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[bookmark: _Toc202730387][bookmark: _Toc203352518]1.1: Introduction and Background
Sales promotion is widely used as one of the strategic moves to gain competitive advantages. Sales promotions are typically designed stimulate immediate consumers response for achieving short-term objectives to boost sales and cleaning excess inventory (Khan & Fatima, 2023). In addition to reducing inventory this strategy is also used to introduce new products by encouraging consumers to have trials and awareness. Some organizations also use sales promotion to match or counter competitors offering. This typically occurs in highly competitive markets where the market share gap between and market followers is very close (Kumar & Shah, 2022).
Sales promotions can come in various forms such as cash discount, flash sales, loyalty intensive. Marketers design these promotional strategies by considering the nature of the product, target audience, and purchase context that stimulate consumer buying behavior by enhancing perceived value and reducing purchase hesitation (Sudhaker et el., 2020). It is important for retailers to understand how consumer’s cognitive behaviors are affected by these sales’ promotions.
Sales promotion is becoming an integral component of marketing communication, particularly in UK retail environments. Retailers are increasingly targeting consumers by deploying attractive visual displays that reduce cognitive effort and stimulate unplanned buying behavior (Sharma & Chopra, 2025). It is also crucial to understand which factors are effective under specific conditions that trigger spontaneous impulse buying behavior. Retailers can engage emotional states, time pressure, promotional cues, store atmospherics, and product visibility to influence consumer’s purchase behabiour. These external stimuli interact with the consumer's shopping context, consumer personality traits, and the nature of the product. To design an effective promotional program to enhance impulse buying, it is crucial to examine the impact of these internal stimuli and external promotional factors.
 
[bookmark: _Toc202730388][bookmark: _Toc203352519]1.2: Rationale of the research
Promotional programs are strategic marketing tools commonly used to achieve short-term sales objectives. Retailers are increasingly motivated to implement both price-based and non-price-based promotional strategies to attract customers in a highly competitive market. These promotional activities influence consumers’ cognitive and emotional responses that lead to unplanned purchases (Pereira et el. 2023). As impulse buying has become a significant driver of consumer spending in the UK retail sector, retailers are using promotional tools to stimulate this behaviour and gain a competitive edge (Shukla & Banerjee, 2014). However, implementing successful promotional programs is challenging, as consumer buying behaviour is shaped by a combination of internal factors like, motivation and perception) and external influences (social norms and situational context) (Rodrigues et el. (2021). This study is grounded in the need to understand how promotional programs impact impulse buying behaviour by examining these underlying dynamics. The research aims to provide practical insights that help UK retailers to develop more effective promotional strategies aligning with consumer preferences and foster long-term engagement.
[bookmark: _Toc202730389][bookmark: _Toc203352520] 1.3: Research Aim
The objective of this study is to examine how sales promotion strategies influence impulse buying behaviour among UK consumers. This research further seeks to explore the psychological and behavioural drivers that underpin these responses within the retail environment.
 
[bookmark: _Toc202730390][bookmark: _Toc203352521]1.4: Research Objectives
The following research objectives have been established to investigate research aims.
· To analyse how promotions affect consumer impulse buying decisions.
· To identify types of sales promotions used in the UK retail market.
· To explore key behavioural triggers that influence unplanned purchases during promotional campaigns.
· To provide practical insights for marketers to optimise sales promotion strategies in the UK context.
[bookmark: _Toc202730391][bookmark: _Toc203352522]1.5: Research Questions
This study aims to explore the impact of promotional offers on consumers’ purchasing decision-making processes. The following research questions have been developed to guide this study, aligning with the study’s aim and objectives.
1. How do sales promotion strategies impact on impulse buying behaviour among consumers in the UK?
2. Which promotional techniques (e.g. discounts, flash sales, multi-buy offers) are most effective in triggering unplanned purchases?
3. What psychological and situational factors drive impulse buying in response to sales promotions in UK retail?
4. How can marketing strategies be tailored to enhance promotion-driven impulse buying in the UK retail sector?

[bookmark: _Toc202730392][bookmark: _Toc203352523]1.6: Purpose of the research
This study is aim to find the effectiveness of promotional program on impulse buying. Consumers are well attracted by various promotional offers. In the highly competitive UK retail market, retailers are employing a wide range of price-based and non-price-based promotional strategies to attract and retain customers. It is important to understand which promotional strategy best align with consumers’ psychological triggers to influence impulse buying. This study is intended to find out how these promotional offers shape consumer’s psychological triggers such as urgency, perceived value and emotional gratification to influence impulse buying. This study will seek to find out how UK retail markets can enhance their promotional offer that stimulate impulse buying in UK retail sectors.

