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Abstract 

This article gives a conceptual insight into the various dimensions of impulse buying behaviour 

from the perspective of young adults in Malaysia. The variables examined in this study are primarily 

electronic word-of-mouth (eWOM), price discounts, and peer pressure, and how these determinants 

will affect the impulse buying of college students via an online atmosphere. College students are 

consumers that often use social media, and their presence online needs to be looked into more 

vehemently to understand the various dynamic towards their behaviour as consumers. Malaysia is 

having a boom in social commerce and most college students as young adults are often making 

purchases online as it is seen to be more convenient to them. The relevance towards social media 

and peer pressure often makes these consumers an interesting group of subjects to be studied. The 

problem statement shows the need for a precise study into the various elements that seem to affect 

the buying pattern of young adults in an online environment. The variables studied, namely peer 

pressure, price discounts and eWOM seem to be manipulating current young buyers into purchasing 

products in an impulsive manner, especially through social media. 
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1.0 Introduction 

Consumers are seen to be of all ages, and it is pivotal for industries to examine them regardless of 

their age groups. In the dawn of the internet, it is seen that consumers are getting much younger in 

age, thus prompting firms to take a big leap to understand their behavioural dynamics (Chakraborty 

et al., 2016). More companies are changing their unique selling points to cater and please consumers 

that are from the prime age, the younger adults, as these consumers are seen to be acting more 

impulsively, thus making purchases that may benefit them profitable, in the short run (Pradipto et 

al., 2016). College-aged consumers are often the most impulsive buyers, as they are often, or have 

been often exposed to the internet and social media since an early age, thus being more tech-savvy, 

at a younger age (Valentine & Powers, 2013). It is seen that since these consumers are made aware 

of online transactions at an earlier age, they often are seen to purchase products online, rather than 

physically (Valentine & Powers, 2013.). Impulsive behaviour is a new dilemma that seems to be 

needed to be understood, from the firm perspective, with more and more consumers tending to 

resort to impulsive buying to make their purchases. Impulsive buying is often seen to be done on 

the online platform, due to the presence of social media, where virtually any sort of feedback and 

gossip, may be made available for viewing by everyone, thus enabling consumers to make better 

decisions when buying online (Xu, 2007; Yaylı et al., 2012). The dynamics of the consumers, i.e., 

the college-aged consumers are unique in their purchasing behaviour, as they are often manipulated 

by forces that are external to their psyche, such as peer pressure, price discounts, and electronic 

word-of-mouth (eWOM) also known as online gossip, to cause them to make purchases (Fernandes 

& Panda, 2019; Xu & Huang, 2014). College-aged consumers make a huge amount of the market 

share of online platform users, thus it is important to analyse the behaviour of these buyers, and to 

check the predictors that cause them to buy impulsively (Valentine & Powers, 2013). It is proposed 

in this study, the researchers will examine three specific predictors of impulsive buying among 

college-aged buyers, using the online platform, namely the factor of peer pressure, eWOM, and 

price discounts on products. 

 

1.1 Problem Statement 

 

Malaysia is seen to be booming with college students in the Klang Valley. Most of these students 

rely on online platforms for their purchases, more so after the pandemic. Online platforms and 

social commerce sites such as Lazada and Shopee in Malaysia prompted college students to make 

more purchases online. However, there are fewer studies conducted on the impulsive behaviour of 

this group of young consumers in the Klang Valley. As more universities are built in the Klang 

Valley, it is important to study the behaviour of student consumers in these dense areas, whereby 

online transactions seem to be happening rapidly. There is also a need to identify the various forces 

that seem to react to the impulsive behaviour of college students in Klang valley, such as peer 

pressure, price discount and eWOM. This study is proposed to reduce the gap in understanding the 

factors that manipulate college students into acting impulsively when purchasing products online 

using media online. 

 

2.0 Literature Review 

 

The literature will examine the independent variables, namely peer pressure, price discount, eWOM 

and its effect on impulsive buying in an online platform. Amongst the various literature studies, it 
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is seen that these predictors seem to collude with the buying behaviour of college students using 

online platforms.  

