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Abstract 
 

The growth rates of e-commerce and social commerce have significantly changed consumers, especially women, who frequently engage 

in online shopping not only for transactions but also as an emotional or metaphorical experience. This review addresses the psychological 

complexity of shopping online, which includes emotional stimuli and psychological consequences experienced by women. Based on the 

2014-2024 research investigations, the review combines the results of the literature on the issue of impulse purchase, online shopping 

addiction, hedonic motivation, and emotional well-being. It reveals some of the major emotional triggers, including aesthetics, personalized 

advertising, social media, and the dopamine reward system. It results in positive psychological effects, such as making people feel good 

and relieving stress, and negative results, later known as buyer's remorse, and ultimately leads to buying more. Moderating factors, digital 

literacy, social support, and coping strategies are also analyzed during the study. Niche areas of research gaps are recognized as spheres of 

intersectionality, chronic effects, and culturally diverse outlooks. The review concludes with a focus on the necessity of targeted interven-

tions and educational policies to promote healthier online consumer behavior. 

 
Keywords: Online Shopping; Women, Emotions; Impulse Buying; Emotional Well-Being; Psychological Impacts. 

1. Introduction 

The proliferation of e-commerce and social commerce platforms has significantly transformed contemporary consumer behavior, particu-

larly among women. Online shopping has evolved beyond a utilitarian process to become an effective, immersive, and identity-expressive 

experience. The development of e-commerce has opened new ways of making consumers relate to products, brands, and market stores. An 

efficient process involving need-based buying has changed into an exciting thrust of emotional activity, especially for women. Online 

shopping has intertwined with day-to-day life, life goals, and emotional regulation mechanisms. The psychological and affective aspects 

of the shift are drastic, and they need closer academic consideration. The review is necessary given the fact that there is a gap in under-

standing the emotional and psychological triggers of women's behavior in online shops, despite the available literature. According to Paul, 

Khatri, and Duggal (2024), reviews that make a difference must go beyond a description and synthesis of what has already been done and 

either construct a clearer conceptual understanding or point to the theoretical work that needs to be done. This review also highlights 

implications for behavioral economics and market outcomes, linking impulsive buying and emotional triggers to consumer spending pat-

terns, household finance pressures, and retail revenue optimization.  

Accordingly, this review is guided by these objectives, such as to identify and map emotional antecedents influencing women’s engagement 

with online shopping platforms, including platform design elements, social cues, and individual psychological dispositions; to examine 

decision-making processes among women consumers in digital retail contexts, with attention to patterns such as impulsive buying, coping 

strategies, and deferred payment behavior; to synthesize psychological outcomes, both positive (e.g., gratification, self-expression) and 

negative (e.g., buyer’s remorse, compulsive behavior, emotional fatigue), associated with online shopping; to apply the ADO–TCM frame-

work to integrate theoretical, contextual, and methodological trends in the literature; to identify conceptual gaps and future research direc-

tions, particularly related to gendered emotionality, intersectionality, and cultural diversity in online consumer experiences. 

Emotional motivation to online shopping (particularly by women) seems to be one of the most popular themes in recent literature. Accord-

ing to the research conducted by Sahetapy et al. (2020) and Iyer et al. (2019), shopping is more than a chore to many female customers; it 

is a hobby or even therapy. This hedonistic drive is driven by customizations of the experiences, accessibility, and immersion of the digital 

interface (Dinielli et al., 2023). Online purchases are especially the source of emotional satisfaction and self-care in the case of career 

women (Sahetapy et al., 2020). 

This review investigates the psychological and emotional consequences of online shopping by women, the emotional triggers involved, the 

consequences which are psychological consequences, both negative and positive, as well as coping behaviors, and research gaps. This 
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paper aims to enhance the knowledge of the process involved in the influence of digital retail settings on emotive states, behavioral re-

sponses, and well-being in women by amalgamating empirical evidence from the past decade (Dinielli et al., 2023). 

