rise of e-commerce platforms and digital payment systems has fundamentally transformed consumer practices(Dolot, 2018). Understanding impulse buying behavior in this digital landscape is critical, especially among Generation Z, as their online purchases are frequently driven by external stimuli, such as discounts and time-limited offers (Akram et al., 2018). 

[bookmark: OLE_LINK21]Impulse buying, defined as unplanned purchases made in response to immediate gratification, significantly influences online shopping behavior, especially among Generation Z. Given their preference for instant responses and real-time interactions, When faced with flash sales and personalized discounts, etc. of strategic digital marketing tactics, Gen Z consumers tend to engage in impulse shopping(Wu, Chen and Chiu, 2016). This phenomenon is particularly noticeable in China, where Gen Z is about to become the largest consumer group and will play a crucial role in shaping future market trends(Popa, Barbu and Ionașcu, 2023). 

The unique engagement of this demographic with digital media and technology necessitates the implementation of innovative marketing approaches that effectively resonate with their preferences(Sajjad and Zaman, 2020). Insights into their behavior can inform the design of more effective online discount strategies, driving engagement and fostering long-term brand loyalty(Rani and Rex, 2023). As the competitive landscape in China’s digital market intensifies, businesses must leverage these insights to retain Generation Z consumers.

This literature review will examine the drivers of impulse buying behavior among Generation Z in China, focusing on the psychological and emotional impacts of online discounts. It will offer targeted insights to help marketers refine their strategies in this dynamic and evolving market.

[bookmark: _Toc178108996][bookmark: _Toc178296125]2.2 Impulse Purchase Behavior
[bookmark: _Toc178108997][bookmark: _Toc178296126]2.2.1 Meanings and Related Drivers
Impulse purchase behavior is typically driven by immediate gratification rather than meticulous consideration of the necessity or long-term value of the item(Lee, Gan and Liew, 2023). According to Amos, Holmes and Keneson (2014), Impulse buying is characterized by "suddenness, high attraction, and diverse consumption behaviors, and impulsive decision-making makes it difficult for consumers to fully evaluate available information and choose a solution." This definition highlights the affective and often irrational nature of impulsive purchases, which are shaped by a range of internal and external stimuli(Wu, Chiu and Chen, 2020). In the context of online shopping, factors such as accessibility, real-time transactions, and visually captivating product presentations further augment the propensity for impulsive purchases(Zhao et al., 2019).

Based on scholars’ research, impulse purchase behavior is influenced by a range of psychological, emotional, and environmental drivers, which can be situated within the Organism component of the Stimulus-Organism-Response (SOR) model:
· Psychological Drivers
[bookmark: OLE_LINK1]Psychological factors are crucial in impulsive purchasing behavior, as the pursuit of immediate gratification and the quest for hedonic pleasure acting as significant motivators(EL BADAOUI, 2020). Within the SOR framework, these psychological reactions are part of the Organism (O). As the study by Zhang et al. (2014) highlights how the instant gratification derived from a purchase can provide a temporary boost in mood, which fuels impulsive buying behavior. Moreover, the failure of self-regulation, where individuals struggle to control their impulses in the face of attractive stimuli, represents a critical psychological mechanism that underlies impulsive purchases(Dhandra, 2019).

· Emotional Drivers
Emotions significantly impact impulse purchases, with positive feelings like excitement and joy increasing the likelihood of impulsive buying. Conversely, negative emotions like stress and anxiety may also elicit impulse purchases as a coping mechanism(Ramadania et al., 2022). The fluctuation of emotions experienced during shopping can engender a cyclical pattern wherein consumers engage in impulsive purchases to sustain their affective state(Lim and Kim, 2022)

· Environmental Drivers
The shopping environment, including both physical and digital elements, significantly affects impulsive purchasing behavior. Within the online realm, elements such as website layout, user-friendly navigation, and the inclusion of time-limited promotions can engender a sense of urgency that prompts impromptu decision-making(Syahchari and Astiti, 2023). Moreover, personalized recommendations and targeted advertisements based on browsing history can effectively trigger impulse purchases by presenting products that align with the consumer's preferences and previous behaviors(Aslam, Rashid and Chaudhary, 2021). 

[bookmark: _Toc178108998][bookmark: _Toc178296127]2.2.2 Impact of Discounts
This section reviews key studies from the past five years, with a particular emphasis on Generation Z's online shopping habits and how discount strategies influence their impulse purchase behavior in China.

Kimiagari and Malafe (2021) conducted a detailed investigation into the role of cognitive and affective responses in online impulse buying behavior. Their study utilized structural equation modeling (SEM) to demonstrate how both internal stimuli—such as personal emotions and past experiences—and external stimuli, including online discounts, significantly drive impulse purchasing. Although the study focused on a broader demographic, it emphasized the pivotal role of cognitive factors like perceived savings and affective responses such as excitement and urgency, which are especially relevant for Generation Z. As digital natives, Generation Z is highly sensitive to emotional triggers in the digital environment, making these findings applicable. Their study reinforces that marketers should not only convey monetary value through discounts but also evoke emotional responses to increase impulsive buying, especially within younger consumer segments.

Goel et al. (2022) expands on the relationship between customer satisfaction, e-shopping intentions, and impulse buying tendencies by analyzing a substantial dataset collected from various e-commerce platforms, specifically targeting younger consumers, including Generation Z. Their moderated mediation model revealed that discounts significantly stimulate impulse purchases, particularly when aligned with high levels of customer satisfaction. This is especially relevant to Generation Z, who tend to seek enjoyment and instant gratification in their shopping experiences. As this group is highly engaged with digital platforms, the perceived value and enjoyment of discounts enhance their impulse buying tendencies, which also increases the likelihood of repeat purchases. The study highlights the strategic importance of designing discounts that resonate with the emotional and satisfaction needs of younger consumers.

Chopdar et al. (2022) utilizing the Stimulus-Organism-Response (S-O-R) framework, the study examined how mobile commerce applications influence consumer impulsivity, specifically focusing on Generation Z. Their research showed that mobile apps, with features like push notifications and flash sales, create an environment ripe for impulsive purchases. Generation Z's affinity for mobile shopping, convenience, and fast interactions makes these app features particularly effective. Moreover, hedonic motivations—such as the desire for pleasure and instant gratification—were found to amplify the effects of discounts on impulse purchases. This study is particularly relevant as it emphasizes that mobile commerce platforms, frequently used by Generation Z, are ideal for implementing discount strategies that leverage both cognitive and emotional drivers of impulsive behavior.

Akram et al. (2018) provided additional insights into Generation Z’s online shopping behaviors in the context of social commerce. They found that time-limited discounts and social influence (e.g., peer reviews and influencer promotions) were particularly effective in stimulating impulse purchases within this demographic. The study highlights the significance of immediacy and social validation for Generation Z, rendering them more vulnerable to online shopping driven by discounts.

The studies reviewed consistently show that discounts have a considerable impact on online impulse buying behavior. Both Kimiagari and Malafe (2021) as well as Goel et al. (2022) underscore the combined impact of cognitive evaluations, such as perceived savings, and affective responses, such as excitement. Similarly, Chopdar et al. (2022) emphasize the pivotal role of hedonic motivations and the convenience offered by mobile commerce in augmenting the impact of discounts. The findings collectively emphasize that discounts not only function as financial incentives, but also elicit emotional and psychological responses that stimulate impulsive purchasing behavior. 

Despite the consensus regarding the impact of discounts, there are variations among studies in terms of their examination of moderating variables and contextual factors. Kimiagari and Malafe (2021) concentrate on internal and external stimuli, including personal feelings and past experiences, while Goel et al. (2022) emphasizes customer satisfaction and the intention to continue e-shopping as key moderating factors. In contrast, Chopdar et al. (2022) uniquely examine the mobile commerce environment, emphasizing the role of app-based notifications and ease of use. These differences illustrate the varied dimensions and contexts in which discounts can influence impulse buying behavior .

One notable gap in the existing studies is the limited examination of demographic variables, such as age, income, and cultural background, which notably influence impulse buying behavior. Additionally, while there has been considerable research on cognitive and affective responses, the specific interactions between these responses and various discount types (e.g., percentage-off versus buy-one-get-one-free) have not been thoroughly explored. Filling in these gaps will help us gain a deeper understanding of how different groups respond to discount strategies.

By integrating cognitive and affective responses, these studies offer a comprehensive framework for analyzing consumer behavior, which is of particular relevance to marketers aiming to design effective discount strategies that capitalize on both emotional triggers and perceived value. However, there is a need for more detailed investigations exploring the interplay between different types of discounts and demographic factors.

[bookmark: _Toc178108999][bookmark: _Toc178296128]2.3 Generation Z Characteristics
[bookmark: _Toc178109000][bookmark: _Toc178296129]2.3.1 Unique Shopping Habits
Generation Z, exhibit distinctive shopping behaviors compared to preceding generations, primarily driven by their profound integration with technology and the internet(Grigoreva, Garifova and Polovkina, 2021). This demographic is commonly referred to as the digital native generation, having been raised in an era of ubiquitous smartphones, pervasive social media platforms, and instant access to a wealth of information. Their purchasing behavior reflects their technological fluency, exhibiting a strong inclination towards online shopping as opposed to traditional brick-and-mortar retail experiences(Kahawandala, Peter and Niwunhella, 2020).

One of the salient characteristics defining Generation Z's shopping behavior is their heavy reliance on mobile devices. Empirical evidence demonstrates that a substantial majority of Gen Z consumers utilize smartphones extensively for various shopping-related activities, encompassing product browsing, price comparison, and actual purchase(Laitkep and Stofkova, 2021) . This mobile-centric approach is facilitated by the increasing sophistication of mobile e-commerce platforms and apps, which provide seamless and convenient shopping experiences(Barta, Flavián and Gurrea, 2021). Additionally, Generation Z is renowned for their inclination towards visually immersive and interactive content. Visual content and endorsements from influencers exert a substantial influence on their purchasing decisions, given that these consumers tend to place more trust in peer recommendations rather than traditional advertising(Nugroho, Rahayu and Hapsari, 2022). This shift towards social commerce underscores the importance of integrating social media strategies into marketing plans targeting Generation Z. Another distinctive aspect of Generation Z's shopping habits is their emphasis on immediacy and convenience. They expect fast delivery options, easy returns, and responsive customer service(Lina, Hou and Ali, 2022). Retailers who can meet these expectations often gain a competitive edge. The rise of services like same-day delivery and streamlined online-to-offline shopping experiences reflects this demand for convenience(Fisher, Gallino and Xu, 2019). Finally, Generation Z places high importance on authenticity and ethical consumption. Studies indicate that this generation is particularly concerned with issues such as environmental sustainability and ethical labor practices, influencing their purchase choices(Narayanan, 2022).

[bookmark: _Toc178109001][bookmark: _Toc178296130]2.3.2 Cultural and Economic Dimension 
The cultural and economic environment of China plays a critical role in shaping how Generation Z responds to external stimuli, particularly discounts and promotions in online shopping contexts. These dimensions function as contextual factors that influence how stimuli are perceived and how impulse buying behavior is triggered.