 

2.1 Peer Pressure 

 

The meaning of peer pressure is the act of being guided or manipulated by companions to act in a 

way that would normally be unnatural and unintended to be done (Vinayak et al., 2018). Young 

adults are often seen to be manipulated by their peers in most aspects of their life, and this is also 

seen in their behaviour as consumers (Steijn, 2014; Fernandes & Panda, 2019). This is crucial as 

young shoppers are seen to have more impulsive and aggressive behaviour to buy products when 

in the vicinity of their friends (Luo, 2005). Past studies have indicated that peer pressure can be an 

important predictor of consumer choices when concerning young adults (Vinayak et al., 2018; 

Mangleburg et al.,2004). Peer pressure has been seen to have a more aggressive and manipulative 

stand on impulse buying, with an ability to cause young adults to make sudden impulsive choices 

with the support of peers (Beatty & Ferrell, 1998; Thürmer et al., 2020). Young consumers are seen 

to utilise the support of their peers to buy items and may seem to act illogically in making their 

buying decisions, with the support of peers, causing them to buy a product impulsively (Mowen & 

Minor, 1995; Wu-Chung & Tzung-Cheng, 2010). Peers cause consumers that are younger to act 

impulsively, purchasing a product that may be irrelevant to them (Wu-Chung & Tzung-Cheng, 

2010). 

 

H1: Peer pressure has a positive relationship with online impulse buying among college students 

in Kuala Lumpur. 

 

2.2 Price Discounts 

 

Pricing discounts are customary ways of using the price of a product to sell a good or service while 

giving price adjustments (Huang & Suo, 2021). The discounts given to consumers are ways in 

which are used to entice consumers to purchase the products being sold (Edward & Luran, 2022). 

Price discounts are seen to be associated with consumers making impulsive decisions to buy a 

favoured product (Huang & Suo, 2021). Using discounts on the price of a product is seen as a 

strategic element utilised by firms to create a competitive edge and to increase brand positioning 

effectively towards consumers (Noor, 2020; Ranto et al., 2021). It is also seen that consumers may 

buy products on impulse, purchasing a product voluntarily when they are aware of price discounts 

(Ranto et al., 2021). Price discount is further seen to prompt sudden buying behaviour among 

consumers, and is seen to be a promotional tactic that is lucrative to a company, increasing the 

profit made by an organisation (Gumilang & Nurcahya, 2016; Larasati & Yasa, 2021). It is more 

lucrative and beneficial for a consumer to purchase a discounted product as it will be seen to be 

buying more products by spending a smaller amount of money (Gumilang & Nurcahya, 2016; 

Antariksa et al., 2021). A common behaviour of a consumer is that they will look at the price of a 

product initially before they decide to purchase a product, as the price is seen as a precedent of 

purchase decision (Larasati & Yasa, 2021; Song et al., 2016). 

 

H2: Price discounts has a positive relationship with online impulse buying among college students 

in Kuala Lumpur. 
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2.3 Electronic Word of Mouth (eWOM) 

 

eWOM helps with the dissemination of consumer feedback effectively and in a fast manner to the 

stakeholders of a company (Song et al., 2021). This causes the company to understand the 

consumers in a much more intimate manner, thus elevating consumer loyalty towards the company, 

and impacting the profit (Yap & Depari, 2022). eWOM could affect the purchase behaviour of 

consumers while being beneficial for companies, as it is a low-cost method to promote the brand 

image as well as bring a positive image for a company (Suhud, 2021).  eWOM is the act of utilising 

the word of mouth of a consumer, via the online platform to disseminate news and reviews about a 

product being sold, and is void of any physical interaction or face-to-face interactions (Suhud, 

2021). eWOM is seen to be a platform for consumers to give either good or bad statements and 

reviews about products or establishments that sell them using the online platform (Jalilvand & 

Samiei, 2012; Suhud, 2021). It is stated that the usage of online platforms can be a vessel for 

consumers to state their unhappiness with a product, thus being a force that is often detrimental to 

a brand image (Prahiawan et al., 2021). 

 

H3: eWOM has a positive relationship with online impulse buying among college students in Kuala 

Lumpur. 

 

2.4 Online Impulse Buying 

 

Impulse buying is said to be an impulsive act of purchasing an item, whereby a consumer decides 

to act spontaneously and buy a product without much deliberation (Hausman, 2000; Hussain et al., 

2021). Impulse buying is seen to be a purchase that requires less thought, and is often done 

aggressively, in haste, to please the consumer (Sari et al., 2021). Many factors bridge the act of 

impulse buying, where consumers impulsively purchase a product due to the influence of many 

forces, such as family, peers, advertisements and many others (Widawati, 2011; Sari et al., 2021). 