There is an increase in impulse purchases in online situations. Contrary to in-store shopping activity, online stores promote impulsiveness 

through aesthetic thinking, customized advertising, and social justification (Iyer et al., 2019; Czarnecka et al., 2020). The activation of 

impulsive behavior through the constant sight of appealing imagery, spontaneous offers, and suggestions of consumption leads to the 

weakening of cognitive control. People tend to make purchases on the spur without rational choice, and the phenomenon is even intensified 

by the active and engaging character of social commerce websites (Czarnecka et al., 2020). 

The convergence between social media and shopping, also known as social commerce, has changed the way people consume, especially 

women. Consumer choices have increasingly been eclipsed using influencer endorsements, user-generated content, and peer validation 

(Chen et al., 2020; Chidambaram et al., 2023). The mental toll of seeing this type of lifestyle curation and product placement almost 

constantly also leads to what researchers report as just the Fear of Missing Out (FOMO). This emotion will not only lead to impulse buying 

but also a feeling of urgency and dissatisfaction caused by the spite of comparison (Fu et al., 2023). 

The neuropsychological element of online shopping is that the very thought of receiving a package, following the delivery, or discounts 

triggers the release of dopamine in the brain, making it follow an otherwise endless loop of satisfaction (Abdelsalam et al., 2020; Adamczyk, 

2021). This expectation usually gives satisfaction to the product itself. These mechanisms equate shopping to some kind of behavior en-

hancement when the act of purchasing is addicted by emotion (Gulfraz et al., 2022). 

According to several studies, a direct connection between digital shopping habits and lowered life satisfaction can be established when 

such experience evolves into a coping mechanism against stress, anxiety, or pitying oneself (Bisht & Desu, 2024; Adamczyk, 2021; Barta 

et al., 2023). Such reactions can be associated with low self-regulation, bad moods, and financial insecurity. People can achieve a short-

term boost in mood during purchases, and it can be replaced by buyer's remorse, a feeling of regret or shame, placing people in a negative 

emotional loop (Chen et al., 2022; Barta et al., 2023). 

Subsequently, gender discrepancy defines internet shopping in its own way as well. It was determined by Amirtha et al. (2020) that online 

shopping predictors vary significantly between the genders. Emotional issues, computer anxiety, money attitude, and time on the internet 

are also the key determinants of purchase behavior in women. In addition, since women are likely to have several roles (work, housewife, 

etc.), they may find it especially interesting to use online services, both due to time management opportunities and the emotional satisfaction 

of consuming (Amirtha et al., 2020). 

Also, perceived risk is a factor that modulates online shopping behavior in the case of women, especially considering the situations when 

the family role is more important. As Akram et al. (2021) and Feng & Tong (2022). show, women also take the aspects of risk and trust 

into consideration during online shopping, and in cases where their decision to purchase certain products or services is due to the phase of 

their family life cycle.  

The works by Iyer et al. (2019) as well as Feng & Tong (2022) also focus on the implications of industry-wide digitalization on consumer 

well-being. Although web-based platforms have offered freedom of access, location, and diversity, they also come with some challenges 

of emotional exhaustion, digital fatigue, and psychological addiction. The influence of digital space on positive and negative developments 

in mental health is increasingly brought to attention, especially since retail has been entering our everyday lives via smartphones and social 

media. 

Lastly, the theory of trust and consumer behavior can provide an idea of why an emotional attachment to brands and platforms leads to 

repeat behavioral patterns. Not only does trust mediate the attitude toward online shopping, but it also influences purchasing behavior 

because of emotional triggers (Akram et al., 2021; Feng & Tong, 2022). The COVID-19 outbreak was when emotional consumerism 

exploded because the pandemic caused a rise in retail (Al Halbusi et al., 2022; El-Jardali et al., 2024), and people turned to it as a means 

of coping with the stresses it caused (Di Crosta et al., 2021), only once again proving the point that buying helps address psychological 

distress. 