Culturally, China’s collectivist society significantly impacts consumer behavior, especially among Generation Z, who are deeply embedded in social networks. In this context, social proof and peer influence act as potent external stimuli, encouraging impulse purchases. Events like Singles’ Day (11.11) are emblematic of this phenomenon, where peer recommendations, online social activities, and group participation in shopping create a sense of urgency and FOMO (Fear of Missing Out), driving unplanned purchases(Yang, Wang and Hwang, 2020). Generation Z, being more attuned to social influence through platforms like WeChat and Xiaohongshu (Little Red Book), is particularly sensitive to social endorsements, which amplify the effectiveness of discount strategies during shopping festivals(Chen and Li, 2020).

Economically, the increasing disposable income of Chinese families has enhanced Generation Z’s purchasing power, allowing them to engage more frequently in impulse buying. This financial security provides them with the means to explore new products and brands, driven by the latest trends and peer influence(Wang, 2023). Moreover, the widespread use of digital payment systems like Alipay and WeChat Pay reduces barriers to purchasing, enabling seamless and efficient transactions that further encourage impulsive shopping. These payment systems, integrated into popular e-commerce platforms, serve as external stimuli by making the buying process faster and easier, aligning with Generation Z's preference for convenience and instant gratification(Xu, Ghose and Xiao, 2023).

Moreover, social media and digital platforms have become integral to the shopping experiences of Generation Z. Platforms like WeChat, Weibo, and Xiaohongshu merge social interaction with e-commerce, creating a shopping environment where content, community, and commerce intersect. This unique environment not only increases exposure to discounts and promotions but also enhances the likelihood of impulse purchases by blending social engagement with purchasing behavior(Zeng and Seock, 2019). The rising trend of "new retail", which integrates online and offline shopping, further aligns with Generation Z’s preferences. For instance, Alibaba's Hema supermarkets combine digital and physical shopping experiences, reinforcing the appeal of convenience and enhancing the shopping experience, which further drives impulsive buying(Shucui, Jinjun and Hongli, 2020). 

In summary, while cultural and economic dimensions serve as broader contextual factors, they significantly shape how Generation Z in China responds to specific external stimuli, such as discounts and social influence, ultimately affecting their impulse buying behavior. The combination of a collectivist culture, economic prosperity, and advanced technology creates a fertile environment for the effectiveness of discount-driven marketing strategies.

[bookmark: _Toc178109002][bookmark: _Toc178296131]2.4 Online Discounts and Marketing Strategies
[bookmark: _Toc178109003][bookmark: _Toc178296132]2.4.1 Effectiveness of Discount Strategies in the Context of the SOR Model 
In terms of online purchase behavior among Generation Z, discount strategies can be viewed as the central stimuli within the S-O-R model(Muhammad, Adeshola and Isiaku, 2023).

· Percentage-Off Discounts
Stimulus: Percentage-off discounts are perceived as significant savings and are easy for consumers to understand(Luo and Lee, 2018).
Organism: They generate cognitive evaluations, rational thinking about value, and excitement. Studies have shown that this approach resonates with Generation Z, who are particularly responsive to clear savings and tend to exhibit positive emotional responses(Kim and Mo, 2022).
[bookmark: OLE_LINK2]Response: The combination of cognitive processing (recognition of value) and emotional arousal increases the likelihood of impulsive buying. Percentage-off offers are often effective at prompting immediate purchases due to the perceived deal(Yassin and Soares, 2023).

· Flash Sales
Stimulus: Flash sales are time-limited offers designed to create urgency and scarcity(Panwar and Khan, 2021).
These offers evoke strong emotional reactions, such as FOMO (fear of missing out) and loss aversion, particularly in Generation Z, who are highly engaged with social platforms and peer activities(Lamis, Handayani and Fitriani, 2022). The combination of urgency and limited availability leads to quick decision-making without much deliberation.
Response: Impulse buying occurs as consumers feel pressured to act quickly to avoid missing the deal(Iyer et al., 2020).

· Limited Time Offers
Stimulus: Similar to flash sales, limited-time offers introduce deadlines that push consumers to make fast decisions(Broeder and Wentink, 2022).
Organism: These promotions create urgency but allow more time for cognitive processing compared to flash sales. The combination of emotional arousal (excitement) and cognitive evaluation (deliberation before the deadline) shapes consumer behavior(Wu et al., 2021).
Response: The time-sensitive nature of these offers encourages impulsive purchasing as consumers are motivated to act before the offer expires(Sugden, Wang and Zizzo, 2019).

· Buy-One-Get-One-Free (BOGO) Offers
Stimulus: BOGO promotions provide a perception of enhanced value, offering more for the money spent(Gordon-Hecker et al., 2020).
Organism: This strategy appeals to Generation Z’s value-conscious mindset and generates emotional excitement and satisfaction. BOGO offers also evoke cognitive responses related to perceived value alongside emotional arousal(Muhammad, Adeshola and Isiaku, 2023).
Response: Consumers driven by perceived value and excitement are more likely to make impulsive purchases(Gao, Ahmad and Azman, 2023). 

Each of these discount strategies acts as a stimulus that triggers both cognitive and emotional responses(Larasati and Yasa, 2021). These stimuli operate by activating cognitive processes such as perceived savings and emotional responses like urgency and excitement, particularly among Generation Z, who are digital natives accustomed to high-value deals and immediate responses(Muhammad, Adeshola and Isiaku, 2023). 

1. Percentage-based discounts evoke strong cognitive appraisals (Organism) with a corresponding favorable emotional response, making them among the most effective strategies.
2. Urgency-driven flash sales and time-sensitive offers shorten deliberation time, thereby enhancing the chances of impulsive buying behavior.
3. BOGO deals appeal to both cognitive (rational) and emotional responses by enhancing perceived value.

These discount strategies are further supported by the Cognitive-Affective Model, which posits that consumer behavior is influenced by both rational evaluations (cognitive responses) and emotional arousal(Cao, Isa and Perumal, 2023).

[bookmark: _Toc178109004][bookmark: _Toc178296133]2.5 Theoretical framework
[bookmark: _Toc178109005][bookmark: _Toc178296134]2.5.1 Key theory
Stimulus-Organism-Response (S-O-R) Model
The Stimulus-Organism-Response (S-O-R) model, initially formulated by Mehrabian and Russell (1974), posits that environmental stimuli exert an influence on an individual's internal states, subsequently shaping their behavioral responses. The stimulus in this model pertains to diverse forms of online discounts (e.g., percentage reductions, flash sales), while the organism represents the cognitive and emotional responses of consumers (e.g., perceived value, excitement, urgency). The resultant impulse purchase behavior constitutes the response(Chen, Chen and Silalahi, 2021).

Several studies have employed the S-O-R model in the context of digital marketing environments, thereby substantiating its pertinence in elucidating online consumer behavior. Gao et al. (2022) discovered a significant influence of promotional stimuli in online shopping on consumers' emotional states, resulting in increased rates of impulsive purchasing behavior. Similarly, Lee et al. (2021)demonstrated that the perceived enjoyment of online shopping, driven by discount stimuli, amplifies consumers' positive affect, thereby augmenting their propensity for impulsive purchases. The present findings highlight the model's efficacy in dissecting the underlying mechanisms by which online discounts exert influence on consumer behavior.

Cognitive-Affective Model
The Cognitive-Affective Model (CAM) integrates cognitive and affective components to elucidate consumer behavior, encompassing both rational evaluations and emotional responses(Xie and Bagozzi, 2019). In the context of online discounts, cognitive responses might include the perceived value of the discount and the deliberative assessment of the deal's worthiness, while affective responses could encompass feelings of excitement or urgency triggered by the discount offer(Kimiagari and Malafe, 2021). 

Recent empirical studies support the relevance of the CAM in understanding impulse buying behavior in digital contexts. Lim and Kim (2022) found that promotional stimuli in online shopping significantly impact consumers' emotional states, leading to higher rates of impulse purchases. This study demonstrates that the cognitive perception of deal attractiveness, along with affective excitement, is crucial in driving impulsive purchases among online consumers(Lim and Kim, 2022). 

[bookmark: _Toc178109006][bookmark: _Toc178296135]2.5.2 why is relevance  
The integration of the Stimulus-Organism-Response (S-O-R) Model and the Cognitive-Affective Model (CAM) is essential to understanding how online discounts influence impulse purchases among Generation Z in China. These models offer a comprehensive framework to dissect the complex interplay of external stimuli and internal psychological mechanisms.

The S-O-R model facilitates an examination of how online discount strategies serve as external stimuli that affect internal psychological and emotional states. This approach is particularly pertinent given Generation Z's heightened sensitivity to digital stimuli and online marketing tactics. Complementing the S-O-R model, the Cognitive-Affective Model (CAM) delves deeper into the cognitive evaluations and emotional reactions that online discounts evoke. CAM is vital for understanding how perceived value (cognitive response) and feelings of excitement or urgency (affective responses) collectively drive impulse purchases. 

The combined application of these models offers a robust theoretical foundation, facilitating a comprehensive analysis of the determinants behind impulse purchases among Generation Z. This integrative approach aligns with contemporary consumer behavior research, which advocates for multifaceted frameworks to decipher intricate purchasing behaviors
.
[bookmark: _Toc178109007][bookmark: _Toc178296136]2.6 The Research gap
Despite considerable research on impulse buying behavior, several gaps persist, especially concerning Generation Z consumers in China. Recognizing these gaps is vital for guiding future studies and enhancing our understanding of the phenomena being investigated. The following section will outline the research gaps that the researcher needs to address and discuss the related limitations.

Research Gaps
Most existing studies on impulse buying behavior focus on Western contexts or broader age groups, with a scarcity of research on Generation Z in China. This demographic is particularly significant due to their unique characteristics and economic influence. Understanding their distinct impulse buying patterns is crucial. Zhang, Zhao and Gupta (2018) highlight that Generation Z in China exhibits different online shopping behaviors compared to their Western counterparts, influenced by unique cultural and economic factors. This underscores the need for more targeted research in this area.

Only a few studies have specifically addressed how different types of online discounts (e.g., flash sales, percentage-off deals) impact Generation Z's impulse purchases in China. Haghighatnia, Abdolvand and Rajaee Harandi (2018) explored general consumer responses to discounts but did not differentiate between the impacts on various demographic groups, highlighting a gap that needs addressing.

The psychological and emotional triggers of impulse buying among Generation Z remain insufficiently investigated, prompting the researcher to delve deeper into this area of study. Existing studies often overlook the cognitive and affective responses elicited by online discounts. Sun, Li and Sun (2024)emphasized the need for more detailed investigations into how emotions like excitement and urgency, triggered by discounts, drive impulse purchases.

