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ABSTRACT

This study aims to investigate the impact of brand impressi#, media promotion, and
scarcity on impulse buying behaviour mediated by hunger marketing among online
shoppers in Batticaloa District, Sri Lanka. Online shoppers play a significant part in the
success of today’s business world. Impulse buying behaviour and hunger marketing are

the new mechanisms to boost business sustainability and profit.

In addition to this, the researcher identified the level of these variables, their impact,
and the relationship between them. While there has been a lack of research conducted
in this area, this study focuses on 384 welfare workers as the sample group who
purchase online. The collected questionnaires were analyzed using (SPSS 25.0
Version). The findings of the study indicate that all the variables studied are significant
factors that influence impulse buying behaviour, including brand impression, media
promotion, and scarcity. Furthermore, hunger marketing acts as a mediator (Partial)

between these variables and impulse buying behaviour.

The study reveals that brand impression, media promotion, and scarcity play a crucial
role in influencing impulse buying behaviour. Brand impression helps to create a
positive image of the product and brand in the minds of consumers, media promotion
helps to create awareness and interest in the product among consumers, and scarcity
creates a sense of urgency and fear of missing out among consumers. The findings
suggest that scarcity could be a powerful marketing tool to influence impulse buying

behaviour among online shoppers in Batticalca District.

Moreover, this study provides valuable insights into the factors that influence impulse
buying behaviour among online shoppers in Batticaloa District. The results of the study
suggest that brand impression, media promotion, scarcity, and hunger marketing are all
significant factors that marketers should consider to influence impulse buying

behaviour and hunger marketing.

Keywords: Brand Impression, Media Promotion, Scarcity, Hunger Marketing, and

Impulse Buying Behaviour.



TABLE OF CONTENTS

®
ACKNOWLEDGEMENT ciuasissmnssssmmsisssseipaisnsssssintinmnemmnininseodessvms st vesnesy shasserrason i
ABETIRACT .. oeeeoreresvnanssnnoniiin ki da b5 inss R SRS R R SRS A R SRR S A AR AR R PR ORGSR SRS ii
TABLE OF CONTENTS ......ccceceeunene e S s e e L oS Ay ST R BB N i
LIST OF TABLES .....ucccrtictictecnsssesssssssssesssssssssssssssassssesssesssnesssossnsssasssssssssssssssasssane ix
LIST OF FIGTIRES ...iiciicinsssuvsinmiams st s sesosnnm s consaesussas ssaasasssaionsesss i ssrsass xii
ABBRENVIATTON ..oveoussauessunsssnssonsensansesnnrsoneontsssssassssss ioisssss sassssssimatas sasamssnsssmbasssess xiii
CHAPTER = Lo s s suonmonss s onsmmane s i swmainms s o 5 ssesmenss's samns s | y siboumasle.s Pesiniiediey ¢ Py ghon 1
INTRODUCTION.....cutirteerrecreecsecnsssssssssssassssesssssssessassssesssssssassssesssssssssssassssssassssssssasns 1
1.1 Backgronind. of 1he STUAT . cumssmsss ks s s snmpns s v sl s sasnmsabav e o 1
1.2 Problem Statement / Research Gap......cccccevvvveniieviieiciiiiiininn. ........................ 3
1.3 Research QUESTIONS ...uvvieeiuireeeiieeeeiireeeniireee ettt e et st e st e s sabas e s saae e saaa e e s 5
1.4 Regeireh OBJeCTIVES cummasssi sisums s s ysmsio st s oo s dammes uapevsmens 6
1.5 Boopt G The BEUOT it vuwsamiornmimonmenssmabosichom anwon osimsammsiansmnasniven i b 64 A AHS 550453 Eopsonns 6
1.6 Significance of the Study .......cccevieiiiiiiniiiiiiii 6
1 T Orgar i BTN, OF GBI . o o i s o b, sossass shioss SsAROR ISR Re PRI By o8 7
1.8 Chapter SUMIMATY ...cvveverieieenieieeieeteeteetesieeiee e eeeeenesae s srsesne e ess e eas s sssansessens 8
CHAPTER = 2 ciusosss s snmanes s sxsaminsns s s bovsnes s § sussmsons § smavaansy s ¥iamains 1 swsmusvs vs reseen 9
LITERATURE REVIEW .o sonmisiissmomesmsabsiis wimssmmssamsinies 9
2.1 Introduction ......cccevveeevnieeeniveeennnnn. RO otk I e P 9
2.2 Tnipulse Buying BeRaviDP ..o ass e s e eoses simemses 9
£ Dol IITIDTEBRIOIL. oo vmi e s mocmmans massa s s’ o i 54545058 SRR EA¥3 5% 11
2.4 Media PromoOtion....ocuviiieiirieeiieeire ettt ettt e sn e s s 12
S G aTOET ..o oo o o i 5.5 5 55 5 630 SRR 5 0 0 S N S S 605 0 B 14
2D HTIOET MALKETING ... oo ol e brmmsmivn wasmons soms i sis sens i snmas wrasinn s 4555 Suntamu s b33 14