2. Methods 

To gather relevant literature, an initial exploratory search was conducted using the databases Google Scholar, Scopus, JSTOR, ScienceDi-

rect, and SpringerLink. Search queries were built using combinations of Boolean operators and keywords such as: 

• “Online shopping” AND “emotions”, 

• “Impulse buying” AND “women”, 

• “Retail therapy” OR “shopping addiction” 

• "Digital consumer behavior" AND "psychological impact", 

• “Social commerce” AND “FOMO”, and 

• “Self-esteem” AND “online purchases.” 

Studies that involved their research on online shopping behaviors, examined emotional or psychological consequences, and contained 

gender-specific data or opinions of women participants, as well as being published in English and involving peer-reviewed journal disci-

plines, were included in the list of inclusion criteria. Studies that were not related to emotional or psychological constructs or were grounded 

solely in technological, logistical, and economic models were excluded. 

A total of 385 articles were identified, and a screening of the titles and abstracts was conducted on a pool of 98 articles, resulting in 40 full-

text articles to be examined. Using thematic fit, exposure to the rigor and contribution to the most relevant categories or emotional reawak-

ens, online addiction, and coping techniques, 26 of these were set to be chosen as the final scholars. 

Synthesis of narratives was used to cluster findings pertinently. The typical themes were segregated based on emotional arousal (e.g., 

esthetics, social approval), psychological sequelae (e.g., guilt, de-stressing), and behavioral impact (e.g., addiction, coping mechanism). 

These concepts were then identified and used to map how the review would be structured in view of the objectives of the study. 
 

Table 1: Inclusion and Exclusion Criteria 
Inclusion Criteria Exclusion Criteria 

Articles focusing on online shopping behaviours 
Articles focused solely on technological, logistical, or economic frameworks without emo-

tional or psychological focus 
Studies examining the emotional or psychological consequences 

of online shopping 
Studies unrelated to emotional or psychological constructs 

Research including gender-specific data, particularly involving 

women 

Studies not including gender-specific observations or lacking reference to female consumer 

experiences 

Peer-reviewed journal articles published in English Non-peer-reviewed publications, non-English articles, or conference abstracts 
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Fig. 1: PRISMA Flow Diagram of Study Selection. 

 

These reviews are much more relevant for underexplored areas of interdisciplinary research, such as emotional online shopping patterns, 

which span psychology, consumer behavior, and digital media. According to the SPAR-4-SLR framework suggested by Paul et al. (2021), 

it includes three interdisciplinary steps: assembling (identifying and selecting works), arranging (structuring thematically), and assessing 

(evaluating their significance and applicability). This replicable and transparent process enhances the methodological rigor of the review 

and aligns with international standards for literature reviews. As a review, following Paul et al. (2024), it not only involves aggregating 

knowledge but also aims to support theory development within the ADO (Antecedents - Decisions - Outcomes) framework. This helps 

organize results and provides a foundation for future empirical research in digital consumer behavior, particularly with psychological 

outcomes among women. 

To enhance contextual diversity, this review acknowledges the over-representation of urban and middle-class women in existing studies. 

There is a lack of analysis focusing on rural and Global South contexts where socio-economic, cultural, and infrastructural factors signifi-

cantly shape emotional triggers and online shopping behaviors. For example, studies by Aboagye & Anong (2020) on mobile money 

adoption in Ghana highlight how digital literacy and trust-building differ in developing regions. Future research should employ stratified 

sampling and mixed methods approaches to include rural communities and underrepresented demographics 

2.1. ADO – TCM framework 

The TCM framework was introduced by Paul et al. (2017), demonstrates an extraordinary approach to offer organized perspectives on the 

construct's theoretical, contextual, and methodological underpinnings, wherein Theories (T) aim at highlighting the theoretical underpin-

nings and paradigms used to clarify the inter-relationships between the constructs, Contexts (C) represent the real-life conditions that 

influence the study environment, and Methods (M) define the methodological approaches, analytical tools and frameworks employed for 

the research study. Likewise, the ADO framework was introduced by Paul & Benito, (2018), illustrates a remarkable means to organize the 

research results about a construct and its relationships in a structured manner, wherein Antecedents (A) represent the primary factors that 

influence whether a behavior is engaged in or not, Decisions (D) describe the numerous behavioral performance categories and a construct's 

dimensionality structure, and Outcomes (O) elucidates the repercussions of engaging in or refraining from a particular kind of behavior 

(Paul & Kaur, 2023). Thus, using both frameworks cohesively, the current study seeks to offer genuine insights towards advancing the 

review's comprehensiveness (Tham et al., 2023).  

