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[bookmark: _Toc197000202]Executive Summary:
This thesis investigates the impact of behavioral psychology on consumer purchasing decisions within the ZARA industry. Drawing upon principles such as cognitive biases, emotional triggers, and social influences, the study explores how these psychological factors influence key variables, including sales and promotion effectiveness, revisit intention, brand image perception, and impulsive buying behavior. The research employs a quantitative approach, utilizing surveys distributed via Google Forms to collect data from a diverse demographic sample. Data analysis involves statistical techniques to identify correlations and predictors, providing a comprehensive understanding of consumer behavior dynamics influenced by psychological factors. Key findings reveal that emotional triggers significantly contribute to impulsive buying tendencies, while cognitive biases are crucial in shaping consumer responses to promotional strategies (Akram et al., 2018). The study also highlights the interactive effects of psychological elements with marketing techniques and product presentation on overall consumer behavior. Furthermore, demographic variations in purchasing behaviors underscore the importance of tailoring marketing strategies to different consumer segments based on their psychological profiles. Insights gained from this research are expected to assist ZARA marketers in refining their approaches to enhance consumer engagement, loyalty, and satisfaction. By elucidating these relationships, this thesis contributes to advancing knowledge in consumer behavior research, offering practical implications for marketers aiming to optimize strategies and effectively meet consumer needs in a competitive marketplace. This summary encapsulates the key objectives, methodology, findings, and implications of the thesis in a concise and informative manner (Ailawadi et al., 2001)
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[bookmark: _Toc197000203]Research Topic
The impact of sales & promotion on impulsive buying through the mediating role of revisit intention and the moderating role of brand image.
[bookmark: _Toc197000204]Research problem:
By identifying and analyzing these psychological and behavioral aspects, businesses can enhance their ability to forecast and impact consumer decisions, resulting in better marketing outcomes and increased customer satisfaction (Ndubisi & Moi, 2006). Comprehending how psychological principles and cognitive biases impact consumer decision-making processes can aid companies in customizing their marketing strategies to influence consumer purchase behavior more productively. 
Research Questions:
· How do sales & promotions impact impulsive buying behavior?
· How does revisit intention mediate the relationship between sales & promotion and impulsive buying behavior
· How does brand image moderate the relationship between revisit intention and impulsive buying behavior?
[bookmark: _Toc197000205]Aims & Objectives of the Research
Aims:
To analyze how behavioral psychology influences consumer purchasing decisions within the ZARA industry, focusing on the effects of sales and promotion, revisit intention, brand image, and impulsive buying behavior.
Objectives
· To investigate how sales and promotional strategies affect consumer purchasing decisions in ZARA.
· To assess the factors that drive consumers to revisit ZARA stores or websites, contributing to customer loyalty.
· To examine the impact of brand image on consumer perceptions and its role in influencing purchase choices within ZARA.
· To explore the psychological triggers behind impulsive buying and how they manifest in the context of ZARA and their products.

