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ABSTRACT

The research investigates what causes impulse buying behaviour resulting from social media
addiction. Whether selfcontrol plays a role, and how does it work? There is an increasing number
of people using social media particularly university students. This study looks at how positive and
negative affective wvariables and social media addiction influence the impulsive tendency to
consume. In this study, quantitative design and cross-section used. Here, 200 respondents taken
from the online survey. The results concluded that emotional factor and social media addiction
positively predict impulse buying behaviour. In the meantime, self-control plays a significant role in
regulating buying behaviour. Based on the analysis, selfcontrol is reported to partially mediate
impulsive buying from emotional factors, along with social media addiction and impulsive buying
behaviour. Our spending behaviour at the marketplace is influenced by various factors. Moreover,
the various factors can be classified into personal, situational, and mechanical. Above all, it is
important to have selfcontrol in spending behaviour.

Keywords: Impulsive buying, emotional factors, selfcontrol, social media addiction, young adults,
consumer behaviour, digital consumption, emotional regulation, impulsive consumption, online

shopping

INTRODUCTION

The amount of face-to-face chats is decreasing these
days. To put it simply, social media virtually
everyone in their daily life but it can be said that
youth generation is more of the audiences than
anyone else. Most teenagers and pre-teens get
embarrassed by social media sites. They have
become more consumer-friendly and are full of
advertisements and influencers. Definitely, these
platforms affected the way people connect and
socialise with one another. They also changed how
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they use goods and services. Shoppers, whether
online or brick-and-mortar, are increasingly buying
items impulsively. Due to the emotionalities and
social media addiction of people. Importance of
Impulsive Buying Intention for Society. To start
with, Impulsive buying intention refers to the
unplanned and spontaneous buying behaviour or
decision of consumer on mainly emotional bases
rather than rational one (Rook, 1987).
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Research indicates that emotions, whether good or
bad, can spur an impulse buy. Positive emotions
like excitement, joy, and pleasure lead consumers
to make unplanned or impulsive purchases
(Verplanken & Herabadi, 2001). Many people
engage in shopping which leads to comfort when
they undergo stressful times. Feelings experiences
are reported to be more effective through social
media because the targets are often more specific
(Baumeister, 2002) The online space is rife with
unending advertisements and peer comparisons.
So, because of strong feelings, customers are more
likely to buy things without thinking.

You can see many youths these days addicted to
social media as they spend a lot of time on social
sites. When social media is overused to the extent
that it interferes with daily life and interacting with
others and/or overall happiness, it is an addiction.
The behaviour is created due to constant exposure
to ideal images, trends, advertisements and many
such things. Which experts have said is not just a
mental addiction. Social media platforms typically
provide content tailored to individual users. This is
a major factor combining with impulse buying
behaviours (Gao et al,, 2020). The ads and
influencer posts that appear on our timeline excite
people’s emotions and compel them to make a
purchase immediately.

The findings indicate that less self-control due to
shopping leads to more impulsive buying. Self-
control is where you are able to manage your
thoughts, feelings and behaviours when tempted.
It is a mind process which helps to control our
wastage. Individuals who manage their emotions
well can better resist the suggestive marketing
messages that tell us to buy something. In fact,
people with low self-control give in to social
pressures and make impulse purchases (Faber &
Vohs, 2004). Due to this reason, self-control is now
regarded as one of the protective factors in
consumer behaviour with modern technology.
Adpvertising and influencer posts make people want
to buy things.

The purpose of the study is to examine the effect
of emotional factors and social media addiction on
the impulsive buying behaviour of youth with
special reference to self-control as a moderating
factor.  Earlier research focused on the issues
surrounding social media addiction. But, not all
together. However, the issue of self-control has yet
to find its way into the artwork. So, the study will
help us to understand the psychological and
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behavioural mechanisms behind the impulsive
behaviour of consumers in the digital age. It will
also assist both consumers and marketers in the
case. recognizing the value of self-control will aid
better prevent impulsive buying
behaviour. This self-control can present marketers
with the chance to engage in ethical marketing and
advertising towards consumers.