The TCM Framework (Theories, Contexts, and Methods) and the ADO Framework (Antecedents, Decisions, and Outcomes) are academic 

and conceptual frameworks commonly used in organizational research, strategic management, and information systems to guide inquiry, 

structure analysis, and explain phenomena.  

TCM Framework (Theories, Contexts, and Methods) is a structured approach to designing and evaluating academic research. It ensures 

that research is grounded in strong theory, conducted within an appropriate context, and uses valid and rigorous methods. 

ADO Framework (Antecedents, Decisions, and Outcomes) is a conceptual structure used to analyze decision-making processes by identi-

fying what influences a decision (Antecedents), the Decision itself, and the resulting Outcomes. 
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The data is extracted using the Antecedents–Decisions–Outcomes (ADO) and Theory–Context–Method (TCM) frameworks. The findings 

reveal that emotional triggers—such as interface aesthetics, social cues, and personal traits like self-esteem and loneliness—heavily influ-

ence women’s decision-making behaviors, including impulsive purchases and retail therapy tendencies. Outcomes of these behaviors are 

affectively ambivalent, ranging from gratification and empowerment to guilt, emotional fatigue, and compulsive shopping symptoms. 

Theoretical analysis shows a dominance of stimulus–organism–response models, with underutilized perspectives from emotion regulation 

and feminist theory. Methodologically, most studies relied on surveys with limited longitudinal or experimental designs. Contextually, the 

literature skews toward urban, middle-class women. 

2.2. Thematic findings using the ADO framework 

The ADO framework—Antecedents, Decisions, Outcomes—provided a systematic scaffold to organize the reviewed literature. 

a) Antecedents 

The psychological and behavioral responses of women to online shopping were consistently shaped by three clusters of antecedents: 

• Interface Aesthetics & Platform Design: Studies found that website visual appeal, layout symmetry, typography, and ambient cues such 

as music or background color had significant emotional effects. Li & Chen (2022) reported that women showed increased arousal and 

reduced cognitive overload when e-commerce platforms displayed high aesthetic harmony, which translated into more favorable atti-

tudes and higher spending intentions. 

• Social and Relational Cues: Several studies highlighted the role of social influence—such as product reviews, influencer endorsements, 

livestream urgency cues, and online community engagement—in shaping women’s emotional responses (Xu & Chen, 2022; Aboul-

Dahab et al., 2021). These cues often functioned as both triggers for purchase and emotional validation mechanisms. 

• Personal Dispositions and Psychological Traits: Variables such as self-esteem, loneliness, compulsive tendencies, and materialism sig-

nificantly influenced women’s shopping motivations and emotional reactions. For example, Adamczyk (2021) found that high levels 

of loneliness and low self-esteem were strongly associated with compensatory buying behaviors, particularly in younger women (ages 

20–35). 

b) Decisions 

Behavioral decisions related to online shopping—especially among women—often oscillated between impulse and reflection: 

• Impulsive Buying: This emerged as the most frequently studied decision pathway. Influenced by emotional arousal and instant gratifi-

cation, impulsive buying was strongly correlated with stress, anxiety, or the desire for mood repair (Abdelsalam et al., 2020). 

• Coping Mechanisms and Retail Therapy: Several studies framed online shopping as a psychological coping mechanism. Women often 

used shopping to distract themselves from negative affect or to assert control over their emotional environment (Zhou & Wong, 2014). 