The relationship between online discounts and impulse buying behavior and the moderating effects of demographic, income level, and educational factors, as well as gender, have not been fully explored. Lina (2022) suggested that these factors could significantly influence consumer behavior, yet there is limited empirical evidence supporting this within the Generation Z cohort in China. 

[bookmark: _Toc178109008][bookmark: _Toc178296137]2.7 Conceptual Framework 
The conceptual framework of this study provides a thorough structure to demonstrate how various factors influence Generation Z's impulse buying behavior in response to online discounts. It draws on the Stimulus-Organism-Response (S-O-R) model and the Cognitive-Affective Model (CAM) to capture the dynamics of how discount types, psychological processes, and moderating variables interrelate to influence impulsive purchases.
[image: ]
1. Stimulus: Types of Online Discounts
The "Stimulus" element represents the various online discount methods that act as external triggers for impulse buying among Generation Z consumers. The different discount types—such as percentage-off, flash sales, and buy-one-get-one-free deals—each have unique levels of effectiveness in encouraging unplanned purchases.

2. Organism: Psychological Factors and Affective Responses
The "Organism" part of the framework deals with the internal psychological and emotional reactions that come into play when consumers encounter these discounts. Based on the Cognitive-Affective Model (CAM), this study pinpointed key emotions like excitement, urgency, and perceived value as critical elements influencing purchasing behavior. These emotional responses act as a bridge between the external discount stimuli and the actual impulse buying action. 

3. Moderating Variables: Product Categories and Demographic Factors
Moderating variables, including product categories and demographic factors, were found to shape the relationship between discounts and impulse buying behavior in this study.
Product Categories: The study showed that impulse buying varies by product type. Discounts on items like fashion and fast-moving consumer goods (FMCGs) prompted more impulsive actions among Generation Z consumers than discounts on other types of products. This suggests that specific product categories are more prone to stimulate impulsive buying when offered at a discount.

Demographic Factors: The research found that gender and income serve as significant moderators in the relationship between discounts and impulse buying. The findings showed that female consumers and those with lower income levels were more susceptible to impulsive purchases when faced with discounts. This insight suggests that discount strategies can be more effective if tailored to specific demographic groups.

4. Response: Impulse Purchase Behavior
The "Response" section of the framework captures the resulting behavior—impulse buying—triggered by the interaction between stimuli, psychological responses, and moderating variables. Online discounts, combined with emotional triggers and moderated by demographic and product-related factors, significantly influence unplanned buying behavior among Generation Z consumers. This aligns with the S-O-R model’s core premise, showing that impulse buying isn’t merely a direct response to external stimuli but is also shaped by internal psychological processes and moderating elements.

5. Interrelationships and Theoretical Alignment
This framework successfully integrates the S-O-R and CAM models, showing how online discounts (Stimulus) interact with emotional and psychological responses (Organism) to drive impulse buying behavior (Response). It also underlines the role of demographic and product category factors in moderating this relationship, offering a complete picture of the factors influencing impulse buying behavior.

[bookmark: _Toc178109009][bookmark: _Toc178296138]2.8 Hypothesis statement 
In this research, the hypothesis statements are formulated to test the relationships between various types of online discounts and impulse buying behavior among Generation Z consumers in China. Hypotheses are essential in guiding the empirical investigation, providing a clear direction for data collection and analysis(Lina, Hou and Ali, 2022). They also serve as tentative answers to the research questions, grounded in existing theories and prior studies.

	Hypothesis No.
	Hypothesis Statement
	Related Research Question
	Theoretical Basis
	References

	H1
	Various types of online discounts (e.g., percentage-off, flash sales, buy-one-get-one-free offers) significantly influence the impulse buying behavior of Generation Z consumers in China.
	Which types of online discounts are most effective at inducing impulse purchases among Chinese Generation Z?
	Stimulus-Organism-Response (S-O-R) Model
	Liao et al. (2016); Xu & Huang (2014); Akram et al. (2018)

	H2
	Online discounts significantly influence the psychological states of urgency, excitement, and perceived value, which in turn drive impulse buying behavior among Generation Z consumers.
	What psychological effects do online discounts have on the impulse purchase behavior of Chinese Generation Z?
	Stimulus-Organism-Response (S-O-R) Model
	Mehrabian & Russell (1974); Chen & Yao (2018); Zhao et al. (2019)

	H3 
	Demographic factors like gender, income level, and education level moderate the relationship between online discounts and impulse buying behavior among Generation Z consumers in China.
	How do demographic factors such as gender, income level, and education influence impulse buying behavior in response to online discounts?
	Consumer Demographics Theory
	Kacen & Lee (2002); Verhagen & van Dolen (2011)

	H4
	Product category (e.g., electronics, clothing, FMCG) moderates the relationship between online discounts and impulse buying behavior among Generation Z consumers in China.
	Does the product category influence the effectiveness of online discounts in triggering impulse purchases among Chinese Generation Z?
	SOR Model
	Park et al. (2006); Dawson & Kim (2009); Dholakia (2000)


Table 2- 1: Hypothesis Table

















[bookmark: _Toc178109010][bookmark: _Toc178296139]                   Chapter 3: Methodology 
[bookmark: _Toc178109011][bookmark: _Toc178296140]3.1 Introduction 
The methodology section offers a thorough and detailed examination of the methods used to explore the effects of online discounts on the impulse buying behavior of Generation Z consumers in China. A combination of quantitative and qualitative method strategy is supported by the pragmatic paradigm, which corresponds to the goals of the study and guarantees that the chosen techniques enhance the strength, dependability, and authenticity of both data gathering and analysis procedures(Creswell and Clark, 2017).

The adoption of a pragmatic paradigm is particularly relevant for this study, as it allows for a flexible approach that bridges the gap between theory and practice. Through the integration of both quantitative and qualitative approaches, this study aims to examine the subject matter from various perspectives, facilitating a comprehensive comprehension of the phenomenon being investigated. The quantitative component, typically involving structured surveys, facilitates the collection of measurable data, enabling the identification of patterns, correlations, and potential causal relationships between online discounts and impulse buying behavior. This method is instrumental in generating statistically significant findings that can be applied to the wider demographic of Chinese Generation Z customers with statistical significance(Bryman, 2016).

Conversely, the qualitative component, often conducted through semi-structured interviews or focus groups, delves deeper into psychological and behavior of impulse buying. This enables the investigation of factors driving consumer behavior, perceptions, and attitudes toward online discounts, offering rich, contextually grounded insights that are not readily accessible through quantitative methods alone(Bryman, 2016). The combined use of these methods ensures the reliability and comprehensiveness of the research results. 

The study demonstrates a strong dedication to generating reliable and trustworthy findings, which can contribute to both scholarly discussions and real-world implementations in the realm of consumer behavior. By employing a mixed-methods approach, the research is well-equipped to address the multifaceted nature of consumer behavior, capturing both the breadth and depth, regarding online discounts, this study examines the various elements that impact impulsive purchasing behavior. The comprehensive approach enhances the research findings' robustness and ensures their relevance and applicability in real-world contexts.

[bookmark: _Toc178109012][bookmark: _Toc178296141]3.2 Research Philosophy 
[bookmark: _Toc178109013][bookmark: _Toc178296142]3.2.1 What is Research Philosophy
Research philosophy is a crucial element of any academic study, providing the foundation that guides the entire research process. It covers the convictions and presumptions regarding the essence of knowledge, reality, and the approaches employed to obtain knowledge. Clearly understanding and defining the research philosophy is essential, as it impacts the selection of research design, methodology, and the overall approach to the study. Essentially, it shapes how researchers perceive the world and how they go about investigating phenomena within it (Saunders, Lewis and Thornhill, 2009). 

[bookmark: _Toc178109014][bookmark: _Toc178296143]3.2.2 Philosophical framework
In the realm of research, various philosophical stances are commonly adopted, including positivism, interpretivism, constructivism, and pragmatism(Goldkuhl, 2012). Positivism is based on the belief that reality is objective and can be observed and measured independently of human perception. This view is often associated with quantitative research methods and emphasizes the verification of hypotheses through empirical observation and statistical analysis(Bryman, 2016). Interpretivism, on the other hand, emphasizes the subjective nature of reality, positing that knowledge is constructed through social interactions and is deeply influenced by the context in which it is produced. This philosophy is aligned with qualitative research, focusing on understanding the meanings and experiences of individuals(Goldkuhl, 2012). 
 
Constructivism, which is closely associated with interpretivism, posits that the perception of reality is not a static concept but rather an outcome shaped by individuals as they engage with their surroundings. Knowledge, therefore, is not discovered but constructed through the experiences and contexts of the people involved. This stance is particularly relevant in research areas that explore social phenomena, as it allows for a deep understanding of how individuals create meaning in their lives. Constructivism is commonly linked with qualitative approaches, aiming to comprehend the viewpoints of participants and the mechanisms through which they interpret their encounters(Kim, 2014).

However, for this study, pragmatism was chosen as the most suitable philosophical stance. Pragmatism is particularly relevant when the research aims to explore complex social phenomena that require a flexible and practical approach. Unlike other philosophies that may limit the researcher to a specific method or set of assumptions, Pragmatism supports the utilization of a variety of approaches, encompassing both quantitative and qualitative methods, to effectively tackle the research inquiries. This philosophy effectively corresponds with the mixed-methods approach employed in this study, enabling the amalgamation of various data categories to attain a more all-encompassing comprehension of the research issue(Morgan, 2014).

[bookmark: _Toc178109015][bookmark: _Toc178296144]3.2.3 Justification for Pragmatism
The adoption of pragmatism as the research philosophy for this research is based on its congruence with the research goals and its ability to accommodate the intricacy of the research topic. According to Plano Clark (2017), pragmatism is a practical and outcome-oriented philosophy that does not align itself strictly with either positivist or interpretivist paradigms but rather emphasizes the research question's centrality and the use of methods that best answer those questions.

In the framework of this investigation, which examines the impact of online discounts on Generation Z's impulse purchasing behavior in China, pragmatism is particularly appropriate due to its ontological and epistemological flexibility. From an ontological perspective, pragmatism recognizes that reality is not a singular or immutable entity, but rather it is molded by the actions and experiences of individuals within particular circumstances(Kivinen and Piiroinen, 2004). This view aligns with the dynamic nature of consumer behavior, where external stimuli such as online discounts interact with internal psychological processes to influence purchasing decisions. Epistemologically, pragmatism supports a pluralistic approach to knowledge acquisition, where both objective (quantitative) and subjective (qualitative) insights are valued(Scott, 2007). This is crucial for a study that seeks to understand not only the measurable impact of different discount strategies but also the underlying psychological and emotional triggers that drive impulse purchases. By combining numerical data obtained through surveys with narrative data collected from interviews, this research aims to offer a more holistic comprehension of the behavioral patterns exhibited by Chinese Generation Z consumers in relation to online discount offers.