These days, youth are overbuying online due to
emotional arousal from the addiction of the digital
Social media addiction has
weakened people’s constraints, causing them to
become emotional and consume on impulse. This
is more common among kids. This study aims to
discover whether impulsive buying tendency
influences self-control in consumers or not.

researchers

environment.

Literature Review

Every day in India, a lot of smart gadgets are being
used. This has resulted in high impulsive buying
behaviour rates. Influencers on social media
impact the lifestyles and shopping perspectives of
Modern Youngers. Social media differ according to
age and type of consumer. To carry out this
research, this study will save all the literature which
has been published for the same studies. We will
especially discuss studies by other researchers based
on the subject or theme of the current study. The
impact of self-control on impulsive buying will be

discussed further.

Impulsive Buying Behavior.

When you buy something you didn’t plan to buy
impulse buying occurs. Their behavior is not due
to reasoning but emotional excitation. Impulsive
buying behaviour is very common in the
consumers. Many varieties of studies and
researches have been done on it. The first
definition of impulsive buying is from Rook
(1987), who states it as “an urge to buy something
that you should not buy, which is sudden, and
often a lengthy one”. It also involves unplanned
behaviour caused by various psychological or
emotional morphing factors such as excitement,
moody changes, and emotional disturbance
(Verplanken & Herabadi, 2001). According to
Cohen and Cohen, impulse buying gives
consumers pleasure at the time of purchase but the
impulse buying guilt and takes a toll on consumer
finances.

Research reveals that emotional triggers often lead
to impulse buying especially during troubled times

Page 305



> NTERNATIONAL JOURNAL OF

ISSN: (E) 3007-1917 (P) 3007-1909

‘_ | SOCIAL SCIENCES BULLETIN

Volume 3, Issue 9, 2025

or when in a low mood. People tend to alleviate
anxiety or frustration through impulsive purchases
(Soman, 2001). The choices made by consumers
are influenced much by their emotional responses.
This is because they drive the decision making
process. Consequently, the consumer doesn’t
think about the product’s price or longterm
Indeed, decide while
cognition only evaluates. Nesbitt et al., (2020)
claims that online shopping is the best example of
emotional decision-making due to the immediate
release of buying anxiety.

usefulness. emotions

Emotional Factors in Impulsive Buying.

A person may buy more than they require due to
their emotions. Emotions likely work as important
decision-making stimuli. When
bombarded with outside stimuli such as ads and
social media posts (Lerner et al., 2015) it is
especially true. When we feel happy (funny and
happy) we have poor/distracted buying process.
This type of response assists people in helping
others and urges them for purchase. When people
feel sad, stressed out or are feeling lonely, they
become more impulsive in their buying behaviour
as they try to curb these feelings by shopping
(Cohen & Cohen, 2020).

Social media has photos, ads and influencer posts
with trigger messages. Tuckwell and Kroon (2019)
found that when individuals use social media,
images and comparison with others generate strong
emotions. For example, they experience unpleasant
emotions and upset people shop online to feel
better about themselves. There may be triggers for
this behavior like low selfworth loneliness etc.
When influencers post messages on their social
pages or promote products through ads, they
usually appeal to emotions which consist of missing
out and not being good enough (Hernandez et al.,

2019).

someone is

Social Media Addiction and Its Impact on
Impulsive Buying.

When a person feels that their use of social media
is causing problems in areas of life such as work,
school, or personal relationships, but does not stop
using social media. Even though those efforts have
failed, the person keeps using it. More and more
problems are being faced by all youth especially the
students of colleges or universities. They are
becoming more addicted to some digital
technology. Also, on social media platforms like
facebook, instagram and tik tok, it shows as
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continuous flow. This happens when a person
keeps trying to log in or uses social media websites
to the amount, which inflicts emotional harm on
the person. This problem is which is detrimental to
normal life. (Anderson et al., 2012).