[bookmark: _Toc202730393][bookmark: _Toc203352524]1.7: Significance of the Research
UK consumers are highly responsive to promotional offers, viewing them as valuable incentives that influence their purchasing decisions. Retailers also respond proactively by deploying a mix of price-based and non-price-based promotional offers to target consumers and gain a competitive advantage in the increasingly saturated UK retail market. This research aims to explore how strategic promotional programs influence consumers’ unplanned buying behaviour. It is important to identify the key psychological and situational factors that drive consumers’ intentions toward engaging with promotional offers. The findings will enhance practical knowledge for marketers and retail strategists by examining the effectiveness of various promotional techniques, like price discounts, coupons, free sampling, and early access which stimulate in shaping impulse-driven purchasing decisions. Finally, this research helps connect academic ideas with real-world retail practices by providing practical insights that retailers and marketers can use to enhance their promotional strategies and encourage impulse buying.
 
[bookmark: _Toc202730394]
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[bookmark: _Toc202730395][bookmark: _Toc203352526] 2.1 Introduction
Today’s markets are marked by hyper-competition, and retail industries have become increasingly promotion-saturated. As UK retail markets are highly mature, they are characterized by high consumer expectations driving the development of increasingly sophisticated and evolving promotional strategies. Retailers are using sales promotions not only to incentivize purchase but also to reform consumers’ buying expedition (Khan & Fatima, 2023). One of the most fascinating consumer behavioral scenarios arises when sales promotions directly influence impulse buying behavior (Mandolfo et el. 2022). Impulse buying still is a spontaneous act, emotionally integrated and usually standing outside the consumer’s conscious mind. Iyer et al (2020) defined this as a sudden compelling that drives consumers instantly to buy something immediately. When rationality is a form of momentarily override factors, impulse buying reflects this consumption as driven by psychological and external factors.
To marketers, impulse buying is not a new concept. Retailers in the UK actively leverage this behavior to influence consumer decision-making and boost unplanned purchases. Interestingly, impulse buying strategy has gained new momentum due to retail innovation, hedonic consumption and increasing sophistication of promotional strategy (Vadera, C. (2023). Giving price discount, flash sales, limited-time offers, loyalty coupons can stimulate purchase beahvior of customers to increase sales on impulse products. These strategies function as external cues to create urgency and scarcity, pushing customers to act quicker. It influences consumers’ cognitive stimulation by drawing attention, determining product perception and value, and influencing decision-making processes.
Sales promotions are strategic marketing tools designed to add perceived value to products or services, thereby influencing consumer purchase decisions. Consumer behavior is subject to modification through environmental stimuli. Retailers use visual display, festive looking, eye-catching merchandising and music to boost consumer’s mood subconsciously (Mishra & Mishra, 2022). By triggering subconscious responses that lead to impulse buying behaviour, sales promotion stimulates consumer’s cognitive and emotional pathway appealing beyond consumer’s economic evaluation. This unique relationship is particularly well-suited to the UK retail sector, where high consumer expectations and intense market competition drive the development of innovative promotional strategies that resonate with consumer behavior both rationally and emotionally. Big players like Sainsbury, ASDA, TESCO, routinely implement online and offline sales promotion.
Sales promotion’s impact is also derived from consumer’s perception toward perceived value, discount types, hedonic shopping, brand image and utility of products. Consumer’s association toward brand engagement also serves as a critical factor to influence consumer’s purchase decision.  However, excessive promotions can backfire retails and brands due to inconsistent and overexposure of pricing (Robinson et al. (2023). Consumer perception toward a product’s value and price may weaken due over promotion, inconsistent pricing strategies that will diminish product differentiation. Frequent promotion may lower the perceived cost of switching brands that will decrease brand loyalty (Chatterjee & Mishra 2023).
The aim of this research is to examine deeper insights into the behavioural dynamics of impulse buying among UK consumers, enabling marketers to optimise campaign strategies by aligning promotional efforts with consumer behaviour while fostering long-term brand sustainability. This study will focus on internal and external traits, which collectively shape the consumer’s intention toward spontaneous purchasing behaviour.
 