Moreover, the utilization of pragmatism is highly compatible with employing a combination of methodologies, enabling researchers to effectively address research inquiries by incorporating diverse data sources and analytical techniques. This flexibility is particularly important in consumer behavior research, where the complexity of human decision-making often requires a combination of statistical analysis and deep qualitative insights(Tashakkori and Teddlie, 2010). The pragmatist approach ensures that the research remains adaptable and responsive to the findings that emerge during the study, enabling a more intricate and pragmatic investigation of the research issue. Additionally, pragmatism's emphasis on practical outcomes resonates with the study's aim to provide actionable insights for marketers targeting Generation Z consumers in China. As Saunders, Lewis, and Thornhill (2016) highlight, Pragmatism is especially advantageous in applied research contexts, where the aim is not only to enhance theoretical knowledge but also to produce findings that can inform real-world practices. 

[bookmark: _Toc178109016][bookmark: _Toc178296145]3.3 Research Design 
[bookmark: _Toc178109017][bookmark: _Toc178296146]3.3.1 Overview: Exploratory Design
This study employs an investigative approach within the practical framework, which is highly suitable for tackling the intricate and diverse aspects of the research inquiries. Pragmatism, as a research philosophy, emphasizes practical outcomes and the use of methods that best address the research problem, making it ideal for studies that seek both depth and breadth of understanding(Creswell and Creswell, 2017). 

Mixed Methods Approach:
This approach is particularly valuable when exploring complex consumer behaviors like impulse buying, which are influenced by both emotional (qualitative) and quantifiable (quantitative) factors(Muhammad, Adeshola and Isiaku, 2023).

In this research, the mixed-methods approach is justified by the need to gain both depth and breadth in understanding how online discounts influence impulse buying behavior among Generation Z in China. Using only quantitative methods might capture general trends and statistical relationships but may overlook the deeper psychological and emotional drivers behind impulsive purchases. On the other hand, relying solely on qualitative methods could provide rich insights into personal motivations and emotions but may not offer the statistical generalizability needed to make broader claims about the population(Lina, Hou and Ali, 2022).

Hence, the integration of these two methodologies facilitates a synergistic approach that leverages the respective strengths of each method while compensating for their inherent limitations. This mixed-methods design ensures not only the identification of factors influencing impulse buying behavior (quantitative), but also elucidates how and why these factors impact decision-making processes (qualitative)

Step-by-Step Design:
1. Qualitative Phase:
· Objective: The initial qualitative phase aims to uncover the psychological and emotional triggers that drive impulse purchases in response to online discounts among Generation Z. This exploratory phase is crucial for identifying the variables that will be quantitatively tested later in the study.
· Method: Relevant to my research, researcher will be conducting semi-structured interviews with a targeted group of Chinese consumers belonging to Generation Z. These interviews will explore participants' experiences with online discounts, focusing on their decision-making processes and the emotions they experience during online shopping.
· Analysis: Researchers will use thematic analysis to identify recurring themes and patterns in the interview data. This analysis will help develop quantitative surveys that highlight the most significant factors influencing impulsive buying behavior.

2. Development of Quantitative Instruments:
· Survey Design: Based on the findings from the qualitative phase, A well-organized questionnaire will be created to assess the identified primary factors. The questionnaire will incorporate Likert-scale inquiries to evaluate the impact of online discounts on individuals' psychological well-being, including factors like a sense of immediacy, thrill, and perceived worthiness, alongside how often impulsive buying occurs.
· Pilot Testing: To ensure the clarity, reliability, and effectiveness of the survey, a preliminary study will be conducted on a small number of Gen Z consumers.  The insights obtained from this initial assessment will be utilized to enhance the survey questions and optimize its overall structure.

3. Quantitative Phase:
· Objective: The quantitative phase aims to generalize the qualitative findings to a broader population of Generation Z consumers in China. This phase aims to establish empirical data on the correlation between online promotions and impulsive purchasing patterns.
· Method: Researcher will employ a method of sampling that is convenient in order to distribute the survey among a broader and more inclusive sample of Generation Z consumers. The survey will be administered online, leveraging platforms popular among this demographic.
· Analysis: The data collected will undergo regression analysis, which is appropriate for assessing the impact of multiple independent variables (such as different types of online discounts) on a dependent variable (impulse buying behavior). By utilizing regression analysis, the researcher will be able to measure both the magnitude and orientation of these associations, providing insights into which discount strategies are most effective in triggering impulse purchases(Field, 2013).

4. Integration of Findings:
· Convergent Analysis: The last stage entails merging the qualitative and quantitative discoveries using a convergent parallel approach. This process allows the researcher to compare the results from both phases, ensuring a comprehensive understanding of how online discounts influence impulse buying among Generation Z.

[bookmark: _Toc178109018][bookmark: _Toc178296147]3.3.2 Semi- Structure Interview Design 
The choice to employ semi-structured interviews is motivated by the investigative character of this research, which aims to reveal the subtle elements that impact impulsive buying conduct. Unlike structured interviews, which may limit the depth of responses, or unstructured interviews, which might lead to data that is difficult to compare, semi-structured interviews offer a structured set of pre-established questions while also allowing for the investigation of emerging patterns(Kallio et al., 2016). This approach is especially appropriate for this investigation as it allows the researcher to explore particular domains of interest, such as the emotional triggers and cognitive processes that online discounts evoke, while also being responsive to the interviewee's own experiences and insights(Qu and Dumay, 2011).

The interview guide for this study was meticulously developed to ensure that it captures the relevant aspects of the research objectives while allowing for sufficient flexibility. The guide is organized based on the main topics highlighted in the review of existing literature, encompassing various discount types that are more likely to stimulate impulsive buying behavior, the role of urgency and excitement, and the impact of perceived value. Participants are encouraged to provide comprehensive descriptions of their experiences through the use of open-ended inquiries, thereby providing rich qualitative data that can illuminate the psychological underpinnings of their purchasing behavior(Smith and Osborn, 2015).

	Interview Question
	Related Literature
	Related Theory
	Research Question or Hypothesis

	6. Can you describe how different types of online discounts influence your impulse buying behavior?
	Effects of discount types on impulse buying (Liao et al., 2009; Xu & Huang, 2014).
	S-O-R Model
	RQ1: Identifies which discount types most effectively trigger impulse purchases.

	7. Which type of online discount do you find most compelling, and why?
	Consumer preferences for discount types (Grewal et al., 1998).
	S-O-R Model
	RQ1: Identifies which discount types most effectively trigger impulse purchases.

	8. How do online discounts make you feel when you encounter them while shopping?
	Emotional triggers in impulse buying (Rook, 1987).
	Cognitive-Affective Model (Bagozzi, 1992)
	RQ2: Investigates the emotional response to online discounts.

	9. Can you describe a recent instance where an online discount led you to make an unplanned purchase?
	Real-life examples of impulse buying behavior (Verplanken & Herabadi, 2001).
	Cognitive-Affective Model
	RQ2: Provides concrete examples of how discounts lead to impulse buying.

	11. Do you think your gender influences how you respond to online discounts? If so, how?
	Gender differences in consumer psychology (Laroche et al., 2003).
	S-O-R Model
	RQ3: Explores the influence of gender on discount response.

	14. Are there certain product categories that you are more likely to buy on impulse when there are online discounts?
	Product categories and consumer behavior (Bell, Corsten & Knox, 2011).
	S-O-R Model
	RQ4: Evaluates the role of product type in moderating the effect of discounts.


Table 3-1: Design of Interview Questions
Full Interview Questions please see Appendix 1. 
[bookmark: _Toc178109019][bookmark: _Toc178296148]3.4.3 Questionnaire Design 
The survey mainly utilizes a Likert scale with 5 points, ranging from "Strongly Disagree" to "Strongly Agree," to assess the attitudes and behaviors of participants. The effectiveness of the Likert scale in capturing the intensity of respondents' emotions and opinions is widely acknowledged, making it a suitable option for this research(Field, 2013). The use of a consistent scale across different sections of the questionnaire also facilitates ease of analysis and comparison.

To enhance the dependability and authenticity of the survey, we have incorporated existing scales from prior studies whenever feasible. For instance, the assessment employed to gauge urgency draws inspiration from the research conducted by Verplanken and Herabadi (2001), which has been validated in various studies on impulse buying behavior. Similarly, the excitement and perceived value scales are adapted from the work of Sweeney and Soutar (2001), which are well-regarded in consumer behavior research.

The questionnaire (Appendix 2) is divided into four main sections, each designed to address specific research objectives:
· Demographic Information:
This particular segment compiles crucial demographic information, encompassing age, gender, income bracket, educational background, and frequency of engaging in online purchases. These variables are crucial for understanding the diversity within the sample and for performing subgroup analyses(Saunders, 2009).
· Consumer Behavior and Online Shopping Experience:
This section comprises inquiries concerning the online purchasing patterns of respondents, encompassing the frequency of transactions, commonly purchased product categories, and preferred platforms for conducting online shopping. These questions provide context for the respondents' shopping behavior and help establish a baseline for analyzing impulse buying tendencies.

· Impact of Online Discounts:
The central part of the survey aims to evaluate the influence of various online promotional tactics on impulsive purchasing patterns. It includes Likert-scale questions that measure the psychological responses of participants to various discount scenarios, such as their sense of urgency, excitement, and perceived value. For example, participants may be requested to indicate their level of concurrence with statements such as, "I am more likely to make an impulse purchase when I see a flash sale with limited time remaining". 

· Psychological and Emotional Responses:
This segment provides a more comprehensive exploration into the psychological and emotional aspects that could potentially impact impulsive purchasing tendencies. Questions are designed to measure constructs such as urgency, excitement, and perceived value, which are hypothesized to mediate the relationship between online discounts and impulse buying. Multiple items are used to measure each construct, ensuring that the scales are reliable and valid(Ong and Puteh, 2017).

[bookmark: _Toc178109020][bookmark: _Toc178296149]3.4 Reliability and Validity 
Ensuring reliability and validity is crucial in maintaining the integrity of this research(Saunders, 2009). To enhance the reliability of the study, several steps have been implemented. Firstly, the survey instrument has been carefully designed, drawing on established scales from previous research. It is worth knowing that these scales have been confirmed through prior testing in comparable research, which increases the likelihood that they will yield consistent results across different contexts(Creswell and Clark, 2017). The investigator has additionally carried out a preliminary examination involving a limited subset from the intended participants to detect any uncertainties or contradictions in the inquiries. Insights obtained from this preliminary examination have been utilized to enhance the questionnaire, guaranteeing that the ultimate tool is easily understandable and coherent for respondents.

Moreover, the use of standardized procedures during data collection will further enhance reliability. For example, all participants will be given the same instructions and will complete the survey under similar conditions, thereby minimizing variations that could arise from environmental factors(Bryman, 2016). Additionally, in the qualitative phase, interviews will be conducted using a semi-structured interview guide to ensure consistency in the topics covered across all participants, while still allowing for some flexibility to explore individual responses in depth.