• Deferred Payment Decisions: With the rise of Buy Now, Pay Later (BNPL) options, decisions around payment timing have also 

evolved. These financial decisions—while seemingly rational—were found to reduce short-term cognitive dissonance but contribute 

to long-term emotional burden (Aboagye & Anong, 2020). 

c) Outcomes 

The emotional and psychological consequences of online shopping fall broadly into two categories: 

1) Positive Outcomes: These included immediate gratification, temporary mood enhancement, increased self-expression, and perceived 

self-care. When aligned with identity and choice, online shopping reinforced feelings of empowerment and autonomy (Ahi et al., 2023). 

2) Negative Outcomes: These ranged from post-purchase guilt and financial anxiety to chronic dissatisfaction, self-blame, and digital 

fatigue. Studies on compulsive buying (e.g., Lee & Park, 2021) reported strong associations between excessive online shopping and 

depressive symptoms, particularly when shopping was used as a substitute for interpersonal connection or emotional regulation. 

2.3. Theoretical, contextual, and methodological trends (TCM lens) 

The TCM Framework—comprising Theories, Contexts, and Methods—offers a structured and integrative approach to designing and con-

ducting academic research. It provides a coherent lens through which researchers can align the foundational, situational, and procedural 

elements of their studies. This tripartite model ensures theoretical grounding, contextual relevance, and methodological rigor, thereby 

enhancing the overall validity and contribution of scholarly work. 

a) Theoretical 

Beyond the S-O-R model, incorporating Emotion Regulation Theory, Feminist Consumer Theory, and Prospect Theory can deepen under-

standing of how gendered emotionality, loss aversion, and identity dynamics drive online consumption. 

The theoretical dimension of the TCM framework pertains to the conceptual underpinnings that inform and guide the research inquiry. This 

involves identifying and critically engaging with existing theories, models, or conceptual frameworks relevant to the research problem. 

Researchers are expected to position their study within a theoretical tradition, either by drawing upon established theories to frame their 

hypotheses and interpretations or by extending or challenging existing theoretical constructs. A review of the theoretical underpinnings 

across studies revealed a dominant reliance on the Stimulus–Organism–Response (S-O-R) model (29%). Self-Discrepancy Theory, Social 

Comparison Theory, and the Theory of Planned Behavior followed this. Only a handful of studies explicitly adopted emotion-regulation 

theory or feminist psychological frameworks, indicating a potential gap in capturing deeper emotional nuances and intersectionality in 

women's experiences. 

Beyond the S-O-R model, additional theoretical perspectives such as Emotion Regulation Theory, Feminist Consumer Theory, and Prospect 

Theory deepen insights into the role of gendered emotionality and intersectionality in digital retail. Emotion Regulation Theory explains 

how women use shopping as a coping mechanism for negative emotions, while Feminist Consumer Theory highlights how digital retail 

platforms reinforce or challenge traditional gender norms. Prospect Theory further connects emotional triggers such as FOMO and scarcity 

cues with behavioral biases like loss aversion. 

b) Contextual 

The contextual component emphasizes the importance of situating the research within a specific empirical setting. This includes, but is not 

limited to, the geographical, organizational, socio-cultural, political, or historical environments in which the phenomena under study occur. 

Contextualization enhances the interpretative depth of the research and enables the researcher to account for environmental contingencies 

that may influence outcomes or interpretations. Contextually, research samples provided a bias on urban communities that consist of stu-

dents in the university or the working population. Although some of those studies covered suburban or rural settings, they did not provide 

sufficient depth into understanding how economic insecurity or infrastructure limitations influence digital usage and affect emotional re-

sults. 
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c) Methodological 

The methodological aspect pertains to the research design, strategies for data collection, and techniques of data analysis employed to 

address the research questions. Within the TCM framework, methodological decisions should be logically aligned with both the theoretical 

foundation and the contextual specifics of the study. Methodologically, surveys with standardized psychometric instruments (e.g., compul-

sive buying scale, PANAS, self-esteem scales) dominated. Only 10 out of 62 studies incorporated longitudinal or experimental designs, 

suggesting a need for richer temporal data to capture fluctuations in emotion across pre-, during, and post-purchase stages. 