[bookmark: _Toc197000206]Abstract:
Nowadays, the shopping industry has its future trend all over the world. It has broadened the competition between different brands that serve different products all over the globe, and due to the large competition among the brands, the researchers are keen to know the growing impulsive purchasing behavior of consumers. Therefore, the study aims to assess the influence of Sales & Promotion on Impulsive Buying and the role of the Brand image as a moderator, and revisit intention as a mediator.
[bookmark: _Toc197000207]Methodology/Design:
The data was collected from 258 respondents in March. A convenience sampling technique was used to collect data, and respondents were asked to fill out a questionnaire through Google Forms.
[bookmark: _Toc197000208]Findings:
The results show that sales & Promotions influence Impulsive Buying Behavior, and Revisit Intention explains the relationship between them, and brand image strengthens the relationship between them.
[bookmark: _Toc197000209]Limitations/Future directions:
The data was collected through convenience sampling, so I suggest using different sampling techniques in the future to get variable results.
[bookmark: _Toc197000210]Originality/Value:
The specific research highlights the importance of sales & promotion, impulsive buying behavior of people, revisit intention, and brand image.
[bookmark: _Toc197000211]Key Words:
Impulsive Buying, Sales & Promotion, Revisit intention, Brand image, Customer Loyalty, Shopping Industry.
[bookmark: _Toc197000212]Paper Type:
Research Proposal
[bookmark: _Toc197000213]Introduction:
Numerous studies have delved into impulsive buying within the marketing field over the last few decades. The ongoing debate surrounds the ethics of impulsive buying, but the crux of the matter is that impulsive buying serves to allure customers and drive revenue growth in the industry (Akram et al., 2018).
Researchers have discovered that from a customer's vantage point, impulsive buying can be problematic and stressful. However, viewed from a company's perspective, it proves to be an effective strategy for escalating sales figures and garnering passive profits from customers (Lee & Kacen, 2008). Recent studies emphasize that the significance of people's impulsive behavior has evolved significantly over time. Studies suggest that more than 35% of total store revenue hinges on impulsive purchases (Lin & Chuang, 2005). It is astonishing to note that a third of individuals tend to buy items without prior planning or forethought, opting instead for random and spontaneous purchases (Amos et al., 2014). Furthermore, researchers have observed that a vast majority of customers, exceeding 80%, relish impromptu shopping experiences by occasionally acquiring unplanned items (Karmali, 2007). In Pakistan, half of the customers exhibit impulsive shopping tendencies as families seek enjoyable moments with loved ones in pleasant surroundings. Spouses frequently spend time at malls engaging in various activities and often make impulse purchases without a clear intent behind their actions (Amos et al., 2014).
Previous research on impulsive buying behavior spans across multiple sectors including marketing, customer engagement, word-of-mouth recommendations, brand loyalty, brand image perception, revisit intentions, and various other factors such as positive customer moods, sales promotions, pricing strategies, brand citizenship behavior, packaging design, and product display methods (Hu & Jasper, 2006). The irrational nature of customers' impulsive purchasing habits varies depending on the product category. Studies reveal that consumers tend to purchase inexpensive products when seeking budget-friendly options, while opting for pricier items when aspiring for higher quality goods from preferred brands (Amos et al., 2014). The retail industry predominantly capitalizes on impulsive buying through tactics like window displays and psychological inducements such as "buy one get one" or "buy two get one free." Entrepreneurs employ sales promotions to sell older inventory at discounted rates while promoting new collections to entice consumers and boost sales (Xiao & Nicholson, 2013). Despite being viewed as problematic by consumers, this strategy serves as a powerful tool for organizations aiming to maximize sales volume (Ahn & Kwon, 2020). An analysis of impulsive buying behavior underscores its close correlation with sales and promotional activities. Sales involve the exchange of goods or services for monetary compensation through various channels like personal interactions or online communications (Stern, 1962). Contrastingly, promotions entail marketing initiatives aimed at elucidating product benefits to potential buyers through methods like public relations or advertising campaigns (Mishra et al., 2012). The final goal of a company is to get sales by turning leads into buyers (Chiu et al., 2022). In essence, sales and promotions work harmoniously to convert prospective buyers into loyal customers, thus driving revenue growth. By accentuating sales strategies alongside promotional efforts, companies can influence emotional purchasing decisions, leading to increased impulse buying tendencies among consumers (Badgaiyan & Verma, 2014). Sales and promotion are 70% of the brand. in the retail market, people don't tend to make radical decisions (Babin and Attaway, 2000). If the customers have developed a sense of brand loyalty, they will choose the same brand again and return irrespective of their income (Zaman, 2019). In conclusion, they are ensnared by firms that strive to foster engagement and loyalty with lucrative deals (Chandon et al. 2000).