[bookmark: _Toc202730396][bookmark: _Toc203352527]2.2 Impulse buying
Impulse buying occurs when a consumer experiences a sudden need for a product to purchase derived from product placement, promotional offer, or store atmosphere. In the case of impulse buying, consumer decisions are made instantly, often bypassing rational evaluation. Consumer’s behavior is influenced by various stimuli such as excitement, curiosity, and emotional arousal, which reduce cognitive control and lead consumers to act spontaneously.
[image: Impulse Buying Model for Business-to-Consumer E-Commerce in Saudi Arabia]
[bookmark: _Toc203352552]Figure 1: Internal and external stimuli, Adopted from: Ibtisam and Fahad, 2021
Consumer’s impulse buying behaviour is shaped by a dynamic interplay between internal personality traits and external environmental stimuli. Internal factors are the consumer's personality, mood, emotional state that led to spontaneous purchase. And external traits are promotional offers, store environment, product placement, that influence these consumer’s internal personality. When these elements bypass the consumer's rational evaluation, it will unplanned purchases driven by consumer’s emotional gratification.
 
[bookmark: _Toc202730397][bookmark: _Toc203352528]2.3 Sales promotion and UK consumer:
Sales promotions act as more than transactional tools, triggering consumer’s purchasing behavior in the UK (Khan et el., 2023). Retailers strategically design promotional campaigns around psychological triggers and consumer relevance, aiming to create urgency, gratification, and emotional response. When promotional programs are blended with high perceived value and hedonic appeal, they become powerful drivers of impulse buying, attracting UK consumers and boosting immediate sales. Reports suggest that discounts, flash sales, multi-buys motivate value-conscious customers during economic strain (Oberoi, N., 2024). In the wake of economic pressure derived from inflation and rising living costs, UK consumers became more value conscious. A report from Opia (2023) indicated that UK consumers were buying 36% more promotional products due to rising living costs. Consumers were faced phycological trait for fear of missing products, anticipated regret which influenced time-sensitive buys. This trend reflects consumer’s reliance on promotional products to save money as well as to justify their spending.
[image: ]
[bookmark: _Toc202729010][bookmark: _Toc202730413][bookmark: _Toc203352553]Figure 2: Grocery sales on promotion, Adopted from Retailtimes.co.uk
Reports from statista.com indicated that 70% UK consumers think promotion encourages them to buy new products that they would not usually buy. This indicates that promotion can shift consumer’s habitual buying decisions. Price based promotions are effectives to create urgency that reduces cognitive confrontation. These effects of promotion may influence impulse buying and brand switching.
Apart from Price-based promotion, non-price promotion like loyalty rewards, bundles gift packs appeal to hedonic motivational and emotional satisfaction (Malik et al. 2025). Impulse buying among UK consumers is reinforced by social trends, brand trust, and the pursuit of pleasure (Safeer, A.A. 2024). This behaviour is particularly evident in fashion and tech gadget categories, as they associate aspirational value with emotional excitement. For example, consumers often influenced by added value and indulgence are encouraged to experience new cosmetic products they haven’t tried yet.
In UK stores the atmosphere and products merchandising influences promotional effectiveness. Retailers such as Tesco and Sainsbury’s actively leverage impulse buying behaviour in high-traffic zones by enhancing promotional visibility and consumer temptation through visually engaging displays, strategic shelf positioning, and the placement of discounted snacks near checkout counters. Consumers’ unplanned purchase decisions are conventionally influenced by psychological triggers such as the desire for instant gratification and the fear of missing out (Sagotra and Panwar, 2025).
Digital channels are shaping the promotional responsiveness of UK people. Use of mobile phones and digital platforms are offering personalized messages to consumers. The younger generation tends to be more technology-oriented and highly interactive, demonstrating a preference for promotional content that offers immediacy and relevance (Pedrero et al. 2024). Retailers use CRM based data-analytics to analyses consumer’s preference and deliver promotion based on individuals preferences.
UK consumer’s response toward promotional programs are varied by phycological and demographic triggers where value driven consumers focus on price discounts and experience-driven consumers prefer leisure trips, early access types offer (Gilbert & Jackaria, 2002). UK consumers' response also influenced by economic sensitivity and emotional triggers.
 
[bookmark: _Toc202730398][bookmark: _Toc203352529]2.4 Types of Sales promotions:
UK sectors heavily rely on sales promotions to influence consumer engagement and purchasing behavior. Retailers use this strategy not only to boost sales but also to strengthen customer loyalty (Gilbert & Jackaria (2002). Sales promotions can be classified into price-based incentives and non-price-based incentives.
Price-based incentives include discounts and coupons, which offer monetary benefits to customers (Pandey et al, 2024). These are effective tools to influence buying intentions quickly by lowering the perceived cost of products. This is a well suited strategy to influencer price-sensitive and deal seeking consumers. Price based incentives are highly effectives for short-term sales boost but this may erode brand value if associated with low quality products (Zhen et al, 2021).
Non price-based promotions are like early access, free samples, contests, extended warranty that added value without impacting price (Jia et al. (2024). Non-price promotion aims to improve previewed value, increase brand engagement and enhance customer’s experience. This is a very effective strategy to implement for value driven, brand loyal and experienced focused customers. Non-price-based promotion is effective for brand building, creating emotional engagement and long-term relationships through customer retention which strengthen brand perception (Dhawan and Singh, 2025).