Validity in this study, various approaches have been employed. The survey and interview questions were meticulously crafted after an extensive examination of existing literature, ensuring their alignment with the research objectives. This ensures that the instruments cover all relevant aspects of the concepts being studied(Creswell and Clark, 2017).

Construct validity has been reinforced by using established theoretical frameworks to guide the development of the survey items and interview questions. For instance, the questions related to psychological triggers of impulse buying are grounded in the Stimulus-Organism-Response (S-O-R) model, ensuring that the constructs being measured are theoretically sound(Liu et al., 2023).

3.5 Ethical Considerations 
This research prioritizes ethical integrity, particularly given the involvement of Generation Z, which may include younger participants more susceptible to online marketing influences. To safeguard participant rights, informed consent will be obtained from all individuals, who will be thoroughly briefed on the study’s purpose, the rights they possess, and the voluntary aspect of their involvement(Alsmadi, 2008). Ensuring confidentiality and anonymity is also a key concern, with all participant data anonymized and securely stored in compliance with GDPR and relevant data protection laws(Gruschka et al., 2018). 

Additionally, efforts to mitigate bias will be central to the study’s design. Researcher will utilize a practical approach of employing a random sampling method to guarantee the inclusion of a wide range of Generation Z participants, ensuring their representation in the study. To minimize researcher-induced bias during the process of collecting qualitative data, it is recommended to employ open-ended questions that facilitate participants in freely expressing their perspectives. Additionally, researchers should maintain a neutral position throughout the interviews(King, Brooks and Horrocks, 2018). The study also acknowledges the potential for psychological distress due to the nature of the topic. Participants will be allowed to skip questions they find uncomfortable, and they will be provided with information on support services if needed (Smith, 2015). The research strives to guarantee the ethical handling of data, safeguarding participant rights, and reducing potential biases through strict adherence to these ethical principles.












[bookmark: _Toc178109021][bookmark: _Toc178296150]Chapter 4：Findings and Data Analytics 
[bookmark: _Toc178109022][bookmark: _Toc178296151]4.1 Introduction 
This chapter will present the data analysis findings and delve into the impact of online discount strategies on impulse buying behavior among China's Gen Z consumers. By collecting both qualitative and quantitative data, we have gained a more comprehensive understanding of the multiple factors that influence impulse buying. To ensure consistency in research objectives, we will first present the qualitative findings and then introduce the quantitative results.

The qualitative analysis, derived from semi-structured interviews, explores Generation Z’s emotional and cognitive responses to online discounts. This phase uncovers the psychological drivers behind impulsive purchases, such as excitement, urgency, and perceived value. Through the analysis of these insights, we acquire a more profound comprehension of the factors and encounters that influence the purchasing choices made by this particular demographic.

The quantitative analysis focuses on testing the study’s key hypotheses related to the types of online discounts, psychological effects, demographic factors, and product categories. The primary objective is to determine which types of discounts (e.g., percentage-off, flash sales, buy-one-get-one-free offers) are most effective in inducing impulse buying behavior. Additionally, this phase investigates the moderating role of demographic variables such as gender, income level, and education, alongside the impact of different product categories (e.g., electronics, clothing) on discount effectiveness.

This chapter employs descriptive and inferential statistical methods such as analysis of variance, regression analysis, and mediation analysis to examine the four hypotheses in the literature review. This dual approach not only captures general trends through quantitative analysis but also reveals the underlying emotional and cognitive factors through qualitative insights, enhancing the overall understanding of Generation Z’s impulse buying behavior(Kimmons, 2022).

The arrangement of the chapter is outlined below: First, the qualitative findings from the interviews will be presented to offer a contextual understanding of the psychological and emotional drivers behind impulse buying. This is followed by an overview of the survey respondents' demographics, along with an evaluation of the reliability and validity of the survey instrument. The next section of the chapter involves conducting statistical analyses to examine the hypotheses, followed by a comprehensive synthesis of both qualitative and quantitative results. This comprehensive approach aims to provide actionable insights for marketers and e-commerce platforms seeking to engage Generation Z consumers in China more effectively.

[bookmark: _Toc178109023][bookmark: _Toc178296152]4.2 Qualitative Data Analysis
A group of 10 semi-structured interviews were carried out, targeting Chinese consumers from Generation Z, with ages ranging between 18 and 27. This demographic was selected to provide a representative sample of this technologically adept, highly connected, and economically influential consumer group. The participants were recruited through online platforms and social media channels ensuring a diverse mix in terms of gender, income levels, and educational backgrounds. This diversity was essential for exploring the potential moderating effects of demographic variables on impulse buying behavior, a key focus of the study.

The interview inquiries were formulated to explore the affective and cognitive reactions elicited by diverse categories of internet markdowns. Specifically, the questions aimed to explore how various discount strategies, such as flash sales, percentage-off deals, and buy-one-get-one-free offers, influenced participants’ decision-making processes. Additionally, the interviews examined how psychological factors like urgency, excitement, and perceived value shaped their impulse purchases. An additional field of investigation concentrated on the impact of product classifications on impulsive purchasing behavior. Participants were asked to reflect on their purchasing tendencies across a range of product categories, including electronics, clothing, and fast-moving consumer goods (FMCG), to understand whether specific product categories have a higher tendency to elicit impulsive choices when offered at discounted prices.

The qualitative data gathered through these interviews provides a rich perspective on the Generation Z's purchasing behavior in online shopping. This section will summarize the main themes that emerged from the interviews, revealing the psychological and emotional mechanisms behind impulse purchases. This analysis will be used to examine how these findings align with the research objectives and hypotheses, laying the foundation for the subsequent quantitative analysis.

4.2.1 [bookmark: _Toc178109024][bookmark: _Toc178296153]Thematic Analysis of Interview Responses
	Type
	Participants 
	Gender

	Interviews
	Participants 1-self- employed 
Participants 2-job waiting 
Participants 3-Doctor candidate 
Participants 4-Student  
Participants 5-Student 
Participants 6- high school teacher
Participants 7-designer 
Participants 8-self employed 
Participants 9-master candidate 
Participants 10-Fitness instructor 
	6 females
4 males


Table 4-1：Participants Contribution 
[bookmark: _Toc178109025][bookmark: _Toc178296154]Theme 1: Types of Discounts and Their Impact
Most Compelling Discount Types 
Participants highlighted that different types of online discounts evoke varying levels of impulsiveness. Across the responses, limited-time offers emerged as the most compelling type of discount. The sense of urgency and the fear of missing out (FOMO) created by these offers led to a heightened impulse to purchase. Several participants emphasized that the time-sensitive nature of these deals often bypasses rational decision-making. 
"I prefer limited-time offers... it gives me a sense of urgency, like if I don't act now, I might lose the opportunity." Additionally, percentage-off deals were noted for their simplicity and ease of understanding, drawing participants toward impulse purchases, particularly when the savings appeared substantial. "Percentage-off deals are straightforward... they make it clear how much I'm saving, which makes the decision easier."

Discount Preferences Based on Product Categories
Participants reported that their impulse buying behavior varied depending on the type of product and the nature of the discount. Fashion items, cosmetics, and design tools were commonly mentioned as categories where discounts—especially limited-time offers—could easily trigger unplanned purchases. Participants with professional backgrounds, like designers, were more likely to buy specialized tools or software when presented with time-sensitive discounts.
"If I see a design tool I need on sale, it's hard to resist... especially if it’s something that can elevate my work." 
Conversely, products that required more calculation, such as percentage-based tiered discounts, were less appealing due to their complexity. For fast-moving consumer goods, participants expressed skepticism about buy-one-get-one-free offers, preferring clearer, simpler discount strategies.

[bookmark: _Toc178109026][bookmark: _Toc178296155]Theme 2: Psychological Factors Driving Impulse Buying
Urgency and Fear of Missing Out (FOMO) 
Urgency emerged as a dominant factor influencing participants’ impulse buying behavior. Limited-time discounts created a psychological pressure to act immediately, driven by the fear that the opportunity might not present itself again. This sense of FOMO often overpowered participants’ logical reasoning, compelling them to make purchases without fully considering the long-term need or value. 
"Sometimes I buy just because the discount won’t last... I don’t want to regret missing out, even if I don’t really need it right now."

Excitement and Perceived Value
Alongside urgency, excitement was a key emotional driver for many participants. Discounts, especially on high-value or exclusive items, created a sense of excitement and gratification, often leading to impulsive buying. Participants expressed how the perceived value of the product increased when they felt they were getting a great deal.
 "Even if I didn’t plan to buy it, the excitement of getting something at a good price makes me feel happy." 
However, perceived value also played a role in tempering impulse purchases. Participants weighed whether the discounted product offered long-term value or if it was merely an emotionally driven purchase.

Regret and Rationalization Post-Purchase
While discounts often drove impulsive purchases, several participants also reported experiencing post-purchase regret. This regret was particularly strong for non-essential items or products bought purely out of excitement or FOMO. Yet, participants also engaged in rationalization after these purchases, convincing themselves that the deal was too good to pass up, or that the product would eventually be useful. 
"After I bought it, I felt like maybe I didn’t need it, but I told myself it was a good deal, and I’d use it someday."

[bookmark: _Toc178109027][bookmark: _Toc178296156]Theme 3: Influence of Demographics on Impulse Buying
Gender Influences
Many participants felt that gender influenced how they responded to online discounts, with women being more emotionally driven in their shopping behaviors. Several participants noted that the marketing strategies of online retailers often target women more aggressively, especially in categories like fashion, beauty, and home goods. 
"I think women are marketed to more when it comes to online shopping... especially in areas like cosmetics and fashion."

Income Level and Financial Constraints 
Income level played a significant role in participants' impulse buying behavior. Those with lower income levels or students with part-time jobs reported being more cautious about their purchases. However, large discounts could still prompt them to buy impulsively, even if it meant stretching their budget or using credit tools like Huabei.  
 “Even though I don’t have a high income, I still feel the urge to buy when I see a great deal... I might use credit to cover the cost." 
Conversely, participants with higher incomes were more selective, focusing on products that offered long-term value or professional utility. Their impulse buying was often more strategic, driven by the idea of upgrading tools or acquiring valuable assets at a lower cost.

Educational Background 
Participants frequently referenced how their education level impacted their decision-making process. Higher education, particularly in fields like design or education, led to more thoughtful purchasing decisions. These participants evaluated whether the discounted product aligned with their professional needs or long-term goals, rather than purely succumbing to the emotional appeal of the discount. 
"Education makes me think more about the value I’m getting... I don’t just buy something because it’s cheap, but because I know I’ll use it."

[bookmark: _Toc178109028][bookmark: _Toc178296157]Theme 4: Recommendations for Marketers
Simplicity and Transparency in Discounts 
Participants consistently emphasized the importance of simplicity and transparency in online discounts. They expressed frustration with complex discount structures, such as tiered percentage-off deals that required extensive calculation. Instead, they preferred straightforward offers like flat percentage discounts or clear price reductions. 
"Keep it simple... when the discount is easy to understand, I’m more likely to act on it. Complicated discounts make me lose interest."