Many studies show that there is a link between
social media addiction and impulse buying. Choi
et al. (2021) explains that social media is a platform
that regularly provokes an emotional trigger such
as excitement and anxiety. Those users who don’t
mind spending will “thank” this curated collection
of ads and influencers for splurging. Moreover,
people tend to impulsively purchase items due to
emotion due to emotional susceptibility from
social media addiction (Anderson et al., 2020).
Nesbitt et al. (2020) state that social media
addiction predicts impulsive buying on online
shopping as affected by emotional arousal. Too
much information could lead to buyers' impulse
purchase.

Advertisements on social media can lead to
impulse buying by people who see these ads
frequently. Advertisements are designed to bring
about an immediate emotional response of interest
and intrigue, which enhance users’ impulsive
purchasing probability (Chen et al, 2020).
Websites use algorithms to detect what you are
feeling. They bring you what you want and need,
knowing you may not use it at any time. They hope
you will act impulsively to the target.

Self-Control and Its Role in Mitigating Impulsive
Buying.

Self-control is the ability to control one’s feelings,
thoughts and behaviour in the face of temptations
and impulses (Baumeiste et al, 2007). Recent
research confirms that people with high self-
control are better at resisting emotional acquisition
impulses.  Self-control temperes an impulsive
buying and which refers to the postponement of a
short-term gratification for a longer-term benefit
(Tangney et al, 2004).

Baumeister and colleagues hold a view that a
person who utilizes self-control in one area will find
it difficult to employ it in another area. Excess of
social media exposure to emotional stress will take
away a lot of self-control. Thus, the authors cited
evidence regarding the impact of emotional triggers
on selfregulation. When feeling emotionally
distressed, they might lose a bit of self-control to
buy things. According to Faber and Vohs (2004),
the agony intensifies, in both the psychological and
financial aspects.
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On the contrary, people with high self-control
consider their choices rationally and think of the
consequences of their impulsive buying behavior in
the long run. A 2020 study by Rueda et al.
suggested that those with high self-control are
better able to regulate their social media emotions
and subsequently impulse buy less often. Such
people actively plan their shopping efforts. People
who research the price and features of a product
are known as consideration set buyers.

The Role of Social Media Influencers in
Impulsive Buying.

How do social media influencers help business or
help brands with their sales? (14 words) They can
manipulate a consumer’s behaviour through social
endorsement and content creation (Freberg et al.,
2011) Influencers and opinion leaders leverage
their social power and audiences’ trust to market
beneficial products in the marketplace. Based on
Casalo et al. (2018), followers of influencers are
likely to purchase a product marked by the
influencer. Typically, followers make a purchase
decision after seeing the influencer reviews. People
with  followers promote products through
sponsored posts or affiliate marketing on social
media. They use Instagram and TikTok.

When influencers develop an emotional
connection with their followers, it leads to
impulsive intuition. Djafarova and Trofimenko
(2019) say that the followers often feel that the
influencer connects with them personally, which
affects their behaviour. Due to the emotional
connection developed with influencers, along with
observing the behavior of others, people will show
impulsive buying tendencies after reading the
posts.

New research shows a connection between youth
addiction to social media and impulsive buying due
to emotional factors. Social media, whether it
generates positive or negative emotions, influences
the consumer decision-making process. An
obsession with social media enhances emotions,
which increases spending likelihood. Self-control
diminishes the effects of social media addiction
impulsive buying
behaviour. The literature review finds that more

and emotional arousal in

understanding is needed to explain impulsive
buying behaviour and its likely change through the
app when it is launched for the public through
social media.
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Methodology

The section dealing with research methodology
explains clearly the methods that will be adopted
for carrying out the study. The study is on
Impulsive Buying Behaviour on account of Social
Media Addiction with Self-Control as a
Moderating Variable. The techniques employed
will include the research design, selection of
subjects, data collecting instruments, and methods
followed to conclude the valid and reliable
findings.

Research Design.

This study used a quantitative, cross-sectional
design to examine relationships between emotional
factors, social media addiction, impulsive buying
behaviour and self-control among youth. The
researchers opted for the quantitative approach to
provide them objective and
statistical analysis of the involved variables. The
study will follow Cross Sectional research design
which is most suit-able for this study as it can easily
collect the data at a time. Consequently, the
researcher will conduct correlation and mediation
analysis with the key wvariables without
manipulating the study. It helps to understand how
emotional and behavioural factors matter for
impulsive buying and self-control with the previous

measurements

rival.