	Dimension
	Price-Based Promotions
	Non-Price-Based Promotions

	Impulse Buying Trigger
	Strong trigger on impulse buying. Creates urgency and perceived savings, influences spontaneous purchases.
	Moderate trigger on impulse buying. It stimulates emotional appeal and curiosity to customers, especially drives in foodie categories.

	Psychological Mechanism
	Activates phycological anticipated regret, creating fear of missing a deal for impulse products (Zhou & Gu, 2015).
	hedonic motivation and experiential curiosity driven by consumer’s pleasure

	Consumer Traits Influenced
	Consumers are price-sensitive, deal-seeking
	Emotionally reactive consumers who seek experience and brand-loyalty

	Typical Product Fit
	Snacks, beverages, seasonal items, cosmetics, accessories.
	Fashion items Fragrances, beauty samples, tech accessories.

	Effectiveness in Retail
	Convenience stores, supermarkets
	Beauty counters and lifestyle retail.

	Duration of Impact
	Short-term spike in sales; may not build loyalty.
	Builds brand engagement and repeat interest over time.

	Brand Equity Implication
	Risk of value destruction if used more frequently.
	Enhances brand perception when tied to exclusivity.

	Impulse Buying Context
	Triggered by urgency, visibility, and price appeal at point-of-sale.
	Triggered by sensory experience, novelty, and emotional resonance.


[bookmark: _Toc202729016][bookmark: _Toc202731118]Table 1: Difference between Price-based and Non-price-based promotion. Source: Self-made
 Price Discounts: Most common practices of sales promotion in retail and FMCG sectors which temporarily reduce the price to stimulate demand to attract price sensitive-customers.
Coupons and Vouchers: Retailers Offer a fixed or percentage discount when redeemed through coupons to customers. This is a good strategy to encourage repeat purchases or trial of new products.
BOGO (Buy One Get One): This promotion can come as “Buy one, get one free” or “Buy one, get second at discount.”. This is highly effective for increasing volume and product trial.
Flash Sales: Retailers offer Deep discounts for a very limited time creating urgency and fear of missing out.
Multi-Buy Promotions: This promotion is used in many forms as “2 for 1” or “Buy 3 for the price of 2.” To encourage bulk buying and clear inventory.
Loyalty Programs: Rewards customers for repeat purchases that are used to build long-term engagement and brand loyalty.
Contests and Sweepstakes: This boosted engagement and brand visibility by influencing customers to enter contests to win prizes.
Free Samples: Retailers use trial-size products offered at no cost reduces purchase risk and encourages trial.
Rebates: This is almost matched with a price discount while it is a partial refund after purchase which often requires proof.
[bookmark: _Toc202730399][bookmark: _Toc203352530] 2.5: Factors influencing sales promotion:
Product factors: Products are one of the major factors that consumers consider while buying. Product attributes influence consumer’s perception toward normal sales and promotional sales. Product’s packaging and visual design easily attract consumers and create emotional desire to buy that product. Bhattacharya and Das, (2023) have stated that new products or exclusive products create curiosity and stimulate urgency when paired with promotional offers. According to Chang et al, (2023), fashion products, beauty products and tech gadgets are more spontaneously bought compared to utilitarian products.
[image: ]
[bookmark: _Toc202729011][bookmark: _Toc203352554]Figure 3: Factors Influencing Impulse Buying, Adopted from: fastercapital.com
Monetary Benefits: According to Arif & Ali (2024), price discount strategies play a vital role in picking impulse products as low price products are bought frequently due to reduced perceived risk. Discount and other promotional offers may create more demand and amplify sales through creating urgency among customers. High priced impulsive products need stronger emotional justification. Though it is understandable that promotions on high-priced products may influence consumer behaviour by reducing the perceived financial risk (Sinha and Smith, 2000).
Phycological factors: Impulse products are heavily connected with phycological factors playing a significant role in shaping spontaneous buying behaviour. If a consumer is happy or excited then this phenomenon will increase indulgent purchase. Conversely, negative emotional states of a customer may swift compensatory purchases as part of “retail therapy behaviour” (Rick et el. 2014). If product categories are fashion, beauty and tech gadget then desire for pleasure or gratification will influence consumer’s purchase decision. Sometimes impulse products pose urgency and consumers may fear missing out that product (Milyavskaya et al. 2018). This phycological state with promotional offers will promote quick decisions for impulse products. Consumer’s instant gratification buying behavior encourages short-term satisfaction over long-term perceived value with immediate rewards on products. Moreover, consumers who have impulsive traits are heavily influenced by promotional offers (Kathuria and Bakshi, 2024). These overall psychological phenomena in consumer behaviour are influenced by self-esteem shaping individuals perceive products and promotional offers which activates cognitive processes that guide impulsive decision-making.
Situational Factors: Consumer’s purchase decisions are often motivated by situational factors. Impulse products reflect “seeing is believing”, often placed near check-out counters in retail points or high traffic areas where it tends to bring more visibility and accessibility (Pandey and Bhartiy, 2019). Retailers engage in various promotional signage and visual merchandising like, “SALE”, “BUY 1 GET” 1, LIMITED OFFER”, eye-catching display or signage to indicate impulsive or promotional display.  Customers who pass by this area are easily targeted by the promotional and impulsive products section. Stores' atmosphere decorated with lighting, scent, music can intensify positive emotional stimuli and reduce rational thinking that encourages impulsive buy behabiour. Consumer intention toward promotional products and impulse buying is often influenced by specific shopping occasions such as festivals, inaugurations, and celebrations (Chen and Li, 2020).
Brand Image: While product price and placement directly influence purchasing decisions, brand image plays a pivotal role in amplifying impulse buying by activating emotional, psychological, and sociological triggers. A strong brand image creates emotional connection with consumers by embodying quality products, social status and pleasure (Ghorbanzadeh and Rahehagh, 2021). Consumers’ unplanned purchase decisions are often influenced by well-established brand value, which reduces perceived risk and enhances trust in product quality. Brand image is particularly influential in impulse buying decisions for fashion, lifestyle, and tech gadget products, where trust plays a critical role in consumer evaluation. Consumers often seek trust, positive reviews, and associations with social status when evaluating impulse products to reduce uncertainty, enhance perceived value, and reinforce emotional appeal, ultimately influencing purchase decisions (Sanapang & Ardyan, 2024). These associations not only influence consumer’s perception but also reinforce trust and credibility.
 