 
Table 2: Summary of Antecedents, Decisions, and Outcomes (ADO) and Theoretical, Contextual, and Methodological (TCM) Trends Across the Reviewed 
Studies 

S. 

No 
Authors Year 

Antecedents 

(A) 
Decisions (D) Outcomes (O) 

Theory Used 

(T) 
Context(C) Method (M) 

1 

Abdelsalam, S., 

Salim, N., Alias, 

R.A., and Hu-
sain, O. 

2020 

Website-related 
(e.g., visual ap-

peal, naviga-

tion), Market-
ing (scarcity, 

vicarious ex-

pression), So-
cial (likes, 

eWOM), Con-

sumer traits 
(impulsiveness, 

trustworthiness) 

UBI (urge to 
buy impul-

sively) leads to 

actual impulsive 
purchase de-

pending on 

moderators like 

impulsiveness, 

hedonic features 

Urge to Buy 

Impulsively 

(UBI), Impulse 
Buying Ten-

dency, Actual 

Impulse Buy-

ing Behavior 

Stimulus-Or-
ganism-Re-

sponse (S-O-

R), Social In-
fluence The-

ory, Flow 

Theory, Par-
asocial Inter-

action, Trust 

Transfer, 
Heuristics, 

etc. 

Predominantly 
Asia (especially 

China); context 

includes Face-
book, group-

buying plat-

forms, mobile 

S-commerce 

apps 

Systematic Lit-

erature Review: 

quantitative sur-
veys and experi-

mental designs 

in reviewed 

studies. 

2 
Aboagye, J. and 
Anong, S. 

2020 

Socioeconomic 

status, geo-
graphic proxim-

ity, network in-

frastructure, 
and product un-

derstanding 

Decision to 

adopt or avoid 

mobile money 
and micro-

finance services 

based on con-
venience, trust, 

cost, and educa-

tion 

Increased but 

uneven finan-

cial inclusion; 
improved ac-

cess via mobile 

money; per-
ceived risk, 

and limited ad-

vanced usage 

Ecosystem 
Model; Tech-

nology Ac-

ceptance 
Model (TAM) 

Urban Ghana, 
including di-

verse consumer 

groups (market 
traders, church 

members, com-

munity resi-
dents) 

Qualitative case 

study approach 

with in-depth in-
terviews and fo-

cus group dis-

cussions 

3 

Aboul-Dahab, S., 
Agag, G. and 

Abdelmoety, 

Z.H. 

2021 

Power distance, 

uncertainty 

avoidance, indi-
vidualism, and 

masculinity are 

the cultural an-
tecedents influ-

encing ethical 

ideologies of 
idealism and 

egoism. 

Consumers form 

their ethical 

judgments of 
online retailers 

based on their 

cultural and eth-
ical orientations, 

which subse-

quently influ-
ence their trust 

and commitment 

to continue 
shopping with 

those retailers. 

Positive ethical 

perceptions 

(CPEOR) sig-
nificantly im-

prove customer 

loyalty. High 
idealism re-

duces trust in 

e-retailers, 
while egoism 

enhances it. 

The study es-
tablishes that 

ethics percep-

tions are vital 
for fostering e-

loyalty. 

The study 
draws on Eth-

ical Ideology 

Theory (ideal-
ism and ego-

ism) and inte-

grates the 
CPEOR 

framework to 

explain con-
sumer percep-

tion and loy-

alty. 

The research is 
based in Egypt, 

a society with 

distinctive cul-
tural and histor-

ical attributes. 

The setting in-
cludes young, 

educated, and 

frequent online 
shoppers famil-

iar with digital 

platforms. 

The study em-
ployed quantita-

tive research 

methodology 
using SEM-

AMOS to test 

hypotheses. The 
constructs were 

measured using 

validated Likert-
scale items, and 

common 

method biases 
were tested us-

ing multiple sta-

tistical controls. 