This study will explore the interconnectedness between sales strategies, promotional endeavors, and impulse buys revisit intentions. The findings could guide brand managers in enhancing their sales returns courtesy of understanding customers' impulsivity-driven behavior nuances. This study will seek the relationship between Sales & Promotions, revisit intention as a mediating variable, brand image as a moderating variable, and impulsive buying as a dependent variable (d’Astous & Jacob, 2002).
[bookmark: _Toc197000214]Literature Review:
[bookmark: _Toc197000215]Allport’s Hierarchical Model of Personality
Allport's Hierarchical Model of Personality posits that individual traits predictably influence behavior. This model categorizes traits into three levels: cardinal traits, central traits, and secondary traits (Behrend & Sharek, 2011). Cardinal traits dominate an individual's entire personality, central traits are general characteristics found to some degree in every person, and secondary traits are more situation-specific and less influential (Kotler & Keller, 2012).
[bookmark: _Toc172813034]Application to Sales and Promotion: Research has shown that personality traits can significantly impact how consumers respond to promotional activities. For example, individuals with high levels of extraversion are more likely to engage with and be influenced by sales promotions (Peattie, 2009). This is particularly relevant in the ZARA industry, where promotional strategies such as discounts and limited time offers are commonly used to drive sales  (Mark J. Arnold & Kristy E., 2013)..
[bookmark: _Toc172813035]Strengths and Weaknesses: The strength of Allport's model lies in its comprehensive categorization of personality traits, providing a robust framework for predicting consumer behavior. However, a key weakness is its relatively static view of personality, which may not fully account for situational influences and the dynamic nature of consumer behavior (Gilbert & Jackaria, 2002).
[bookmark: _Toc197000216]The Big Five Personality Traits:
The Big Five Personality Traits framework—openness, conscientiousness, extraversion, agreeableness, and neuroticism—offers a detailed understanding of personality dimensions and their impact on behavior (Alba & Williams, 2018). This model has been extensively validated and widely applied in consumer behavior research.
Application to Revisit Intention and Brand Image: Studies have indicated that the Big Five traits can predict consumer preferences and brand loyalty. For instance, individuals high in conscientiousness are more likely to exhibit strong revisit intentions due to their preference for consistency and reliability (Amos & Gary, R., 2014). Similarly, those highly open are more inclined to be attracted to innovative and novel brand images (Shimp & Andrews, 2013).
Strengths and Weaknesses: The Big Five framework's strengths include its broad applicability and strong empirical support across diverse contexts. However, it may not capture the full complexity of consumer behavior, especially in the context of fashion and ZARA purchasing, where social and situational factors are highly influential (Keller, 1993).
[bookmark: _Toc197000217]Sales & Promotion:
The researchers suggested that companies of all types of industries should allocate to their marketing plans activities of selling and promoting. A successful marketing plan needs an understanding of the relationship between sales and promotion, customer behavior, impulse buying, and a way to assess customer buying propensity (Mattila & Wirtz, 2001). To understand the factors that drive impulse buying behavior of the consumer, this literature review explores the impact of sales and promotion as an independent variable on impulse buying as a dependent variable (Aaker, 1996).
Marketers present promotions (e.g., discounts, limited time offers, and free samples) to buyers to motivate them to buy (Smith, 1989). If this strategy creates the scarcity and anticipation that leads to impulse buyers, then it will be a much used and abused weapon! Customers who want to take advantage of those opportunities who are by readily available and are provided promotions for those products. It's one of the major reasons why sales & promotions influence people's buying behavior (Tong & Hawley, 2009).