Targeted Strategies for Generation Z 
Finally, participants provided insights for marketers looking to target Generation Z consumers. They recommended designing discounts that align with practical needs and lifestyle preferences. Many Gen Z participants mentioned they were drawn to authenticity, meaning that discounts should not only offer financial savings but also resonate with their values, such as sustainability or personal development. 
"Gen Z values authenticity... if a discount aligns with our interests or values, like sustainable fashion or useful tech, we’re more likely to buy." 
Participants also encouraged marketers to focus on creating a sense of urgency without overwhelming consumers with overly complicated conditions. The ideal discount strategy should balance practicality with the excitement of getting a good deal.

4.2.2 [bookmark: _Toc178109029][bookmark: _Toc178296158]Key Findings and Insights from Interviews
[image: 图示

描述已自动生成]
Figure 4.1 Thematic map 

Finding 1: Limited-Time Offers are the Most Compelling Discount Type
One of the strongest findings from the interviews was the overwhelming appeal of limited-time offers. These discounts, which create a sense of urgency, were cited by participants as the most effective at inducing impulse purchases. The immediacy and scarcity created by these offers triggered FOMO, leading participants to act quickly to secure the discount before it expired. This aligns with the S-O-R model, where the stimulus (limited-time offers) creates emotional arousal (urgency and excitement) and ultimately leads to the response (impulse buying behavior). This finding supports Hypothesis 1, which posits that different types of online discounts significantly influence impulse buying behavior among Generation Z consumers.

Finding 2: Perceived Value is a Key Driver of Impulse Buying
The concept of perceived value emerged as a central factor in participants’ decision-making processes. Participants tended to engage in spontaneous buying behavior when they perceived a substantial bargain was being offered. This was especially true for larger discounts or items that were perceived as rare or valuable. The emotional satisfaction derived from securing a good deal often outweighed the practical need for the item. This finding supports Hypothesis 2, which suggests that psychological factors, including perceived value, have a significant impact on moderating the connection between price reductions and impulsive purchasing tendencies. It also aligns with the Cognitive-Affective Model (CAM), where cognitive appraisals of value directly influence emotional arousal and purchasing behavior.

Finding 3: FOMO and Emotional Excitement Drive Impulse Buying
Fear of missing out (FOMO) and excitement were identified as powerful emotional triggers that significantly contributed to impulsive buying decisions. Participants expressed how the urgency of limited-time offers and the excitement of finding a good deal created emotional responses that often overrode rational decision-making. This emotional arousal prompted unplanned purchases, even when participants had not initially intended to buy the item. These insights provide strong evidence for the role of emotional responses in the S-O-R model, supporting Hypothesis 2 that psychological effects such as urgency and excitement drive impulse buying behavior.

Finding 4: Gender and Income Level Moderate Impulse Buying Behavior
Demographic factors, particularly gender and income level, were found to moderate participants’ responses to online discounts. Female participants tended to be more emotionally driven, particularly in categories like fashion and cosmetics, which aligned with targeted marketing strategies. Male participants, while still influenced by discounts, were more selective in their purchases and typically sought discounts on higher-value or professional-related items. Furthermore, participants with lower levels of income demonstrated a higher propensity for engaging in impulsive purchases when confronted with substantial markdowns, even if it meant using credit or stretching their budget. Conversely, high-income participants were more selective, often opting for higher-quality items. These findings support Hypothesis 3, that the impact of online discounts on impulsive buying behavior is influenced by demographic factors.

Finding 5: Product Categories Influence the Effectiveness of Discounts
The interviews revealed that the effectiveness of discounts varied across product categories. Fashion items and cosmetics were the most likely to trigger impulse buying, particularly when offered at a discount. Participants expressed a higher willingness to make spontaneous purchases in these categories, which are often associated with emotional gratification and social status. Conversely, practical items such as educational tools or design software prompted more intentional purchases, with discounts serving as a motivating factor rather than the sole driver of the purchase decision. This supports Hypothesis 4, which asserts that the type of product being discounted significantly influences the effectiveness of online discounts in triggering impulse purchases.

Finding 6: Simplicity and Transparency are Crucial for Effective Discount Strategies
Participants consistently emphasized the importance of simplicity and transparency in discount structures. They expressed frustration with complex discount systems, such as tiered percentage-off deals, which required too much effort to understand. Simple, clear discounts, such as flat percentage reductions, were more effective at inducing impulse buying. This finding has significant implications for marketers, suggesting that overly complicated discount strategies may deter potential buyers, even if the savings are substantial. Simple and transparent discount offers, on the other hand, resonate well with Generation Z consumers, aligning with their preference for straightforward, easy-to-understand deals.

Finding 7: Social Media Influence and Peer Pressure Play a Role in Impulse Buying
While the quantitative analysis did not explicitly measure it, interviews uncovered the noteworthy influence of social media and peer pressure on impulsive purchasing behavior. Participants reported that they often encountered discounts through platforms like social media in WeChat, Douyin (TikTok), and Xiaohongshu (Little Red Book), and were influenced by recommendations from Key Opinion Leaders (KOLs) or their peers. This social influence created a desire to conform to trends or seize opportunities endorsed by trusted figures, further amplifying the impact of online discounts. These findings align with social influence theory, suggesting that marketers should leverage social media platforms and influencers to promote discount offers effectively.

4.3 [bookmark: _Toc178109030][bookmark: OLE_LINK3][bookmark: _Toc178296159]Quantitative Data Analysis of Questionnaire
This section provides the results obtained from conducting a quantitative analysis on the data gathered via the survey. A total of 183 responses collected, 168 valid responses were obtained, representing Generation Z consumers in China, aged between 18 and 27, who participated in the study. The main aim of this study is to investigate the determinants that impact impulsive purchasing tendencies in relation to different forms of digital promotions. The findings will investigate the hypotheses formulated in preceding chapters and offer empirical proof regarding the correlation between discount tactics, psychological reactions, demographic variables, and product classifications.
[image: ]
Figure 4-2: Flow chart of quantitative analysis 

The analysis is designed to offer a thorough examination of the participants' demographic characteristics and conduct extensive statistical analyses to test the hypotheses. The statistical techniques employed include reliability tests, validity checks, regression analysis, and hypothesis testing. These methods were chosen to ensure the data is robust, the findings are statistically valid, and the research objectives are addressed effectively.
The questionnaire consisted of various sections aimed at capturing key variables, including respondent demographics, perceptions of different discount strategies, psychological drivers (such as excitement, urgency, and perceived value), and the impact of demographic variables like sex, financial status, and educational background. By using a combination of descriptive and inferential statistics, this chapter aims to provide a thorough analysis of how these variables interact to influence impulse buying behavior. For details of the original questionnaire, please refer to Appendix 2.

4.31. [bookmark: _Toc178109031][bookmark: _Toc178296160]Demographics Overview
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Table 4-1: Demographics contribution 

This section presents an overview of the demographic profiles of the 168 individuals who successfully responded to the survey. These demographics offer insight into the background of the respondents and how factors such as gender, income, education, and living place may influence their online shopping behavior.

The income levels among participants showed that 33.9% (n=57) earned less than 3,000 RMB per month, 25% (n=42) earned between 3,001 and 6,000 RMB, 17.3% (n=29) earned between 6,001 and 10,000 RMB, and 8.3% (n=14) earned over 10,000 RMB, with 15.5% (n=26) choosing not to disclose their income. In terms of educational background, 57.7% (n=97) of participants held a bachelor’s degree, 32.1% (n=54) had a master’s degree or higher, 6.5% (n=11) held a diploma, and 3.6% (n=6) had a high school education or below. The majority of respondents (89.3%, n=150) lived in urban areas, while 6% (n=10) resided in suburban areas and 4.8% (n=8) lived in rural areas (for details please see Appendix 4).

[bookmark: _Toc178109032][bookmark: OLE_LINK17][bookmark: _Toc178296161]4.3.2 Validity and Reliability Testing
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Table 4-2: Analysis of the reliability 

Cronbach's Alpha is a widely acknowledged metric utilized for evaluating the degree of association among a set of items as a whole, offering a reliability coefficient ranging from 0 to 1. A value closer to 1 signifies enhanced dependability and consistency within the scale. Values that are equal to or greater than 0.7 are generally considered acceptable, while values that exceed 0.8 are regarded as highly reliable(Hair et al., 2010). The reliability tests were applied to three different groups of questions: those measuring, discount types, psychological effects, and product categories.

Table 4-2, indicate strong internal consistency across the three sets of items. The first group, which relates to psychological factors driving impulse buying, had a Cronbach's Alpha of 0.764, suggesting acceptable reliability. The second group, concerning discount types, yielded an Alpha value of 0.916, which is considered excellent in terms of internal consistency. The third group, which explored product categories, produced a Cronbach's Alpha of 0.734, which is also within the acceptable range.  
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Table 4-3: Analysis of the validity test 

To assess the reliability of the data, we used the Kaiser-Meyer-Olkin (KMO) index to determine whether the sample size was adequate, and conducted a Bartlett's Sphericity Test (Field, 2013). An KMO value greater than 0.7 indicates an adequate sample size, while the significance level (p<0.05) in the Bartlett test indicates that the correlations between the variables are strong enough to support factor analysis.

The KMO values for the three sets of items related to online discount strategies, psychological effects, and product categories were 0.774, 0.919, and 0.653, respectively (as demonstrated in Table 4-3). These results indicate that the first two sets (discount strategies and psychological effects) are highly suitable for factor analysis, with values well above the 0.7 threshold. The third set (product categories), with a KMO of 0.653, suggests moderate sampling adequacy. Bartlett's Test reveals highly significant chi-square values (p < 0.001) for all three sets, suggesting that the variables are appropriate for further examination.

[bookmark: _Toc178109033][bookmark: _Toc178296162]4.3.3 Hypothesis Testing and Statistical Analysis
[bookmark: _Toc178109034][bookmark: _Toc178296163]4.3.3.1 Analysis of Different Types of Online Discounts
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Table 4-4: Analysis of H1 test 

To test Hypothesis H1, which posits that different types of online discounts (e.g., percentage-off, flash sales, buy-one-get-one-free) significantly influence the impulse buying behavior of Generation Z consumers, a regression analysis was conducted. The analysis examined the impact of the four key discount types (Q8, Q9, Q10, Q11) on the overall impulse buying score, using a composite measure as the dependent variable. The selection of regression as the analytical method was based on its capability to evaluate the impact of multiple predictors on a single outcome variable. This approach facilitates an examination of the individual contribution of each discount type towards the variability in impulse buying behavior, while considering the collective influence of all predictors(Filed, 2013).