4 Adamczyk, G. 2021 

Key anteced-

ents identified 

include online 
shopping fre-

quency, ex-

penditure com-
parison with of-

fline shopping, 

gender, age, in-
come, and atti-

tudes towards 

online shop-
ping. 

Consumers may 
develop com-

pensative or 

compulsive buy-
ing behaviors 

based on emo-

tional states, ac-
cessibility to 

online market-

places, and the 
perceived ano-

nymity and con-

venience of e-
commerce plat-

forms. 

The outcomes 

highlight that 
compulsive 

buying is more 

prevalent 
among fre-

quent and posi-

tively inclined 
online shop-

pers. These be-

haviors have 
broader impli-

cations for 

consumer well-
being and e-

commerce reg-

ulation. 

The study ref-
erences Ra-

tional Choice 

Theory and 
behavioral ad-

diction frame-

works. It also 

builds on the 

Compulsive 

Buying Scale 
and German 

Compulsive 

Buying Indi-
cator frame-

works to con-

ceptualize and 
measure buy-

ing behaviors. 

The study was 

conducted in 

Poland, focus-
ing on the 

online shopping 

behaviors of its 

general popula-

tion. It is espe-

cially contextu-
alized around 

rising e-com-

merce trends 
and the societal 

impacts of digi-

tal retail envi-
ronments. 

The methodol-

ogy includes 

statistical analy-
sis via t-tests, 

ANOVA, and 

stepwise linear 
regression.  

5 

Ahi, A.A., 

Sinkovics, N. 
and Sinkovics, 

R.R. 

2023 

Key anteced-

ents include na-
tional ICT read-

iness, policy 

coherence, in-
stitutional qual-

ity, digital in-

frastructure, le-

gal enforceabil-

ity, and stake-
holder 

Decisions in-
clude balancing 

domestic regula-

tory autonomy 
with interna-

tional digital 
trade govern-

ance, supporting 

SME access to 
global markets, 

and adopting 

policies aligned 

Effective e-
commerce pol-

icy leads to im-

proved partici-
pation of 

SMEs and de-
veloping coun-

tries in digital 

trade, in-
creased con-

sumer trust, 

and reduced 

The study is 
grounded in 

institutional 

theory, digital 
trade govern-

ance frame-
works, and 

draws from 

international 
public policy 

literature. It 

integrates 

The research 
has a global 

scope, with fo-

cused analysis 
on less-devel-

oped econo-
mies and 

SMEs. It con-

siders both na-
tional and inter-

national policy 

environments 

Systematic re-

view combining 
qualitative the-

matic synthesis 

and comparative 
policy analysis. 

Sources in-

cluded scholarly 

databases and 

official publica-
tions from 
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involvement in 

policy creation. 

with broader de-

velopment 

goals. 

digital divides. 

It also en-

hances the 

ability to meet 

the UN Sus-
tainable Devel-

opment Goals 

through inclu-
sive economic 

growth. 

perspectives 

on both mac-

roeconomic 

regulation and 

micro-level 
business par-

ticipation. 

and their effects 

on digital trade 

inclusion. 

intergovernmen-

tal organizations 

6 
Ajiboye, T., Har-
vey, J., and Res-

nick, S. 

2019 

The five key 
antecedents 

identified are: 

(1) social links 
(relationships 

and peer con-

nections), (2) 
ownership-

value (per-

ceived benefit 

or value from 

interaction), (3) 

search for infor-
mation (seeking 

relevant brand-

related data), 
(4) involvement 

(customer par-

ticipation 
level), and (5) 

functionality 

(ease of use and 
features of the 

platform). 

Consumers de-

cide to engage 
based on per-

ceived social 

and informa-
tional benefits, 

convenience, 

and their psy-
chological in-

volvement. 

These decisions 
are influenced 

by both personal 

motivations and 
platform-spe-

cific af-

fordances. 