[bookmark: _Toc202730400][bookmark: _Toc203352531]2.6: Effectives of Sales promotion on impulse buying:
Sales promotion plays a vital role to influence consumers behavior by triggering phycological mechanism. Sales promotion creates product urgency through offering “limited-stock”, “time-limited” to foster fear of missing out (Hakim and Farid, 2025). This stimulates consumers to act quickly to grab the opportunity before it ends. Retailers sometimes use visual displays to amplify consumers’ interest such as “Only one left”, countdown timer reducing deliberate thinking and emotionally integrated.
Sales promotions also play pivotal roles to anticipate regret, making consumers emotionally uncomfortable for not seizing the deals. This thinking drives consumers to make impulsive decision making which leads them to buy that product. Fear is another trigger to influence promotional offers that force consumers to fear that if they miss this deal, then price may hike later and they will be financially a loser (Jumarni and Azhar, A., 2025).
Impulse buying is often enhanced by hedonic appeal which offers emotional gratification through emphasizing pleasure and self-reward (Usuluddin et al. 2016). Fashion, life-style, beauty and tech-gadget categories products draw emotional resonance that outweighs utilitarian values.
Perceived risk can be reduced though promotion program implantation. Offering price discount, coupon, free sample or returning guarantees lower financial commitment and increase product’s perceived value (Lee and Chen, 2018). These reductions in perceived risk help eliminate decision-making barriers, making consumers more comfortable with unplanned purchases.
Promotional offers produce Stimulus-Organism-Response model, where digital alert, signage, social cues work as external promotional stimuli influences consumers’ internal emotional states (Kathuria and Bakshi, 2024). This emotional state triggers a compelling phycological instance to respond toward promotional offers not only shape the desire for economic benefits but also as a form of immediate, emotionally driven action.
 