Participants.

The study was done on youth of 18-30years. The
group is potential, very active on social media, and
has been shopping online much more often.
Young adults are affected by emotional triggers and
social media effects more than ever. Thus, they are
an excellent audience for examining purchasing
behavior. This study had 200 participants. Of 200
subjects, 171 (85.5%) were females while 29
(14.5%) were males. The reason for the slight
imbalance between the inputs from the two
genders is likely due to the fact that more females
were likely to take the online survey and take part
on social media as well. The participants were
selected through purposive sampling in which a
participant is selected for a specific objective
required for study. The study's criteria included
people who are active users of Facebook,
Instagram, and TikTok social media and have done
online shopping at lease one time in six months.
People who don’t have social media and below or
above the specified age were part of the exclusion
criteria. The purposive sampling method was
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chosen in such a way that the respondents have
experience in social media and online shopping.
Thus, the sampling would relate to the research
questions.

Instruments.

The research utilized 4 selfreport instruments for
the measurement of key variables. The equipment
was chosen for its dependability and past use in
other studies. They had the right tools to measure
the level of addiction to social media, the
emotional factors, level of self-controlled, and
impulsive buying behaviour.

The research used the Bergen Social Media
Addiction Scale (BSMAS) as an instrument to
measure social media addiction (the independent
variable). Andreassen et al. (2012) developed the
BSMAS which contains 6 items. The BSMAS
the related addiction
components. These are mood change, tolerance,
withdrawal and conflict. Participants rated their
frequency of occurrence over the last year in a 5-
point Likert scale from ‘very rarely’ to ‘very often’.
Higher scores on the BSMAS reflect a higher level
of addiction with social media.

The researchers Watson, Clark, and Tellegen
developed a PANAS scale in 1988 to measure the
positive and negative affect of participants which
refers to respectively positive and negative
emotion. The Positive and Negative Affect
Schedule (PANAS) contains two 10-item scales,
one for positive and one for negative affect. The
participants responded to a 5-Point Likert scale
where they were asked to rate how much they have
felt emotion (e.g “excited,” “irritable,” and
“distressed”) during the past week ranging from
“very slightly or not at all” to “extremely”. The
PANAS is a widely-used validated measure of
emotional reactions that is reliable.

The Self-Control Scale was created by Tangney and
others in 2004. The scale is employed to measure
the participant’s self-control and also acts as the
mediator. The scale consists of 13 items that assess
a person’s ability to self-regulate their thoughts,
feelings and actions in response to a temptation.
Participants were provided with statements like
“I'm good at resisting temptations” or “I can stop
myself from doing things I'll later regret.” The Self-
Control rigorously validated and
acknowledged by experts as an accurate measure of
self-control.

measures behaviour

Scale is

Impulsive buying behaviour scale will be used to
measure the dependent variable impulsive buying
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behaviour. Rook (1987) scale measures consumer
susceptibility to wunplanned and/or impulse
purchases. The scale's items include things like “I
usually buy a thing without giving it a thought.” or
“I find a hard time resisting the impulse to buy
unneeded things.” These were rated on a 5-point
Likert scale. A high score means more impulsive
buying.

Data Collection.

For this study, data was obtained from an online
survey of a purposive sample of 200 young adults.
The survey was shared on social media by those
who fit the inclusion criteria. The subjects who
participated in this study were informed about its
purpose and that they had the right to disown it.
They were also made aware that all their responses
would be kept confidential. Before filling out the
survey, all participants gave their
Conducting the survey online allowed for quick
collection of data as the sample could take the
survey whenever they liked.

The survey began with the demographics (age,
gender, use patterns of social media), then the four
standardised questionnaire. The survey was made
to take around 20 minutes to complete. Once the
response-is submitted, the response is recorded in
a database.

consent.

Data Analysis.