2.7 Relationship between Brand Impression and Impulse Buying Behaviour......... 16



2.8 Relationship between Media Promotion and Impulse Buying Behaviour. ........ 17

2.9 Relationship between Scarcity and Impulse Buying BeHRaviour. .....cccccoocovnnn... 18
2.10 Relationship between Hunger Marketing and Impulse Buying Behaviour......20
2.11 Relationship between Brand Impression and Hunger Marketing. ................... 20
2.12 Relationship between Media Promotion and Hunger Marketing..................... 21
2.13 Relationship between Scarcity and Hunger Marketing. ........c.ccccoovieviininnnne. 23

2.14 Hunger Marketing mediate the relationship between Brand Impression and

Trapiilse Buying Belavione. . . «:.owmcss s swbn s oo s mmmsvs s sossimnh obs shnms 05159 soim 24

2.15 Hunger Marketing mediate the relationship between Media Promotion and

Impulse Buying Behaviour..............c.oooviiiiiii, o i BB £ o g 25

2.16 Hunger Marketing mediate the relationship between Scarcity and Impulse

Buying Behaviour........ovvouiiiiii i e 26

2, 17 DHSCUBSLOIY «connsriviun vevmsnissmnvuesins suswses sensoss s s asnsmmnssds wosdn wios sbress siniame sorsiiia 27
2.18 ReESCAICH GaP..iiiiviieiiiieeiiiie ettt st 28
2.19 Theoretie Support for the Coneeptual Wodel.usmmmmsismnbsmumsasnmms s snas 29
2.19.1 Theory of Stimuli-Organism-Response (SOR) .......iccovciveiiiiiiinniieiniicenne 29
2.20 Chapter SUMMATY .....veeeiiiieeiiieeeriiee ettt e et e s te e e eeeeabee e e sabreessareeessaneees 31
CHAPTER -3 sni cinanmuns b s smmmans § 5 oasmsans § 55n5ams » 5owawons «  shmenas s § sopanges s s pamsaogs 32
CONCEPTUALIZATION AND OPERATIONALIZATION ...ccoceerevvueircssuesnnns 32
2 L TOEOTITOTION 1o susnannmssen commons soui e im g swamman i ki 554305 5959 B s NS FOCERR oS AMERA ¥ 32
3.2 ConCePtUALZATION. ... ceevurrivernnrsesenseissnnmessonnnsssssnnsssssnasssnnesssossesssesassassnnnnsesnsanessser 32
3.2.1 Conceptual Framework .........c.cooouiiiiiiiiiiiiiieiin e 32

il D v (hesis. ol The: SIUEY: weses shuss s s ssaussss v wsessei b 34
8 Tmnlse BUving BERETAOUL, .. . .e.xensssas s dosasnenioisosinss bk iadaaseds sossh o5 o v 35
3.5 HUunger MArketing .......oeecuiiieiiiiieeiiiee ettt ettt 35
3.6 Brand IMPIesSion ...u.masemissssimssssismmismimsimsismimis s 35
3.7 Media PrOmMOtION . ....eeiiiiitieiiie ettt ettt ettt s neie e 35



B B BB APOILY . of s ensessrismsmrampaman s s sovmoesiocnaos s axmammsss s 64555 9 4 A 5
3.9 OpetratiotalIZat 08 : seammmamammnss sruums s ooy enn e sssoshoms oo sosgapeamasing ok
3.9.1 Summary of Opetati ORANFATON: v bmos ik semeasmrisssis ixidss s sy