[bookmark: _Toc202730401][bookmark: _Toc203352532]2.7 Limitation of sales promotion:
Destruction of brand loyalty; Perspective form consumers and retailer end: Too much reliance on sales promotion can reduce long-term brand loyalty (Faruqui et el. 2022). Consumers may shift their focus on external factors like discounts, coupons rather than brand’s value. This may create customers preference through deal-prone making to switch brands based on promotion rather than brand value. This will lead brands to retain their loyal customers and also force them to apply promotional offers rather than offering true product value.
Increase price sensitivity; perspective from consumer end: Frequent promotional offers may lead consumers to consistently expect lower prices, making them increasingly price sensitive. For this reason, consumers may become less willing to pay full price. This shift in consumers’ beahvioural may pose threats to value driven segments where products' perceived quality is tied to price. Frequent promotional offers may delay consumer’s purchase decisions, driving them to wait for promotional offers diminishing everyday pricing strategies (Oetzel and Luppold, 2024).
Short term sales focus; perspective form Retailer: Most of the time, sales promotions are designed to gain short-term objectives. However, these strategies rarely contribute to long-term sustainability, as the immediate sales uplift observed during promotional periods often diminishes once regular demand levels resume (Solheim et al. 2019). This short-term uplift can distort an organization’s performance metrics by overlooking the importance of long-term customer experience and brand equity development.
Decline of product’s perceived value; from consumer’s perspective: Too much discount on a product raises questions on product’s quality and true value (Chapman, J. 2001). Fashion and tech gadget products are categories where brand image and perceived social status play a critical role in consumer purchasing decisions. However, excessive promotional activity in these segments can lead consumers to question the legitimacy of the original price. This will undermine brand credibility making consumers, assuming that the product was either set to overpriced initially or it lacked in quality.
Cannibalizing of future sales; from retailer’s perspectives: Overuse of promotional offers may lead to consumer dependency on discounts and coupons, where purchasing decisions are driven primarily by the expectation of ongoing deals (Priyadharshini and Kumar, 2023). As a result, consumers may delay or avoid buying products at regular prices, thereby reducing baseline sales activity. This will lead to disturbance in retailer’s specially FMCG and brands to plan inventory effectively, streamline supply logistics, and maintain operational efficiency.
UK consumers are bombarded with regular promotional messages both in in-store or social media channels. Promotional clutter can lead consumers to ignore or undervalue marketing messages, ultimately resulting in consumer fatigue and reduced engagement. Product differentiations also reduced and retailers often struggle for a unique market position in the competitive market.
 
[bookmark: _Toc202730402][bookmark: _Toc203352533]2.8: Theoretical and Conceptual framework
Several factors contribute to determining the impact of sales promotions on impulse buying behaviour. Unplanned consumer purchases are shaped by a range of psychological and situational triggers that stimulate spontaneous decision-making. This process is further influenced when consumers encounter promotional stimuli such as discounts, coupons, and other incentive-driven tools. Rodrigues and Miguel (2021) have stated that the effect of sales promotions on consumer behaviour is substantial, as it often stems from underlying psychological motivations. Accordingly, this study will examine consumer behavioural responses through theoretical lenses that address these psychological and promotional dynamics.
[image: The Psychology of Consumer Behavior: Understanding Your Audience -  BigStartups]
[bookmark: _Toc202729012][bookmark: _Toc203352555]Figure 4: Model of Consumer Behaviour, Adopted from: Kotler and Keller (2012)
The consumer decision-making process is a critical component in the overall purchasing journey. Consumers make sales-related choices by considering and following a series of cognitive and behavioural steps, which may differ significantly between planned and unplanned purchases (Massara et al. 2013). Since impulse buying is largely driven by spontaneous and emotionally triggered responses, it would be particularly insightful to investigate how promotional stimuli further influence the decision-making process—shaping consumer choices through urgency, perceived value, and psychological appeal.
Consumer’s response toward promotional programs are not alike, some prefer price-base promotion like discount, coupon and some prefers non-price-based discount like early access, tour, extended guarantees etc. (where shall I put)
[image: ]
[bookmark: _Toc202729013][bookmark: _Toc203352556]Figure 5: Stimulus-Organism-Response (S-O-R) model ; Self-made
The Stimulus-Organism-Response (S-O-R) model developed by Mehrabian and Russell (1974), will be employed to examine how external promotional stimuli—such as discounts and buy-one-get-one-free offers—influence internal consumer states including urgency, perceived value, and emotional gratification. This model provides a valuable lens to understand how consumer psychology responds to retail-driven marketing strategies and ultimately shapes impulse buying behaviour.
To guide the analysis, this research will use Consumer Behaviour Theory and the Stimulus-Organism-Response (S-O-R) model to explain how sales promotions affect buyers. It will also explore how offers like discounts and coupons create urgency and emotional reactions that lead to unplanned purchases. It is expected that the findings of this study will assist retailers in planning and designing effective promotional programs that support short-term sales objectives while fostering long-term customer relationships.