The researchers evaluated the data acquired by the
survey, using the SPSS (Statistical Package for the
Social Sciences) version 25 program. In addition,
the means and standard deviations calculating for
each of the variables so as to summarize the
characteristics of the sample. In order to look for
relationships among the main variables, Pearson’s
correlation  coefficients computed to
determine the strength and direction of
relationships of variables with social media
addiction, emotional factors, self-control and
impulsive buying behaviour.

A regression analysis was performed to see if social
media  addiction and emotional aspects
significantly predict impulsive buying behaviour.
To find out if self-control acts as a moderator on
social media addiction, emotional factors and
impulsive  buying relationship, we carried
mediation analysis with the process macro for SPSS
(Hayes, 2013). The mediation analysis tried to
ascertain that whether self-control may weaken the
relationship of independent variables social media

were
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addiction and emotional factors with dependent
variable impulsive buying behaviour.

Ethical Considerations.

Ethical considerations were paramount in this
study. Participants were fully informed about the
study’s aim and that participation is voluntary.
Respondents were assured that their responses
would remain confidential, only being used for
research and not profit. All the participants of the
study were informed about the study for which they
have given their consent to participate in it.
Moreover, there was no penalty charged if they
decide to withdraw from participation at any point
in the study. The study was performed ethically on
human subjects.

Results
Demographics of Participants

Table 1: Demographics

The sample studied is 200 and most of them were
young people. The socio-demographic
characteristics of the participants are presented in
Table 1. From the figure, it becomes clear that 42%
of the respondents belong to the age group of 18-
21 years while another 42% belong to the age
group of 22-25 years. Only 16% were in the age
group of 26-29. There was a gender imbalance,
whereby 171 (85.5%) of them were females and 29
(14.5%) were males. Most of the participants were
middle-class (94.5%), while only a few belonged to
lower-class (0.5%) and higher-class (5%). Most of
the respondents were students (82%), while
employed (10%), unemployed (6%), and self-
employed (2%) were the rest. Thirty-seven percent
of the respondents stated that they use social media
for three to five hours while twenty-nine point five
percent use it for five or more hours. 4.5% use it
for less than an hour a day while 29% use it for 1
to 3 hours.

Frequencies of all the Demographic Variables used in this study

Demographics f (%)

Age 18-21 84 (42.0)
22-25 84 (42.0)
26-29 32 (16.0)

Gender Male 29 (14.5)
Female 171 (85.5)

Social-economic status Lower class 1(.5)
Middle class 189 (94.5)
Higher class 10 (5.0)

Employment status Employed 20 (10.0)
Unemployed 12 (6.0)
Student 164 (82.0)
Self employed 4 (2.0

Social Media Usage less than 1hr/day 9 (4.5)
1-3 hrs/day 58 (29.0)
3.5 hrs/day 74 (37.0)
more than 5 hrs/day 59 (29.5)

Demographic data show that the sample was
mostly youth who are social media platform
regulars. Thus, they were a perfect sample to study
the influence of social media addiction on
impulsive buying behaviour.

Reliability Analysis.
Looking at Table 2, we can see the descriptive
statistics and reliability of the scales. The average
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grade of social media addiction (M =17.55, SD =
4.28) is not high and also not low. The mean score
of emotional factors is moderate (M = 53.26; SD =
10.01). The average impulsive buying behaviour
score is 31.18 which is moderate, SD being 6.43.
The average score of self-control was relatively low
with a mean of 28.18.
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Table 2: Reliability
Descriptive Statistics and Reliability Analysis of all Scales used in this study.
Scales M SD o
Social media 17.55 4.28 .74
PANNS 53.26 10.01 .80
Impulsive buying behavior 31.18 6.43 .83
Self-control 28.18 4.93 .56

The reliability of the scales was sufficient based on
their internal consistencies using Cronbach’s alpha
(). The Cronbach's alpha value of 0.74 indicated
internal consistency of the Social Media Addiction
Scale in particular. Reliability values were: PANAS
0.80, Impulsive Buying Behavior Scale 0.83, Self-
Control Scale 0.56. Even though the Self-Control
Scale had a slightly lower alpha (0.56), this was still
considered an acceptable value in psychology. In
addition, self-control is a more complex variable.