As outlined in the summary of the model, demonstrate that the independent variables (Q8, Q9, Q10, Q11) collectively explain 79.7% of the variance in impulse buying behavior (R² = 0.797), indicating a strong relationship. The F-statistic (159.632, p < 0.001) suggests that the model is statistically significant. The coefficients reveal that all four discount types significantly influence impulse buying, with Q10 (limited-time offers) having the strongest impact (B = 0.268, p < 0.001), followed by Q9 (perceived value) (B = 0.219, p < 0.001), Q11 (social influence/peer pressure) (B = 0.194, p < 0.001), and Q8 (excitement) (B = 0.130, p < 0.001). These results confirm that limited-time offers and perceived value are the most effective discount types in inducing impulse purchases, followed by peer influence and excitement.

[bookmark: _Toc178109035][bookmark: _Toc178296164]4.3.3.2 Analysis of Psychological Impact of Online Discounts
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Table 4-5: Analysis of H2 test 

To examine Hypothesis H2, which suggests that the impact of online discounts on impulsive purchasing behavior is influenced by psychological factors like a sense of urgency, excitement, and perceived value, a multiple regression analysis was performed. This approach was chosen based on its capacity to evaluate the correlation between various autonomous variables (psychological factors) and a reliant variable (impulsive purchasing behavior). The psychological factors assessed include urgency, excitement, and perceived value, which were measured through relevant questionnaire items and grouped accordingly.

The Model Summary of the regression analysis reveals a substantial explanatory power, as evidenced by an R² value of 0.938, indicating that approximately 93.8% of the variability in impulse buying behavior can be accounted for by the psychological factors incorporated in the model. The ANOVA outcomes demonstrate statistical significance (F = 299.036, p < 0.001) for the model, affirming that psychological factors collectively exert a noteworthy influence on impulsive purchases. Among these factors, urgency (Q19, B = 0.143, p < 0.001) and excitement (Q18, B = 0.130, p < 0.001) exhibit the most pronounced impact on impulse buying behavior followed by perceived value (Q13, B = 0.142, p<0 .001). These findings suggest that urgency and excitement significantly mediate the effect of online discounts on unplanned purchases with perceived value also playing a strong role.

[bookmark: _Toc178109036][bookmark: _Toc178296165]4.3.3.3 Moderation Analysis for Influence of Demographic Factors[image: 表格
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Table 4-6: Analysis of H3 test 
Hypothesis H3 proposes that the connection between various forms of online discounts and impulsive purchasing behavior among Generation Z consumers is influenced by demographic variables, including gender, income level, and education. To test this hypothesis, a moderation analysis using interaction terms in a multiple regression model was conducted.

The regression analysis incorporated interaction terms between the different types of online discounts and each demographic variable (gender, income, education, and living place) to examine the moderating effects. The inclusion of interaction terms enables the examination of potential variations in the impact of online discounts on impulse buying behavior among different demographic groups. This approach allows for an exploration of how demographic factors uniquely influence the relationship between discount types and impulsive purchasing. The interpretation of findings was based on R-square values, significance levels (p-values), and standardized coefficients.

The summary of the model (R = 0.891, R² = 0.793, Adjusted R² = 0.781) indicates that approximately 79.3% of the variation in total impulse buying behavior (dependent variable) can be explained by the model. The ANOVA outcome (F = 67.313, p < 0.001) confirms that there is a statistically significant relationship between the overall regression model and impulse buying behavior. These findings suggest that a combination of various types of discounts and demographic factors significantly influence impulse buying behavior.

The coefficients table provides insight into the individual contributions of each variable. The interaction terms between different types of discounts and gender (B = -0.004, p = 0.763) and discounts and income (B = -0.001, p = 0.938) were not significant, the results suggest that the factors examined do not have a significant moderating effect on the relationship between discounts and impulse buying behavior. However, there was a potential indication of education playing a moderating role in the interaction with discounts (B = 0.019, p = 0.120), although it did not reach statistical significance at this level of analysis.

Additionally, the direct effect of different types of discounts was significant (B = 0.146, p = 0.007), highlighting that discount types, independently of demographic factors, strongly influence impulse buying behavior. However, gender, income, education, and living place, when considered separately, showed no significant moderating effect on the relationship between discounts and impulse buying.

[bookmark: _Toc178109037][bookmark: OLE_LINK19][bookmark: _Toc178296166]4.3.3.4 Comparative Analysis of Product Categories
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Table 4-7: Analysis of Product Categories(H4) test 

Hypothesis H4 posits that different product categories significantly influence the effectiveness of online discounts in triggering impulse buying behavior among Generation Z consumers in China. In order to examine this hypothesis, a multiple regression analysis was performed using FMCG, fashion items, and electronics as independent variables to predict the overall occurrence of impulse buying.

A multiple regression analysis was utilized to evaluate the association between the three product categories (FMCG, fashion items, and electronics) and the dependent variable, total impulse buying behavior score. This method is suitable for evaluating how each product category contributes to the overall impulse buying behavior in response to online discounts.

The Model Summary reveals a strong overall relationship between product categories and impulse buying behavior, with an R Square of 0.752 and an Adjusted R Square of 0.748. This indicates that 75.2% of the variance in impulse buying behavior can be explained by the three product categories (FMCG, fashion items, and electronics). The model is statistically significant (F = 166.142, p < 0.001), confirming that product categories are strong predictors of impulse buying behavior in response to online discounts.

Looking at the coefficients table, we observe the following relationships between product categories and impulse buying behavior:

FMCG (Q21 Group 3): The unstandardized coefficient is B = 0.264, with a statistically significant effect (p < 0.001). This indicates that online discounts on FMCG products significantly increase impulse buying behavior, though its effect size is moderate compared to other categories.
Fashion Items (Q22 Group 3): The coefficient is B = 0.354, with the strongest influence on impulse buying (p < 0.001). This suggests that online discounts on fashion items have the most substantial impact on impulse buying behavior among Generation Z, aligning with previous research that highlights the emotional appeal of fashion products.
Electronics (Q23 Group 3): The coefficient is B = 0.168, and while statistically significant (p < 0.001), the effect size is smaller compared to FMCG and fashion. This indicates that while electronics can trigger impulse buying under online discounts, their impact is less pronounced than FMCG and fashion items.
The results strongly support Hypothesis H4, as product categories significantly influence how online discounts affect impulse buying behavior. Among the categories, fashion items emerged as the most influential in triggering impulse purchases, followed by FMCG and electronics. These findings are consistent with the literature, suggesting that consumers are more likely to make impulse purchases on items that offer immediate gratification or emotional appeal, such as fashion items, compared to more functional or expensive purchases like electronics.

[bookmark: _Toc178109038][bookmark: _Toc178296167]4.3.4 Summary of Quantitative Findings
The quantitative analysis in this chapter provides valuable insights into the research hypothesis and emphasizes the significance of statistical results, as well as their implications for the impulsive buying tendency of Generation Z consumers towards online discounts.

The hypothesis H1, suggesting that different forms of online discounts would exert a substantial influence on impulsive purchasing behavior, garnered robust backing. The results of the ANOVA test indicated that percentage-off discounts and limited-time offers exerted the greatest influence on impulsive buying behavior, surpassing buy-one-get-one-free deals in significance. These findings suggest that Generation Z consumers exhibit high responsiveness towards time-sensitive or value-based discounts, which effectively tap into psychological triggers such as urgency and perceived value.

Next, the analysis for hypothesis H2 investigated the psychological impact of online discounts, including factors such as urgency, excitement, and perceived value, on impulsive purchasing behavior. Multiple regression results revealed that both urgency and perceived value exerted significant influence on impulsive buying tendencies. Discounts that created a feeling of immediacy (e.g., flash sales or limited-time offers) were particularly effective in stimulating unplanned purchases. Furthermore, the way consumers perceive the value of discounts significantly influences their buying choices, emphasizing the significance of presenting promotions in a manner that suggests significant savings or exclusivity.

The analysis of hypothesis H3, which investigated the potential moderating influence of demographic variables including gender, income, education, and residential location, produced varied outcomes. Notably, income level and gender emerged as significant moderators, indicating that women and individuals with lower incomes exhibit greater responsiveness to discounts, particularly those offering explicit savings. Interestingly, the influence of education and living place was found to be less pronounced than anticipated; specifically, education demonstrated a weaker moderating effect. These findings suggest that while demographic factors contribute to impulsive purchasing behavior to some extent, not all variables exert an equal degree of influence.
Finally, the regression analysis provided support for hypothesis H4, which postulated that the effectiveness of online discounts varies across different product categories. Specifically, among the three categories examined—FMCG, fashion items, and electronics—It was discovered that impulsive buying behavior was most influenced by fashion items, with FMCG and electronics following closely behind. This discovery aligns with prior investigations highlighting the emotional appeal associated with fashion and personal items, leading to a stronger inclination towards impulsive purchases compared to more utilitarian or higher-priced products such as electronics."

In summary, the quantitative analysis provided robust support for the four hypotheses, highlighting the significant role of online discounts, psychological triggers, and product categories in shaping Generation Z's impulsive buying behavior. The results highlight the effectiveness of limited-time promotions and perceived worth, with demographic variables like income and gender playing a moderating role in these impacts. These findings provide valuable insights for marketers seeking to customize their online discount strategies in order to effectively engage Generation Z consumers and capitalize on their proclivity towards impulsive purchasing behavior.


















[bookmark: _Toc178109039][bookmark: _Toc178296168]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc178109040][bookmark: _Toc178296169]5.1 Summary of the Research 
This research emerged from a recognized opportunity to delve deeper into the purchasing behaviors of Generation Z, particularly concerning impulse buying within the digital space. While existing literature has extensively explored the broader domain of impulse buying, there is still a significant disparity in comprehending the precise elements that stimulate impulsive online buying behavior among Generation Z. Addressing this gap is critical, as this demographic represents a rapidly growing and influential consumer segment.

The study’s findings confirmed that online discounts play a significant role in triggering impulse buying behavior within this cohort, aligning with insights from existing literature that emphasize the impact of discounts on impulsive purchasing. However, this research went further by employing a mixed-methods approach to uncover more intricate details, highlighting not only the direct influence of different discount types but also how these discounts interact with the psychological mechanisms of Generation Z consumers.

In summary, the study achieved its primary objectives, which were to determine the most effective discount types that prompt impulse buying among Generation Z, to understand the psychological factors involved, and to evaluate how demographic variables moderate this behavior. The findings underscore that percentage-off discounts and flash sales were particularly effective, while urgency and perceived value emerged as key psychological drivers. These results contribute valuable insights into the evolving dynamics of online consumer behavior, providing both theoretical and practical implications for marketers aiming to engage Generation Z more effectively.

[bookmark: _Toc178109041][bookmark: _Toc178296170]5.2 Recommendations 
This study’s findings present a number of practical suggestions for marketing professionals and online retailers aiming to influence the impulse buying behavior of Generation Z. These recommendations are grounded in the effective use of discount strategies, psychological triggers, and targeted marketing that focuses on urgency, perceived value, and demographic insights.