[bookmark: _Toc202730403][bookmark: _Toc203352534]Research Methodology
[bookmark: _Toc202730404][bookmark: _Toc203352535]3.1: Philosophical stance
This study adopts an interpretivist philosophical stance to measure the impact of sales promotion on consumer’s impulse buying behaviour. Consumer’s buying behaviour are influenced buy several factors including emotion, urgency, product’s price, value, shopping atmospheres, display as well as promotional offer.
[image: The research onion (Saunders et al., 2012) | Download Scientific Diagram]
[bookmark: _Toc202729014][bookmark: _Toc203352557]Figure 6: Research Onion, Adopted from: Lloyd Scott, (2014)
 
The goal of this study is to find out the relationship patterns between promotional tools and consumer’s behaviour using structured surveys and quantitative analysis. Several studies have already been conducted to examine the impact of sales promotions on consumer purchasing behaviour. By building on the findings of previous research, this study aims to support retailers in designing more effective promotional strategies that boost short-term sales and contribute to long-term customer loyalty.
 
[bookmark: _Toc202730405][bookmark: _Toc203352536]3.2: Research approach
To understand the impact of sales promotion on impulse buying, this study will use deductive-inductive theory (Haque, M.S. 2022). In this context, the research will apply relevant theoretical lenses to examine consumer psychological stimulation and its influence on impulse buying behaviour in response to sales promotions. By applying these theoretical models, this study seeks to examine the impact of sales promotions on unplanned purchasing behaviour, with particular emphasis on consumers’ cognitive buying processes.
[image: Deductive and Inductive Research Approach (Source: Jonker and Pennink,... |  Download Scientific Diagram]
[bookmark: _Toc202729015][bookmark: _Toc203352558]Figure 7: Inductive-Deductive approach, Adopted from: Abhishek Bharat Tilekar, (2020)
This research will adopt a quantitative approach to examine the relationship between sales promotions and impulse buying behaviour, and draw data-driven conclusions based on statistical analysis. To understand the psychological impact of promotional programs on consumers, it is essential to examine the factors that influence their purchasing behaviour. Elements such as store atmosphere, visual merchandising, product pricing, and other environmental cues play a significant role in shaping consumer needs and decision-making processes.
To support data collection for this study, a comprehensive survey questionnaire will be developed to collect primary data. The researcher will conduct both in-person and online interviews to ensure broad participation and acquire a comprehensive set of responses that will enrich the quality and reliability of the research findings.
According to Saunders, Lewis and Thornhill (2009), research and data analysis is subjective and so researchers' values and beliefs may exist in the research process. According to Islam (2022), the researcher is considered the central instrument in data collection, playing a pivotal role in shaping the quality and credibility of the findings.
Given this research’s structure is objective-oriented and relies on quantitative methods, this study may be limited in capturing nuanced aspects of consumer behaviour and deeper psychological interpretations. Due to contextual limitations inherent in the survey questionnaire, the psychological dimensions of consumer behaviour may not be fully captured or expressed. To overcome this limitation and enhance the validity of the research findings, this study will adopt an improved sampling technique that ensures a more diverse and representative participant pool. 
 