Pearson Correlation.

The findings from Table 3 shows that social media
addiction (r = 0.45, p < 0.01) and emotional
concerns (r = 0.36, p < 0.01) is positively and

Table 3: Correlation

significantly associated with impulsive buying
behavior. Greater addiction to social media is
linked to a higher degree of emotional response
and impulsive buying behaviour. On the contrary,
the more self-controlled of people are less likely to
impulsive buying behaviour. This is
supported by the negative correlation (r = —0.38, p
< 0.01). In addition, social media addiction is
negatively related (r = —0.29, p < 0.01) with self-
control. Furthermore, a negative correlation exists
between emotional values and self-control (r = -
0.41, p<0.01). Thus, a person with self-control can
over come or may not use social media in excess or
may get emotional that may lead to notso-good
things.

show

Pearson Correlation between all the variables of this study (N = 200)

Variables 1 3 4
1. Social media use .383** .346%* 2247
2. Emotional factors .245%* 308**
3. Impulsive buying behavior 310**
4

Self-control

Regression Analysis.

According to the multiple regression analysis, a
number of factors explained the impulsive buying
behaviour with social media addiction and
emotional factor as given in Table 4. The results
revealed that social media addiction (f = 0.31, p <
0.01) and emotional factor ( = 0.27, p <0.01) used

for predicting impulsive buying behaviour.
Impulsive buying can be done by people who are
passionately positive or negative towards social
media or the product. Less impulse purchasing
behaviour occurs due to better self-regulation,
which means self-control has a significant negative

influence on it (B =-0.35, p < 0.01).

Table 4: Regression

Multiple regression analysis predicting total impulsive buying (  N=200)

Predictor B SE B B t P
Constant 18.881 2.498 7.560 .000
total social media addiction 0.443 0.398 .095 1.110 .269
total emotional factors 0.285 0.046 132 1.842 .067
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Mediation Analysis.

A mediation analysis was used to look at the
mediation effect of self-control on social media
addiction impulsive buying and emotions
impulsive buying in order and second-order. The
research data in Tables 5 and 6 indicates that self-
control partially mediates both relationships. Self-
control weakens the link between social media
addiction and impulsive buying behaviour. It also

weakens the relation between emotional factors
and impulsive buying behaviour, which the study
shows has a negative indirect effect. Individuals
who possess high selfcontrol are less likely to
purchase with little thought even when confronted
by issues which are emotionally driven and
connected to social media addiction-related

context.

Table 5: Moderator analysis with social media addiction

Moderator analysis with social media addiction

Regression analysis summary for the moderating effect of self-control on the relationship between social

media addiction and impulsive buying behavior.

Predictor B SE B B t P

Constant 23.294 1.813 - 12.851 .000
Total social media addiction 0.012 0.195 -0.008 0.062 951
Moderator 0.016 0.005 0.409 3.153 .002

These outcomes contribute new evidence to the
contemporary findings on impulsive buying. There
is a meaningful insight into the moderating role of
self-control. Addiction to social media has positive
association with impulse buying behavior Being
always on social media increases our buying

Table 6: Moderator analysis with emotional factors

impulsivity. Constant exposure to stimuli leads to
an emotional trigger that attracts consumers. The
close correlation between emotional factors and
impulsive buying behaviour indicates that online
consumer buying behaviour is essentially based on
strong emotion.

Regression analysis summary for the moderating effect of self-control on the relationship between

emotional factors and impulsive buying behavior.