3 LD AP O DU TR . cuvivenusssnommonnms conimnmnsussans oneanemmmsnnssnsas s st S 444443 4545545 560 03 SR
CHAPTER A i isasmnikon sanpns s s Fasmvpss s Geasssas § assmyues soysmumins s ryrsewowe o o
RESEARCH METHODOLOGY .....caaiisssssovmsrosmsimssmssanasmssssmsimsmmssssnass
2, T Tt PO AT LOTL sois smmonasnsson shassssinmpssumensspos s wenvesuvmass sacmus cones cxsge s smenmmemspgmsmsinm oy assd
4.9, Reseaiehh PHiLESODIT s s issusns oo eiagon i s usy st wsn oo euserinos
4.3 Rosearoht ADDIIHEEIL .. . iscioniuramioas aonsion s s 5 5505 45050 SRR TSR iy st 5 %
24 4 RESCHATCH BItHIEOY o vrameisssesimmesrossmensmvenimsmsad s smvason cmsmnmmpan s s maameinasmsoiins 4 245584555
4 5 Methodolopieal CHOIEE wusw s s s o ssonimmmm s
8.0 TG HIOTIZOIS v cnsicimesamuesmmmmimsmemamsomemmasnssio amsmmn s 585 5 5458 Sty T SN
4.7 ReSOHION STIE iusivissssonirsemumiss soxssnrssvas sesmzesssmpmmsmssnvessavesevmonsmmnpendhuss s vnsmmnasisnmmiss
4.8 The population. of ths STUAY ot e i s s i
20,81 BAITHOIIIINE ooiipirin sowes oot ovacswon somsmmmsssmmwim s exni swomasissiosninsiy sS85 5 Shg 8 7 s i
#.:8. 7 Sl SIZE i s m st mins ssromoenssmmsapssmersammmronen bvsbmens oo mison s s syaifas
4.0 Method of Dhata CoILEOTIEN w v it swimsm s avmms mmus s it ussivg e oy
4.8 1 PHINALY DB aiiorsrmmsesmrmsosenmmmanssmmsmmn imsiomssms s esessicsons G-as 5 4o sh 55 s
0 Sty [ i e ittt a e ke g i s sys s ot i
410 Researaln TSt rOmuSIT £ oot s oo s o st s v 503y w60 o 5 ABAS B0 2 A s s e
A1 SOUTcE OF NICASTLCINEIIES woivv vt ihideim mamasios cmcmnmnssssmsnsasmans o sosnsmicdiess ax 58554 5 595 05.55 5550
L O S o ot it i e M it ATy B T s n st s s s
A Reliability and. Valdity TBsL v e i sonsvisoimn snsk iasue ocomsreadsossber sosipsensions
4 1 NMethods O Date: AMALYSIS i it st iammsims i man s yoinsis 5505 SRR 35055 33555
R L e L i e - ATEIYEIS wremsmestons aimsswamsmssismn sy e s e
L0 Bt ate ATAITEIE won e e inis o s s v v ws Ao oh TRV SRS S’

4143 NI VAITAHE ATALTSIS «ouuveersrmevn vosmsmmanorsosmmmms smsnsnans oa onssnsnsisis s 435 35 75548 Sxinnse

36

36

36



4,15 Testing HypothEEIS. .. coomecom s oxmmns nasmuestiaisia o 5503 5 6505 58 e st i v msedhn e
4.16 Methods of Data Evaluation.............ccceceeeereveeeerirncennn. e i e
4.16.1 Decision Rule for Univariate ANalySiS......ccoceevvuriieniuieiiniiiiiiiiiiiiiieniinnn.
4.16.2 Decision.Role for Bivariets ARAIVELS . s s sasssmmss doviin s sovises
4.16.3 Multivariate ANALYSIS ...cecvereerieriienieeienieenieeeie e

4. 164 Desision Rule for Hypothesie Tesling..cusmoamsmsimsmerapmmmm sranmroios
417 Method Of D ata P ro ol I i enmossecmssemomss 55555 5 55500 45,065 555557855 885585 5Rba 9w w153
4.17.1 Data Presentation for Personal Information ..........ccccccoeeiiiiiiiiiiininincnn.
4.17.2 Data Presentation for Research Information ..........cceeevvveeeeiiiiiiieeeininnecn.
418 Bthital CIONSTARTALIOM o is.iaemicooinn s oo sk b 55505 50 505 5350555 G495 oSS BHasd iy
4,19 Chapter SUMMATY .....ccoueerueerueeniiereeiiaiieiie it ete e sre e sae s enne s sieeaes
CHAPTER = 5l lianais tiaswimins s s soswmiss s | vamumies b smesmans s smeamss o s 3 § pshREREN (S
DATA PRESENTATION AND ANALYSIS iiccssssssscsssessssssnassssissesssnissanssssessseassaso
5 L TP O TICHIN , cvnisssiuns tomesiessomiier shsamasppvsiusninmeibeitason mmisew s soummmaris wemsosn vk bopae Sekamansivsn
5.2 Analrste O TRETIABITIT . oo s v & basboiniss shossmnonuss snsssms s s s Savs B ey Pm o
5.3 Analysis of Personal Tl OTIIBIION. . imisipbomsiori it i snamssbivsninbsioniiss s siwisne vinsa
8:.3.1 Distribution oFf Genget . mmsine suses srororses ssnbves sumuravion sreopssdsmsss sy svsawon e

B el L LG AT OTY I TR im0 5.5 R 50 AR 0 i v s e
5.3.3 Distribution of Educational Qualifications..........ccccevvveeiriiiienviieeniniennnnn.
5.3.4 Distribution of OCCUPAION ..c.vveieriiieeiiiiieiiiee e