Impulsive buying is also seen to be a huge dimension during the Covid-19 pandemic, with many 

consumers making impulsive buying due to the uncertainty of the future, and by using the best deals 

laid out to them (Harahap et al., 2021). 

 

Impulsive buying is seen in buyers who often are preoccupied with purchasing a product, albeit 

obsessively, and this is caused by social and psychological factors (Ata & Sezer, 2021). Consumers 

that impulsively buy products often use credit cards excessively and regret their actions after buying 

a product (Ata & Seger, 2021). Consumers often choose to buy impulsively because it is easier and 

more convenient to be done while being manipulated by price discounts (Karbasivar & Yarahmadi, 

2011; Sari et al., 2021). Empirical data have shown that impulse buying is done more aggressively 

when on an online platform, thus showing the importance of the internet to guide the behaviour 

among consumers (Sari et al., 2021). 

 

2.5 Research Objectives 

 

It is proposed that this research aims to understand the following objectives on impulsive buying: 

 

1 To determine the impact of peer pressure towards online impulse buying among college students 

in Kuala Lumpur. 
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2 To determine the impact of price discount towards online impulse buying among college 

students in Kuala Lumpur. 

3 To determine the impact of eWOM towards online impulse buying among college students in 

Kuala Lumpur. 

 

2.6 Research Questions 

 

The variables in this study are the interplay of the independent variables, mainly peer pressure, 

price discount and eWOM, towards the impulsive buying behaviour of consumers. Thus, the 

research brings about the following questions: 

 

1 Does peer pressure impact online impulse buying among college students in Kuala Lumpur? 

2 Does price discounts impact online impulse buying among college students in Kuala Lumpur? 

3 Does eWOM impact online impulse buying among college students in Kuala Lumpur? 

 

Figure 1: Research Framework 

 

 

 

 

 

 

2.7 Significance of this Research 

 

This study is necessary because there is currently a huge online presence of college students using 

the social commerce platform to make impulsive buying decisions (Kang & Johnson, 2013). There 

has been less research in this area of study and it would be beneficial to look into these relationships 

as it will allow companies to understand the various factors that guide the purchase behaviour of 

young adults in Kuala Lumpur, Malaysia. The growing number of restrictions due to the pandemic 

and the pandemic being still uncertain has created a reason to look into this dimension more 

importantly. With more and more banking systems being cashless, and industries shifting their 

presence online, managers need to learn more about the impulsive behaviour of consumers (Ishak, 

2020). 
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Peer Pressure 
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3.0 Methodology 

This study is planned to be done using a convenience sampling method. The convenience sampling 

method is preferred because it is the most economical method yet logical method due to the fact 

that college students' data is to be collected in the vicinity of their colleges (Acharya et al., 2013). 

It is proposed that the data is retrieved by visiting the college ground, as it will be more convenient 

to collect the data in a large mass. The respondents of this study are proposed to be college students, 

within the vicinity of Kuala Lumpur. This is because Kuala Lumpur houses many colleges in 

Malaysia. 

 

A Likert-based scale is suggested to be used. A questionnaire that will be distributed online is the 

best instrument for this research. A questionnaire is used online because many students are 

prominently on social media, with a huge presence of young adults accessing social media daily, 

making it easier for the study to be carried out (Wright, 2005). It is proposed that the usage of 

quantitative tools, such as the AMOS SPSS tool should be used, using a structural equation 

modelling method to analyse and further study the relationship amongst variables. Common 

methods such as reliability tests and pretests may be utilised for strengthening the results that may 

be achieved. 

 

4.0 Conclusion 

This research will be beneficial for companies that wish to understand the purchasing dynamics of 

young adults, especially in the college setting. As college students are often the most internet savvy 

of their age group, it is crucial that as establishments, they look into the preference of this consumer 

group into what triggers the impulsiveness in their purchasing patterns. Limitations include the 

various student availability issues, such as term holidays, that may hinder the progress of the 

research. Thus, it is proposed that proper planning be done, to ensure the respondents are available 

to give the response, without having any term holidays and various difficulties. 
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