Predictor B SE B B t P
Constant 25.449 2.439 - 10.433 <.000
Total social media addiction 0.006 0.002 423 3.650 <.001
Moderator -0.064 0.074 -.100 -0.863 .389

R square change .162

Self-control can effectively minimize how social
media addiction and emotions affect someone’s
tendency to make impulsive purchases. The results
demonstrate that said self-regulatory capacity
relates to less impulsive buying which means that
they are able to regulate not to buy impulsively. So,
despite feeling emotional discomfort, they do not
get swept up in situations, even via social media. A
mediation analysis showed that self-control
partially mediated the association of social media
addiction as well as emotional with impulsive
buying so these findings supported the findings of
this study.
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This research emphasizes the importance of young
adults  increasing  their
involvement within social media channels to limit

self-control  and
impulse consumption. As time goes on, people may
learn self-control and discover the motivation
behind their impulse buying through studies. At
times whenever the they see that they are going
home for few days, they do not let this affect their
purchase.

Discussion

The study recognizes the impact of emotions on
impulsive buying behaviour through addiction to
social media which is moderated by self-control
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that is adopted by users. The study has important
implications for the impact of emotional factors,
social media addiction and self-control on
impulsive consumption behaviour of young adults.
The current section discusses the impact of the
study’s findings on the existing research followed
by a critique of the limitations and
recommendations for future research.

Emotional Determinants of Impulsive Buying.
The study results corroborate existing findings that
emotional factors are responsible for impulsive
buying behaviour. Your feelings, whether good or
bad, can affect your buying choices. The study by
Dube (2000), buy
unplanned items as a way to seek instant
gratification. Typically, these urges happen when
someone feels excited, bored or stressed. Similar
to this, the positive relationship experienced by
positive emotional factors and negative emotional
factors with impulsive buying behaviour. When
customers are in a happy state-of-mind, they are
more open to trying something new and making
impulse purchases. Contrarily, negative emotions
like stress and loneliness may help people cope and
lead them to want to make purchases (Baumeister
et al, 2007).

This study’s findings enhance our understanding
of how people regulate positive and negative
emotions and how these emotions were found to
be precursors to impulsive buying. Mick’s research
dates back (1996); in which high negative emotion
individuals eventually consume hedonic for the
sake of discomfort. Judges may make snap
judgments because of excitement and pleasure
which are examples of positive emotions. Judges
want to prolong that feeling. The study
(Verplanken and Herabadi 2001) reconfirms what
we established earlier, i.e., emotional triggers may
be overstated owing to social media addiction.
Because people are being emotionally triggered all
the time due to social media. (Kuss & Griffiths,
2017).

and Leclerc consumers

Social Media Addiction and Impulsive Buying.

The researchers found that social media addiction
affected the respondents’ buying
behaviour. The results lines up with previous work
noting a link between overuse of social media and
impulsive buying behaviour. A person who has a
great urge to use the social media sites, which
tampers in his everyday life, and with his
relationship is an addict (Andreassen 2015). The

impulsive
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influence of social media addiction on impulse
buying behaviour of hotel consumers is a positive
relationship whose findings are the same as Ruyter
et al. (2019). When people see ads in their social
media continuously and compare themselves with
peers the emotional arousal enhances and buying
impulsively becomes likely.

The consumer behavior emanating from social
media addictiveness, in general, is the contribution
of the current study to the literature. According to
studies, people tend spontaneous
purchases on social media since they get catered
content on platforms. Besides, just like celebrities,
social media

to make

influencers are found to have
significant impact on impulsive buying behaviour
of consumers (Zhao et al, 2017). In the same way,
social network obsession instills a feeling of
emotions, however also impulse buys. Djafarova
and Trofimenko (2019) say the influencers impact
people significantly via sponsored posts or affiliates
assignment. impulsive
purchases due to their ability to make quick
decisions.

Our study was consistent with that of Kim and Ko
(2012) that found how some social media especially
which would push lifestyle and other consumer
products has created an ecosystem which led to the
consumer receiving, This ultimately led to the
consumer receiving multiple messages which in
turn was responsible for unplanned purchases. The
majority of information is relevant to young who
use social media extensively. They may not be smart
enough to consider whether they need the
products. So, they may not believe the ads deserve
their time and attention. Social media sites are

Followers often make

engineered for instant gratification addiction. The
emotional and social cues found on the website
induce impulsive purchase from the users.

The Moderating Role of Self-Control.