& 3o Disiribitian of Menihle Thoomie o et il i wvtisdn neo b Gamm e
5.3.6 Distribution of Online Consumption Per Month..........ccccoiiiiiiiinn
5.4 Data Presentation and Analysis of Research Objectives.......ccoccvvvviiiiiiiiiininn
5.1 Deseriptive Statisties of the Study Vatiables e swimsinanswsmns i
5:4.2 BIvariate ANALYSIS ..oeismseoressss soammssraons ssvuasievers smvmnen sonstumonssnsnsnyvuwisnn sgvased o
ORI N e AT o ssnons s sonsimsansspmens s suasm i s e bl e

L] M ON AIUAIYEIG. o croma o o s 0506503 593505 65558 S S50 SRS W

Vi



5.4.5 Hypothesis Testing.....................; .............................................................. 101

5.5 Chapter SUMMATY ......covvvererieiireriirieieiereereeeeesaseseinnnns . S 103
CHAPTER =8 vocuusnnin s siananss s sasumans o s asssnss § sawsisnns § 1 Svssnss s poavamase s sepsaespes 104
DISCUSSION ON FINDINGS ......coroinisissessssssasssnssniasssasanmnssmassssassssvansssmusnsevissssssany 104

G. 1 TTtPOTIETIAN « s vs sossartrusammsussenersis sy ssssmsgmmomenesnwmssasabisbos smoonsosion smvsnssssssinse gt 104

6.2 Diseussion of Demographis Infomialion cwemss sesmmssssssss st o 104

B 2] TIBIIIOE . Lol vt i s e skt S35 SR i e e b sl whls 104
B2 I oo sswesss vengs e ssmnpmsssasessrsmsnsass e ews s s om s A S S SRE 84 E 105
6.2.3: Ddupatiana]. OUAITIIEEI0NS o nmmpmsisaase e s 104
B 2 OCOIPBEIOLL. i cxrssiviaobnsmsivwabomgonsiomaniomm s onmsmnmoc b A5k 5505 855345 A SRS 3 5 3058 105
6.2.5 MONthLY INCOME ..vevieiiiiiiiieiiiiiiiieie ettt 105
6.2.6 Online Shopping Consumpﬁon Per Month .....ooooveeiiieninene. i e e 106
6.3 Discussion of Research INfOrmation ........ceeiiaemessssesmossisnsssssagsssass sosnnnoissssasns 106
6.3.1 Discussion of Objective One of this Study........ccccooeviiiiiiiiiiiii 106
6:3:2 Discnissioti af the Objective Two of this SHIAY wmemerssimwniot arpammenss 108
6.3.3 Discussion of the Objective Three of this STAY wuv e v psos 114
6.3.4 Discussion of the Objective Four of this Study........cccccociiiiiiiiininn 119
638 LTy pOTNEEIE TSR . 0emeomsonimisn 50 00 0550 b i iy i S quABTn SNSRI Fgmsiir s 121

6.4 Chapter SUMMATY .......ccconsrruimremimiesimmimsimmiessorsssstsssssssssnsiasssssnnasssessssssssssseon 122
CIAPTER = 7 .. i conssnme s vabmannns v smswsinins o suoissninne s sosopive s s pawaises s s vomninions s o oaesies 123
CONCLUSIONS AND RECOMMENDATIONS.....cccetirnuenninrnnnnnicnessasssessessenns 123

R T T UIIRTIDIL 1oy s ersairmssmasmmimmaerismsrns s smmmsgeoseios s g st o A A 555 53 123

0 CONEIUSION . v sosnrs sssssns nasasssssmns swsmssn ssaenss susanes sumspssesses soess swevs by asonvo svcsomonsmns s csansisnas 123

B L CTIDTCIOTINVG OHUO .m0 5555 i S0 AR R 3 S8 AR B3 SO 58 123
7.2.2 OBJECHVE TWO w.eenviiieieeieriieieie sttt 124
PR T Ol e i i sl g g s 124
B DD BOHTE FOUIE .. oo nsns nosna s i 7580 50559 6 B SRS RO S USSP ORGSR 35 125

Vi



7.3 Contribution 0f the RESEATCH....euuueieeeee oo e e e 126

7.4 Recommendation of this Study .......cccoceververvieinianene. P o i s s i v 127
7.5 Limitations of the Study ......ceeovieiiiiiiieiieicccc e 128
T vireeiionol Pulus Beseiiol s cosstasmine emsmssmei o smismst o 128
LIST OF REFERIENCES ..ccoccicoeensivrsernesnsissosiasisss i sasvssssasssnssabisssinssianiann st snsss 130
APPENDIX 1 ..oeiiieereeeereeessenessssssssssssssssssssssssssssessssessssessssssssssnessssesssnssssnssssssssssass 148
OUES TLONN ATRE:: sunmssssussanssussnssvanin ssssssdsssamess s somasessssssopssmmsnsssasismdisssvsromsnains 148

viii