[bookmark: _Toc202730406][bookmark: _Toc203352537]3.3: Data Collection and Analysis
Primary data is important for collecting firsthand insight directly from respondents and secondary data is important for establishing contextual understanding of research. Both Primary and secondary data will be used for this research.
Secondary Data:
For this research, relevant secondary data will be sourced from existing reports to analyses prevailing industry trends. Academic journals will be explored to  collect secondary data to make theoretical frameworks and past research findings. Government websites also act as a data source for demographic data that will enrich this research. Retail industry reports from UK based market research will help to determine consumers response trend, promotional strategies, consumer response across retail segments. These sources offer expert analysis and quantitative data that will be effective in benchmarking market dynamics and validating the empirical findings of the study. Newspaper’s articles and trade magazines are a good source for collecting recent promotional campaigns and customer responses. To explore theoretical grounding, current market insights, and historical context, these sources will serve as valuable references for the study.
Although secondary data contributes to this study to explore valuable context, concern for data relevance and timeliness are expected. If such data is outdated or not fully aligned with the research objectives, it may weaken the accuracy or relevance of the findings. To address these issues, the study will adopt a triangulation strategy, combining both primary and secondary data sources. This approach will enhance the overall credibility and reliability of the results, with cross-validation helping to reduce potential biases and reinforce the consistency of findings.
 Primary data collection:
This research will utilise a structured survey instrument to collect original data from respondents. This questionnaire will be designed to collect consumers’ behavioral response through including demographic profiling, likert-scale and multiple-choice questions. In-person interviews will be conducted to collect data. To get broader reach, survey questionnaires will be delivered online via “Google Form”. The sample size will be 240 respondent and it will be segmented as follow:
· 60% of respondents will be students and young adults, aged from 18–30, expected to be more responsive to promotional stimuli
· 30% of respondents will be working professionals and homemakers, aged from 31–50, who will reflect mid-level purchasing power
· 10% of the respondents will be retail employees with direct industry exposure
[bookmark: _Toc202730407][bookmark: _Toc203352538]3.4: Question design and testing
Predefined options with closed-ended survey questionnaires will collect primary data. This format is expected to assist respondents in completing the questionnaire with ease, while helping researcher to maintain a quantifiable and structured approach for data collection. To maintain the harmony and logical flow of the questionnaire, the questions will be divided into three consecutive sections, each following the other in a structured sequence. These sections are
· Demographic information
· Shopping behaviors
· Likert Scale Statements 
[bookmark: _Toc202730408][bookmark: _Toc203352539]3.5: Planned Delivery
After collecting primary data through in-person interviews and online surveys, the responses will be analysed using Microsoft Excel. The results will be presented in graphical formats to enhance the clarity and impact of the study. For submission purposes, a detailed project plan has been developed. All tasks related to data collection and data analysis are scheduled within a realistic timeframe to ensure the study progresses smoothly and remains aligned with academic deadlines.
	Task names
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8
	Week 9
	Week 10
	Week 11
	Week 12

	Introduction
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Literature review
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Methodology
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Data Analysis
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Conclusion & Recommendation
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 


 

[bookmark: _Toc202730409][bookmark: _Toc203352540]3.6: Ethical Consideration
Face-to-face interviews may present challenges, as some participants may feel uncomfortable disclosing information in person. Ethical considerations will be strictly followed during the data collection process. Participants will be provided with a clear overview of the study’s purpose, and their informed consent will be obtained prior to participation. Confidentiality and the security of demographic information will be assured, and respondents will retain the right to withdraw from the study at any point without consequence.
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1. Age Group
· Under 18
· 18–24
· 25–34
· 35–44
· 45–54
· 55 and above
2. Gender
· Male
· Female
· Non-binary / Other
· Prefer not to say
3. Occupation
· Student
· Employed
· Self-employed
· Homemaker
· Unemployed
· Other


4. Monthly Income (Optional)
· Less than £1,000
· £1,000–£2,499
· £2,500–£4,999
· £5,000 and above
· Prefer not to disclose
5. How often do you make impulse purchases?
· Very often
· Often
· Sometimes
· Rarely
· Never
6. Which retail category do you most frequently make impulse purchases in? 
· Fashion and apparel
· Electronics
· Food and groceries
· Health and beauty
· Home decor
· Other
7. Do you compare prices before making an impulsive purchase? 
· Always
· Sometimes
· Rarely
· Never
8. Where do you most frequently make impulse purchases?
· In-store
· Online
· Mobile apps
· Social media platforms
· Other
9. Which type of sales promotion influences you the most?
· Discounts
· Buy-one-get-one-free
· Free samples
· Loyalty rewards
· Limited-time offers
· Early access / exclusive deals
10. What motivates you to buy impulsively during a promotion? (Select all that apply)
· Urgency / time-limited offer
· Emotional gratification
· Perceived value
· Social influence
· Attractive packaging / display
· Curiosity / novelty

11. Sales promotions often lead me to buy products I didn’t plan to purchase.
	1
	2
	3
	4
	5


12. Limited-time offers make me feel pressured to buy quickly.
	1
	2
	3
	4
	5


13. I feel emotionally satisfied when I buy something on promotion.
	1
	2
	3
	4
	5


14. I am more likely to buy impulsively when shopping online.
	1
	2
	3
	4
	5


15. Promotional emails or ads often trigger my impulse buying.
	1
	2
	3
	4
	5


16. I trust promotional offers from well-known retail brands.
	1
	2
	3
	4
	5


17. Impulse purchases during promotions often result in buyer’s regret.
	1
	2
	3
	4
	5




18. I actively look for promotional deals before shopping.
	1
	2
	3
	4
	5




19. I tend to buy products on promotion even if I don’t need them immediately.
	1
	2
	3
	4
	5



20. The visual design of a promotion (e.g. bright colours, banners) influences my buying behaviour.
	1
	2
	3
	4
	5



Thank you very much for your kind cooperation!
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