Personal selling can affect consumers' impulsive buying decisions (Hausman, 2000). Selling stuff to people is super important in making sales and ads work well. When a salesperson talks directly to the customer, they can convince them to buy stuff on a whim and can create a sense of urgency in buying and excitement (Jones et al., 2003). It's all about creating that urgency and excitement that makes customers want to buy right away. With online marketing, things have changed a lot. Targeted ads and quick online deals can make customers buy on impulse (Zhao & Zhang, 2021). These tactics make customers feel special and like they should buy now before it's gone.
Sherman et al. (1997) Salespeople have a big impact on getting people to buy impulsively. If they're friendly and recommend stuff enthusiastically, customers are more likely to keep coming back for more. So, being nice and pointing out cool deals can make a difference in getting people to spend more money!
[bookmark: _Toc197000218]Revisit Intention:
The realm of marketing and consumer behavior has placed significant emphasis on the concept of revisit intention. This review aims to thoroughly investigate the factors that impact revisit intention and its implications in the business world (Amos et al, 2014). The primary focus is on key discoveries and fresh insights from various in-depth studies.
Understanding consumer behavior is essential for crafting effective marketing strategies. The likelihood of customers revisiting a store or website, known as revisiting intention, has sparked considerable interest as a factor influencing consumer actions (Arnold et al, 2003). This review seeks to explore how revisit intention, serving as a mediator, affects affective purchasing behaviors as well as impulse buying tendencies. It sheds light on the pivotal role of revisit intention in shaping consumer decisions (Park & Srinivasan, 1994).
[bookmark: _Toc197000219]Revisit Intention as a Mediator:
Customer loyalty and satisfaction are often gauged by their inclination to return. Studies by Babin (2000) suggest that customer experience plays a role in future behaviors through revisit intention. Positive initial encounters lead to higher chances of repeat visits, thereby impacting subsequent impulsive purchases (Keller & Lehmann, 2006).
Recent research indicates that the intention to revisit directly mediates impulsive buying behavior by guiding choices during future visits (Baker et al, 1992). Retrospective intentions typically serve as mediators in various studies, influencing the relationship between independent and dependent variables while revealing the nature of their connection. The eagerness to revisit significantly influences impulsive buying actions (Brockner et al, 1984), with customers more likely to make spontaneous purchases on subsequent visits when driven by a desire to return (Low & Lamb, 2000).
[bookmark: _Toc197000220]Mediating Role of Revisit Intention between Sales & Promotions and Impulsive Buying Behavior:
Researchers suggest that customers who tend to come back are more likely to respond positively to impulse buys. Brands can also expect a boost in sales and revenue as foot traffic increases (Park et al., 2012).
In the retail industry, businesses strive to create effective strategies that serve as a model for attracting families to shop more frequently at their stores. They focus on implementing impactful sales, promotions, and advertising techniques. By doing so, they aim to foster repeat visits from their target audience through efficient marketing efforts (Kim et al., 2003).
A crucial aspect in comprehending customer loyalty and business performance is the intention of revisits. A customer's decision to return to a company is greatly influenced by factors such as service quality, customer satisfaction, and perceived value. Moreover, the correlation between these elements highlights how revisit intentions connect with sales tactics, promotional strategies, and impulse buying behavior. Armed with this knowledge, businesses can devise marketing plans and sales campaigns geared towards increasing customer retention rates (Jin et al., 2015).
[bookmark: _Toc197000221]Impulsive Buying:
Impulsive buying refers to unplanned purchases made by customers, driven by emotions or desire rather than logical and rational decision making. This review delves into impulsive buying and its link to the retail industry, specifically focusing on the impact of sales and promotions by putting sales & promotions as a dependent variable (Iyer et al., 2019).
Consumers across various demographics engage in impulse buying, purchasing items without much thought about necessity, cost, or planning. The urge for instant gratification, emotional cues, and the excitement of shopping lead to spontaneous purchases (Kotler et al., 2017). Researchers highlight various factors influencing impulsive buying behavior, categorized into internal traits like personality, impulsiveness, and shopping moods (Lee & Kacen, 2002). External factors such as sales promotions, word of mouth, brand loyalty, image, and effective marketing also play a significant role (Chen & Tsai, 2007).