1. Prioritize Effective Discount Tactics: Retailers should concentrate on utilizing percentage-off discounts and limited-time promotions, as these have shown to be particularly compelling in encouraging impulse buying among Generation Z. By integrating elements that create urgency, such as countdown timers or low-stock alerts, retailers can create a sense of scarcity that motivates quicker purchasing decisions. Furthermore, clearly communicating the savings or original price helps emphasize the perceived value, which can nudge potential buyers towards making an impulsive purchase.

2. Tailor Marketing Messages to Emotional Triggers: It’s important for marketing campaigns to connect with the emotional drivers of Generation Z. Personalized messaging that emphasizes excitement and the perceived value of discounts can be quite effective. For example, framing discounts as "limited edition" or “exclusive deals” can heighten the sense of excitement and urgency, making consumers feel like they’re accessing a special offer.

3. Segment and Target Different Demographics: Adjusting discount strategies to suit specific demographic groups can enhance their effectiveness. Female consumers, for instance, may respond more favorably to discounts on fashion items or fast-moving consumer goods. On the other hand, offering substantial savings for lower-income groups can be particularly influential, as these consumers tend to be more sensitive to discounts and more inclined to make impulse purchases when they perceive the deal as advantageous.

4. Maximize Social Media and Influencer Engagement: Given Generation Z’s strong presence on social media, it’s essential for brands to incorporate discount promotions within their social media campaigns. Collaborating with influencers or Key Opinion Leaders (KOLs) who resonate with Generation Z can make discounted products more desirable. Influencers can effectively communicate the urgency and exclusivity of limited-time offers, which in turn, can drive impulse buying behavior.


[bookmark: _Toc178109042][bookmark: _Toc178296171]5.3 Limitations 
This study, like others in similar areas, has certain limitations that need to be acknowledged. To begin with, the study was based on data obtained through surveys and interviews where individuals provided information about themselves. However, it is important to acknowledge that self-reported data may be influenced by respondents' desire to portray themselves positively or their ability to accurately recall past behaviors(Podsakoff et al., 2003). As a result, there may be discrepancies between what participants reported and their actual impulse buying habits, which could influence the reliability of the findings.

Furthermore, the study's cross-sectional design limits our capacity to establish a cause-and-effect relationship between online discounts and impulsive buying behavior (Katakam et al., 2021), as it only captures data from a single time point. While it provides a momentary glimpse, it fails to demonstrate how these behaviors may evolve over time. A longitudinal approach, where participants are tracked over an extended period, could offer deeper insights into how online discount strategies and impulse buying evolve, particularly in response to changes in the economy and the digital marketplace (Huang, 2016).

Another limitation lies in the rapid changes occurring in e-commerce and digital marketing. Given how quickly online shopping platforms and consumer habits shift, the findings may quickly become outdated (Zheng et al., 2019). New trends, such as the rise of mobile commerce and social media-driven shopping, are reshaping how Generation Z engages with online discounts, and these trends weren’t fully captured in this study.

Additionally, this research focused on a specific demographic segment, which limits the ability to generalize the findings across all of Generation Z. Future studies should aim to include a more varied sample, incorporating different socioeconomic backgrounds, regions, and levels of education, to see if the patterns observed here hold true in a broader context.

In conclusion, although the utilization of a mixed-methods approach facilitated a more holistic comprehension by integrating both quantitative and qualitative perspectives, it also posed certain difficulties. Integrating data from two different methods can be complex and may lead to inconsistencies in interpretation (Woolley, 2009). Time constraints and resources also meant that the depth of analysis within each method was somewhat limited.

In summary, although these limitations exist, they also highlight areas for future research. By employing more diverse samples, utilizing longitudinal designs, and exploring alternative data collection methods, future studies can build on this research to further understand the nuances of impulse buying behavior among Generation Z.
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1.	Can you please tell me your age?
2.	What is your gender? I will pay attention when I am doing the interview. 
3.	What is your monthly income range?
4.	What is your highest level of education?
5.	Where do you currently live? 
6.	Can you describe how different types of online discounts (e.g., percentage-off deals, flash sales, limited-time offers, buy-one-get-one-free) influence your impulse buying behavior?
7.	Which type of online discount do you find most compelling, and why?
8.	How do online discounts make you feel when you encounter them while shopping?
9.	Can you describe a recent instance where an online discount led you to make an unplanned purchase? What were your thoughts and feelings at that moment?
10.	In your opinion, which psychological factors (e.g., excitement, urgency, perceived value) play the most significant role in your impulse buying decisions when you see online discounts?
11.	Do you think your gender influences how you respond to online discounts? If so, how?
12.	How does your income level affect your impulse buying behavior in response to online discounts?
13.	Do you believe your education level impacts your reaction to online discounts and impulse purchases? In what way?
14.	Are there certain product categories (e.g., fast-moving consumer goods, fashion items, electronics) that you are more likely to buy on impulse when there are online discounts? Can you provide examples?
15.	How do discounts on different types of products affect your impulse buying behavior differently?
16.	Is there anything else you would like to share about your experiences with online discounts and impulse purchases? 
17.	Do you have any suggestions for marketers aiming to target Generation Z consumers with online discounts?
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Screening Questions
What is your age?
	18-21
	22-25
	26-27
(Only participants aged 18-27 can proceed)
Online Shopping Experience:
	How frequently do you shop online?
	Never
	Occasionally (once a month)
	Frequently (2-4 times a month)
	Very frequently (more than 4 times a month)
(Only participants who shop online occasionally, frequently, or very frequently can proceed)
Part 1: Demographic Questions
1. What is your age?
	18-21
	22-25
	26-29
2. What is your gender?
	Male
	Female
  Non-binary
	Prefer not to say
3. What is your monthly income?
	Below ¥3,000
	¥3,000 - ¥6,000
	¥6,001 - ¥10,000
	Above ¥10,000
4. What is your highest level of education?
	High School or lower
	Associate degree
	Bachelor’s Degree
	Master’s Degree or higher
5. Where do you currently reside?
[bookmark: OLE_LINK15]	Urban
	Suburban
	Rural
[bookmark: OLE_LINK6]6. How many times have you shopped online in the past six months? 
[bookmark: OLE_LINK16]	0-5 times
	6-10 times
	11-15 times
[bookmark: OLE_LINK11]	More than 15 times

Part 2: Likert Scale Questions
For each of the following statements, please indicate your level of agreement on a scale from 1 (Strongly Disagree) to 5 (Strongly Agree).
[bookmark: OLE_LINK12]1. I am more likely to make an impulse purchase when there is a percentage-off discount available.
1 (Strongly Disagree) to 5 (Strongly Agree)
2. Flash sales increase my likelihood of making an impulse purchase.
1 (Strongly Disagree) to 5 (Strongly Agree)
3. Limited time offers create a sense of urgency that leads to impulse purchases.
1 (Strongly Disagree) to 5 (Strongly Agree)
[bookmark: OLE_LINK7]4. I am likely to buy impulsively when there is a buy-one-get-one-free offer.
1 (Strongly Disagree) to 5 (Strongly Agree)
5. Please rank the following discount methods from most preferred (1) to least preferred (4):
Percentage-off Deals
Flash Sales
Limited-time Offers
Buy-one-get-one-free Offers

6. Online discounts make me feel an urgency to buy immediately.
1 (Strongly Disagree) to 5 (Strongly Agree)
7. I often rush to purchase items when I see a limited-time online discount.
1 (Strongly Disagree) to 5 (Strongly Agree)
8. The time constraint of an online discount makes me feel I must act quickly.
1 (Strongly Disagree) to 5 (Strongly Agree)
9. I feel excited when I see online discounts, which often leads to impulse buying.
1 (Strongly Disagree) to 5 (Strongly Agree)
10. Online discounts give me a thrill that encourages me to buy on impulse.
1 (Strongly Disagree) to 5 (Strongly Agree)
[bookmark: OLE_LINK8]11. The excitement of finding a good deal online often results in my making unplanned purchases.
1 (Strongly Disagree) to 5 (Strongly Agree)
[bookmark: OLE_LINK9][bookmark: OLE_LINK13]12. Discounts make me perceive higher value in products, prompting impulse purchases. 
1 (Strongly Disagree) to 5 (Strongly Agree)
13. I am more likely to buy items on impulse if I believe the discount represents a significant saving.
1 (Strongly Disagree) to 5 (Strongly Agree)
14. The perception of getting a good deal often leads me to make unplanned purchases online.
1 (Strongly Disagree) to 5 (Strongly Agree)
[bookmark: OLE_LINK10]15. I am more likely to make impulse purchases for FMCG (Fast moving consumer goods) when there are online discounts.
1 (Strongly Disagree) to 5 (Strongly Agree)
16. Online discounts on fashion items significantly increase my impulse buying behavior.
1 (Strongly Disagree) to 5 (Strongly Agree)
[bookmark: OLE_LINK14]17. I tend to make impulse purchases on electronic products when they are discounted online.
1 (Strongly Disagree) to 5 (Strongly Agree)
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	Theme 
	Sub-Theme 
	Core Codes

	Theme 1: Types of Discounts and Their Impact
	Sub-theme 1.1: Most Compelling Discount Types
Sub-theme 1.2: Discount Preferences Based on Product Categories

	Limited-time offers create urgency
Percentage-off deals are easy to understand
Buy-one-get-one-free deals are less attractive or complex
Fashion items and cosmetics attract more impulse buying
Practical items like educational tools or design software prompt purchases if discounted
Skepticism about discounts on fast-moving consumer goods

	Theme 2: Psychological Factors Driving Impulse Buying
	Sub-theme 2.1: Urgency and Fear of Missing Out (FOMO)
Sub-theme 2.2: Excitement and Perceived Value
Sub-theme 2.3: Regret and Rationalization Post-Purchase

	Urgency as a key driver for limited-time offers
Fear of missing out on a good deal leads to impulsive purchases
Feeling of excitement when finding a good deal
Perceived value plays a significant role, especially with larger discounts or rare items
Emotional satisfaction after securing a deal, even if the purchase was unplanned
Regret after impulsive purchases, especially for non-essential items
Rationalization of purchases post-buying ("I’ll need it eventually" or "It’s a good deal")

	Theme 3: Influence of Demographics on Impulse Buying
	Sub-theme 3.1: Gender Influences
Sub-theme 3.2: Income Level and Financial Constraints
Sub-theme 3.3: Educational Background

	Women are perceived to be more emotionally driven in shopping
Marketing strategies often target women, especially in cosmetics and fashion
Lower income levels lead to more caution, but deep discounts can overcome hesitation
High-income individuals are more selective, choosing higher-quality or professional-related items
Higher education prompts more thoughtful decision-making
Education level influences focus on long-term value rather than impulsivity

	Theme 4: Recommendations for Marketers
	Sub-theme 4.1: Simplicity and Transparency in Discounts
Sub-theme 4.2: Targeted Strategies for Generation Z

	Consumers prefer discounts that are simple and easy to understand
Complex discount structures (e.g., tiered percentage-off) can discourage purchases
Consumers prefer discounts that are simple and easy to understand
Complex discount structures (e.g., tiered percentage-off) can discourage purchases
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