One of the contributions of this study is the self-
control role in moderating the relationship of
social media addiction, emotion and impulsive
buying behaviour. Self-control is the capacity to
regulate one’s emotions, thoughts and behaviours
in the face of temptations that could lead to a
chance. We should avoid doing things on an
impulse, such as making buying decisions without
planning. This study found that people with less
self-control tend to buy things impulsively. This
matches the work of Faber and Vohs (2004) who
observed that those with high self-control are able
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to resist the influence of emotional and situational
cues.

The selfcontrol component mediated both the
emotional factor and social media addiction, which
created impulsive buying behaviour. According to
Baumeister et al. (2006), the finding supports a
theory of selfregulation, which states that self-
control is a limited resource whose stock can be
depleted. People that are able to selfregulate
possess lower levels of response to the emotional
and digital triggers behind impulse buying.
Consumers will think more about their decision-
making and weigh the costs and benefits of the
purchase choice. According to Hofman et al., self-
control serves as a stabilizing factor that reduces
impulsive behaviour in response to emotions and
external cues.

Self-control helps people better manage their
buying urge when it comes to emotional factors
than social media addiction. It is probably much
easier to control your anger or disappointment to
avoid making a purchase. Stopping impulse
scrolling on social media might be a lot harder to
do, after all. These cases may require treatment
from a professional to cut them down. (7 words)

Implications for Consumer Behavior and
Marketing.

This research’s findings present great implications
for consumers and marketers. The emotions
regulation and self-control from the buyer’s point
of view are vital in impulse buying behaviour.
According to Vohs and his colleagues' study
(2006), consumers can improve their self-control
towards their emotions and social media to
mitigate impulsive buying, which becomes a drain
on their wallet and a source of regret. To stimulate
judicious consumption in the digital age, we work
on enhancing emotions and increasing control so
that individuals spend wisely and smartly.
According to the research, customer behaviour is
increasingly being impacted by social media. Social
media addiction can predict impulsive buying.
Those involved in marketing in particular can take
full advantage of this and use the emotion to sell
more. Companies sometimes use their knowledge
of buyer’s emotional weakness for unfair advantage
over competition. Companies’ attempts could be
considered an unethical violation (Anderson et al,
2020). Marketers have to understand the negative
impact of offensive marketing and influencer

marketing. They should think of wusing a
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responsible marketing option that supports
informed consumer choices and well-being.

Limitations and Future Research Directions.
This particular study brings along several things but
also limitations. Because the study was cross-
sectional, this limited any cause and effect
relationship between social media addiction,
emotional factors, self-control and impulsive
buying behaviour. Longitudinal studies help us
evaluate returns and the growth of capital and
investment over time. Moreover, self-reports may
have been affected by social desirability and recall
biases the note. In the future,
researchers can use actual purchase data and self-
reported data to test the behaviour used for
impulse buying.

The impulsive buying behaviour may also be
influenced by personality traits. Thus, making it an
interesting area to study for future researchers.
Numerous personality traits can have an impact on
behaviour

researchers

consumer such as materialism
narcissism and impulsiveness (Nath et al. 2020).
These characteristics, along with self-control and
social media addiction, may shed more light on
impulsive buying behaviour. The study could look
at how the different types of social media can drive
consumer behaviour as it has been shown that
engagement (active and passive use) can have
differing effects on emotional response and
impulse buying behaviour (Frison & Eggermont,
2016).

Future studies can check culture’s influence on
impulsive buying behaviour. Different cultures
experience a unique influence of social media
addiction on impulsive buying. The impulse
buying and its link to other market consequences
may be regulated in depth by emotional expression,

social norms, variations in consumption patterns.

Conclusion.

This study reveals the emotional and behavioural
factors of social media addiction that contribute to
impulsive buying behaviour. According to the
findings, emotions play an important role in
driving impulsive purchases. The study’s results
show that the emotional arousal makes social
media addictive. Self-control can lower the effects
of either emotion or social media to make a person
engage in buying impulsively. These results are
currently relevant to the meaning for the consumer
and also the marketer. In order to understand
these relationships and create solutions that are
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healthier patterns of consumption, it is essential to
undertake.
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