Sales and marketing play a crucial role in encouraging impulsive buying. Promotions like discounts, limited-time offers, buy-one-get-one-free deals, and loyalty programs create a sense of urgency that prompts impulse purchases. Highlighting product benefits, exclusivity, or scarcity can appeal to consumers emotionally. The retail sector benefits greatly from impulsive buying. It boosts customer spending, sales revenue, and business profitability. By understanding the reasons behind impulsive purchases, businesses can design marketing strategies and promotional activities to capitalize on this behavior and enhance customer engagement (Zhang et al., 2014).
Procurement is also influenced by impulsive purchases (Niu & Wang, 2009), leading to increased spending and profitability for merchants. Strategic planning of marketing strategies and store designs can leverage emotional buying behaviors to drive customer engagement effectively.
[bookmark: _Toc197000222]Brand Image:
The notion of brand image plays a crucial role as a moderator the impulsive buying process, particularly concerning sales and promotions. Over the past few decades, numerous researchers have extensively studied the positive and negative impacts of brand image across various sectors and industries. In the eyes of customers, brand trust significantly influences their purchasing behavior. Based on an analysis of previous studies, it is evident that brand image can have a profoundly positive impact on any specific sector (Ryu et al., 2008).
Brand image encompasses customers' perception and association with a specific brand. It intertwines various aspects such as brand personality, loyalty, personification, and reputation in consumers' minds. A robust brand image can trigger positive consumer behavior, shaping their purchasing decisions and likelihood to revisit a particular brand (Prayag, 2009).
Essentially, brand image represents consumers' overall opinions, reputation, and impressions of a brand. It encapsulates all thoughts, emotions, and feelings individuals associate with a brand's products or services. It reflects how a brand is perceived by its target market and the public. Comprising elements like visual identity, messaging, product quality, customer experiences, and overall reputation, a brand's image holds great significance for its success as it influences consumer choices, fosters loyalty, and shapes its market perception.
The link between sales, promotions, and impulse buying behavior is modulated by brand image. A positive brand reputation amplifies the impact of sales and promotions on impulsive purchases. Furthermore, customers exposed to a favorable brand image are more likely to be swayed by positive branding efforts and become repeat customers.
In the retail sphere, families tend to favor brands with a strong image achieved through diverse marketing strategies and effective management approaches. Brand image serves as a pivotal moderator in shaping the connection between impulse buying behaviors and sales promotions effectively (Yoon & Uysal, 2005).
[bookmark: _Toc197000223]Moderating Role of Brand Image between Revisit Intention and Sales & Promotions:
Brand image is crucial in shaping how customers perceive and interact with a brand. It represents the overall impression, reputation, and feelings that consumers have towards a brand. This perception is formed by a combination of visual identity, messaging, product quality, and customer experiences. A positive brand image leads to increased consumer trust, loyalty, and a stronger inclination to make repeat purchases.
When customers have a favorable view of a brand, they are more likely to return to it, a behavior known as revisit intention. For example, families often prefer shopping at stores with a reputable brand image because they trust the consistency and quality of the products and services offered (Baker & Crompton, 2000). This trust and positive perception encourage them to choose these brands over others, particularly when considering future purchases.
Sales and promotions are powerful tools for driving purchases. However, their effectiveness is significantly influenced by the brand image. A brand with a strong, positive reputation can see a greater impact from its promotional efforts (Rook & Fisher, 1995). Customers are more likely to make impulsive purchases during promotions when they trust the brand. They feel confident that they are getting good value and are less hesitant to make quick buying decisions. In contrast, brands with a weaker image may not experience the same level of success, as customers might be more skeptical about the quality or value of the offers (Verplanken & Herabadi,, 2001).
Promotional activities often create a sense of urgency and excitement, leading to impulse buying. A robust brand image amplifies this effect. Customers who already have positive associations with a brand feel more assured that their spontaneous purchases will meet their expectations. This confidence is rooted in their past experiences with the brand and the consistent quality they have come to expect. To maximize the benefits of sales and promotions, companies need to focus on building and maintaining a positive brand image. This can be achieved through delivering consistently high-quality products, providing excellent customer service, and maintaining clear, appealing brand communication (Amos et al., 2014). By doing so, brands can foster a loyal customer base that not only responds well to promotions but is also likely to return for future purchases.
H1: Sales and Promotion has an effect on impulsive buying behavior of people.
H2: Sales and Promotion has an effect on revisit intention.
H3: Revisit intention has a positive effect on impulsive buying behavior of people.
H3: Revisit intention mediates the relationship between sales and promotion and impulsive buying behavior of people
H5: Brand Image moderates the relationship between Revisit intention and Impulsive buying behavior
[bookmark: _Toc197000224]Contribution to the existing research:
This research builds on Allport's Hierarchical Model of Personality and the Big Five Personality Traits by applying these theories to the ZARA industry, a sector where their combined application has been limited. By examining how personality traits influence responses to sales promotions, brand image, revisit intention, and impulsive buying behavior, this study will contribute to a deeper understanding of the psychological mechanisms at play in consumer purchasing decisions.
[bookmark: _Toc197000225]Findings and Analysis:
1. Research Philosophy:
· Positivism fits our study well since we are using a quantitative approach and aiming to uncover generalizable truths about consumer behavior through statistical analysis.
2. Research Approach:
· The Deductive approach is suitable as we are testing hypotheses derived from established theories (e.g., Allport's Hierarchical Model of Personality).
3. Research Strategy:
· Survey is our chosen strategy as we are distributing questionnaires to gather data.
4. Research Choices:
· Mono-method is used here because we are employing a single quantitative data collection method (questionnaires).
5. Time Horizon:
· Cross-Sectional: Collecting data at a single point in time helps capture a snapshot of current behaviors and attitudes, making it easier to identify correlations.
6. Techniques and procedures:
· Data Collection: Utilizing Google Forms for distributing questionnaires is practical and allows for broad reach and ease of data collection.
· Data Analysis: Employing SPSS ensures robust statistical analysis, helping you detect meaningful correlations and predictors in your data.
To investigate the role of behavioral psychology in shaping consumer purchasing decisions, we will use a quantitative approach:
[bookmark: _Toc197000226]Questionnaires are quantitative data instruments.
Research Methodology:
A quantitative data collection methodology technique will use in this research. A questionnaire will be distributed among the targeted audience through Google Forms to answer related questions of research.
Research design:
Correlational because the research aims to investigate the relationships between variables such as sales and promotion, revisit intention, brand image, and impulsive buying behavior. This is indicative of a correlational study, which seeks to determine whether and how variables are related without manipulating them.
Unit of analysis:
Individual customers. We will ask individuals to fill out a questionnaire.
Study Settings:
Non-contrived study settings are used in this research. This means the researcher will not have any control variables in the research, and the research will proceed in a natural environment, i.e. non-non-contrived study settings.
Population:
For this research, we have collected data from 258 responses from different people. Data was collected online through Google Forms, and the questionnaire links were directly sent to the respondents on social media platforms. Most of these respondents belong to Lahore, 64% of them are male, and their age group ranges between 20-30 years. Concerning the monthly income, 47.9 % of respondents have a monthly income of up to PKR 50000. If we discuss employment, 49.6 % of respondents are unemployed, and 77.1 % of respondents are unmarried. The data is collected with the help of Google Forms, and the researcher makes sure an answer required questions to ensure they answer all the questions and avoid missing entries.
Sampling:
Non-probability sampling is used to contribute to this research. However, item to response theory was used to determine the sample size. A convenience non-probability sampling technique was used in this research.
Measures:
SPSS (Statistical Package for Social Sciences) was used to test the data. Respondents were requested to fill the questioners by using five-point Likert scale i.e. “1- Strongly Disagree to 5-Strongly Agree” Sales and promotion was measured using a four item scale, Brand image was measured using a five item scale, Revisit Intention was measured using a four item scale and Impulsive Buying Behavior was measured using a four item scale.
[bookmark: _Toc197000227]Research Model:
Sales & Promotion

Revisit Intention
Impulsive Buying




Brand Image

[bookmark: _Toc197000228]
Data Analysis:
[bookmark: _Toc197000229]Preliminary Data Analysis
During the initial data analysis, various tests were carried out to detect missing values, outliers, assess data normality, run regression tests, and perform reliability and correlation analyses. Initially, the missing value test was conducted to identify any entries that respondents may have intentionally or unintentionally left blank. The data was collected using Google Forms, which required mandatory responses, resulting in no missing values. Consequently, no treatment was necessary for missing values. Following the missing value test, an outlier test was performed to identify extreme responses from participants. It is essential to eliminate outliers to calculate the mean or average of each variable accurately. After the outlier test, extreme values were found in the data and were subsequently removed in descending order.
 The outliers in the data were eliminated in descending order, i.e., 167 1st and 63 last. The outliers were 167, 166, 132, 65, and 63.
[image: ]

[bookmark: _Toc197000230]Data Normality Test:
After analyzing the outliers, we proceeded to assess the normality of the data. This involved checking skewness (±1 or ±3) and kurtosis (±3 or ±10). The results indicated that the data exhibited a normal distribution. Additional tests, such as the P-Plot and histogram regression test, further confirmed the normal distribution of the data.

	
Descriptive Statistics

	
	N
	Skewness
	Kurtosis

	
	Statistic
	Statistic
	Std. Error
	Statistic
	Std. Error

	SP1
	253
	-.465
	.153
	-.056
	.305

	SP2
	253
	-.277
	.153
	-.784
	.305

	SP3
	253
	-.944
	.153
	1.089
	.305

	SP4
	253
	-.218
	.153
	-.696
	.305

	BI1
	253
	-.731
	.153
	.426
	.305

	BI2
	253
	-.814
	.153
	.704
	.305

	BI3
	253
	-.698
	.153
	.201
	.305

	BI4
	253
	-.448
	.153
	-.044
	.305

	BI5
	253
	-.624
	.153
	.009
	.305

	RI1
	253
	-.566
	.153
	.253
	.305

	RI2
	253
	-.429
	.153
	.007
	.305

	RI3
	253
	-.182
	.153
	-.358
	.305

	RI4
	253
	-.599
	.153
	.248
	.305

	IBB1
	253
	-.171
	.153
	-.742
	.305

	IBB2
	253
	-.380
	.153
	-.467
	.305

	IBB3
	253
	-.460
	.153
	-.292
	.305

	IBB4
	253
	-.290
	.153
	-.756
	.305

	Valid N (listwise)
	253
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[bookmark: _Toc197000231]Reliability Test:
A reliability analysis was conducted to evaluate the accuracy and consistency of the measures utilized in the study. According to Hair et al. (1998), a Cronbach’s Alpha value of ≥0.70 is considered acceptable. However, a value of ≥0.5 may indicate poor internal consistency (Cortina, 1993). Individual reliability checks were performed for each variable included in the study. The Cronbach’s Alpha values obtained were 0.526 for Sales & Promotion (4 items), 0.653 for Revisit Intention (5 items), 0.708 for Brand Image (4 items), and 0.716 for Impulsive Buying Behavior (4 items). These values all meet the threshold for reliability, indicating that the data is dependable and consistent (Dittmar et al., 1995).
[bookmark: _Toc197000232]Correlation Analysis:
A correlation test was also performed to observe the correlation of variables between themselves and among other variables. The following table shows the correlation results.

	Correlations

	
	Avg_SP
	Avg_BI
	Avg_RI
	Avg_IBB

	Avg_SP
	Pearson Correlation
	1
	.256**
	.192**
	.335**

	
	Sig. (2-tailed)
	
	.000
	.002
	.000

	
	N
	253
	253
	253
	253

	Avg_BI
	Pearson Correlation
	.256**
	1
	.502**
	.402**

	
	Sig. (2-tailed)
	.000
	
	.000
	.000

	
	N
	253
	253
	253
	253

	Avg_RI
	Pearson Correlation
	.192**
	.502**
	1
	.560**

	
	Sig. (2-tailed)
	.002
	.000
	
	.000

	
	N
	253
	253
	253
	253

	Avg_IBB
	Pearson Correlation
	.335**
	.402**
	.560**
	1

	
	Sig. (2-tailed)
	.000
	.000
	.000
	

	
	N
	253
	253
	253
	253

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



Here,
Avg-SP: Sales & Promotions
Avg-RI: Revisit Intention
Avg-BI: Brand Image
Avg-IBB: Impulsive Buying Behavior
The correlation results show that Avg-SP is positively correlated with Avg-BI (r= 0.256, P< 0.01),
Avg-RI (r= 0.192, P<0.01) and Avg-IBB (r= 0.335, P<0.01).
The correlation results show that Avg-BI is positively correlated with Avg-RI (r=0.502, P<0.01)
And IBB (r= 0.402, P<0.01).
The correlation results show that Avg-RI is positively correlated with Avg-IBB (r= 0.560, P<0.01).
[bookmark: _Toc197000233]Study Overview:
The research aimed to explore the impact of impulse buying behavior among customers. It suggests that sales, promotions, and revisit intentions positively influence impulsive buying behavior. There is also a strong correlation between sales, promotions, and revisit intentions, along with brand image and impulsive buying behavior. The results reveal the mediating role of revisit intentions on impulsive buying behavior. This study aims to offer valuable insights for marketers to boost productivity by increasing revisit intentions and impulsive buying behavior.
[bookmark: _Toc197000234]Theoretical Contributions:
This study provides insights into how the shopping industry can influence customers' impulsive buying tendencies. It helps shopping industries and brands in developing new marketing strategies to enhance productivity and increase sales. Companies should focus on sales and promotions to entice customers to revisit their brands, improve brand image, and stimulate impulsive buying tendencies. The research delves into the necessity of these variables for the shopping industry. It elucidates the importance of studying customers' impulsive buying behavior, crucial for brands today (Megagnathia & Bhakta, 2013). Many brands face challenges with customers' impulsive tendencies affecting revisits and profitability. This study aids researchers and brands in addressing these challenges, encouraging frequent brand revisits to maximize the value of customers' impulsive buying behaviors.
[bookmark: _Toc197000235]Practical Implications:
The research assists managers and brands in expanding their customer base by leveraging revisit intentions as a mediator and brand image as a moderator while utilizing sales and promotions to boost customers' impulsive buying tendencies. Ensuring a positive customer experience is vital for retaining customers and garnering positive word-of-mouth for the brand. The study emphasizes not only increasing customer base but also enhancing sales and promotions to drive impulsive purchases and attract more customers actively engaging in shopping activities. This research model enables managers to formulate effective marketing strategies that encourage prolonged customer engagement. Developing market-oriented products that cater to customer needs is essential for organizational management.
[bookmark: _Toc197000236]Practicalities:
Data Collection Framework:
We collected data within 3-4 weeks, including survey design, distribution, and response collection.
Access to participants and Sources:
Through online surveys
Potential Obstacles and Solutions:
Low response rate: We will offer them incentives and ensure a user-friendly survey.
Immature responses: We have used multiple distribution channels 
Academies and Researchers
Those studying consumer behavior, marketing, and psychology can profit from their studies' empirical findings and methods.
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[bookmark: _Toc197000238]Limitations and Future Directions:
Certain limitations exist in the study; data collection was limited to Lahore residents only, suggesting future studies should include other cities for broader insights. Convenience sampling was utilized, indicating the potential benefit of employing different sampling techniques in subsequent studies for diverse results. While this study focused on using revisit intention as a mediation variable to evaluate relationships with sales, promotions, and impulsive buying behavior, future studies may explore alternative mediation variables for further examination. Additionally, although this research employed quantitative methods, future studies could incorporate qualitative approaches to observe people's impulsive buying behaviors more comprehensively.
[bookmark: _Toc197000239]Research Gaps and Contribution:
While existing literature has explored the impact of personality traits on consumer behavior, there is a notable gap in understanding how these traits interact with specific marketing variables in the ZARA industry. This research aims to fill this gap by providing empirical evidence on the relationship between personality traits and consumer responses to sales promotions, brand image, revisit intention, and impulsive buying behavior. By doing so, it will offer valuable insights for both academic researchers and industry practitioners, highlighting the importance of considering psychological factors in marketing strategies.
[bookmark: _Toc197000240]Conclusion:
· This study will identify key psychological factors that significantly impact consumer preferences and behavior related to sales and promotion, revisit intention, brand image, and impulsive buying behavior.
· The research will explore how emotional triggers influence impulsive buying and how cognitive biases affect responses to sales promotions.
· The study will analyze differences in purchase behaviors among various demographic groups, providing insights into how psychological factors influence the likelihood of revisiting stores and forming brand perceptions.
[bookmark: _Toc197000241]Index:
Sales & Promotions:
1. Does ZARA offer discounts via email/website?
2. Does ZARA offer giveaways on social media?
3. Does ZARA offer a discount on social media?
4. Does ZARA announce trials for their new products on social media?
Brand Image:
1. ZARA provides good-quality products.
2. ZARA products are readily available
3. ZARA provides very well-designed products.
4. ZARA never lets down its customers
5. ZARA is the leading brand in the industry.
Revisit Intention:
1. I would love to visit ZARA again in the future.
2. I would like to visit ZARA more often.
3. I would love to spend more money on ZARA
4. I will recommend ZARA to my friends and others.
Impulsive Buying Behavior:
1. I bought many products at ZARA, although they weren't on my buying list.
2. Whenever I visit ZARA, I experience several sudden urges to buy things.
3. When I visited ZARA, I experienced a sudden desire to buy something.
4. We mostly buy things instinctively without thinking.
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