Customer en-

gagement leads 
to improved 

customer-

brand relation-
ships, in-

creased brand 

loyalty, and en-
hanced user-

generated con-

tent and advo-
cacy. It also 

fosters brand 

community de-
velopment and 

sustains digital 

interaction 

While no sin-

gle theory un-
derpins all the 

studies, the re-

view touches 
on relational 

exchange the-

ory, social 
identity the-

ory, and tech-

nology ac-
ceptance 

frameworks 

that implicitly 
inform the 

discourse 

around CEB. 

The review 
spans global 

studies but is 

heavily skewed 
toward Western 

digital markets 

and large-scale 
social platforms 

such as Face-

book, Twitter, 
and Instagram. 

It encompasses 

both B2C and 
B2B marketing 

contexts. 

This is a qualita-

tive synthesis 

using systematic 
literature review 

methods. It 

draws on sec-
ondary data, fo-

cusing on peer-

reviewed empir-
ical studies pub-

lished in recog-

nized academic 
journals. 

7 
Akram, Tiron-
Tudor, A., 

Topor, D.I.  

2021 

The major ante-

cedents tested 

were perceived 
ease of use, per-

ceived useful-

ness, trust in the 
system, mobil-

ity (ability to 

access services 
anytime and an-

ywhere), sys-

tem customiza-
tion, and cus-

tomer involve-

ment in shaping 
services. 

The consumer 

decision to en-

gage with e-

commerce was 

largely influ-

enced by their 
perceived ease 

of use of the 

platform, trust in 
service provid-

ers, and how 

mobile and re-
sponsive the 

systems were. 

Millennials es-
pecially valued 

the flexibility 

and involvement 
aspects. 

The study 
highlights that 

effective m-
commerce 

strategies tai-

lored to user 
trust, mobility, 

and ease of ac-

cess can signif-
icantly enhance 

customer en-

gagement and 
satisfaction. In 

contrast, mere 

customization 
or perceived 

utility, without 

trust or usabil-
ity, does not 

lead to in-

creased behav-
ioral intention. 

The study ex-
tends the 

Technology 

Acceptance 
Model (TAM) 

by integrating 

additional 
constructs 

such as trust, 

mobility, cus-
tomization, 

and involve-

ment, aiming 
to adapt it to 

the m-com-

merce and 
pandemic 

context. 

This study is 

based in Roma-

nia, an emerg-

ing market 

economy. It fo-

cuses on gener-
ational differ-

ences in digital 

adoption and 
highlights how 

millennials, as 

digital natives, 
shape the tra-

jectory of mo-

bile commerce 
in pandemic 

and post-pan-

demic retail en-
vironments. 

The research 

uses a structured 

quantitative sur-

vey design fol-

lowed by SEM 
for hypothesis 

testing. It in-

cludes reliability 
and validity 

checks like 

Cronbach's al-
pha, discrimi-

nant validity, 

and fit indices 
such as 

RMSEA, GFI, 

and TLI. 

8 
Ali, B.J. and 

Anwar, G. 
2021 

Antecedents in-

clude consumer 

exposure to var-
ious media plat-

forms, pricing 

perception in-
fluenced by 

digital and so-

cial networks, 
and genera-

tional prefer-

ences in pricing 
expectations. 

Factors such as 

convenience, 
trust, and famil-

iarity with digi-

tal environ-

ments also play 

a role. 

Consumers base 

their decisions 

on perceived 
price fairness, 

emotional ap-

peal, and prod-
uct value. Stra-

tegic pricing 

cues can trigger 
impulsive buy-

ing or reinforce 

long-term loy-
alty, depending 

on the context 

and the type of 
pricing em-

ployed. 

The study 

demonstrates 
that well-cali-

brated pricing 

strategies can 
enhance con-

sumer engage-

ment and sales 
performance. 

By aligning 

pricing meth-
ods with con-

sumer expecta-

tions and mar-
ket trends, 

companies can 

improve com-
petitive posi-

tioning and 

customer satis-
faction. 

The study 
draws upon 

behavioral 

economics, 
consumer psy-

chology, and 

pricing the-
ory. It inte-

grates princi-

ples of ra-
tional choice 

and perceived 

value frame-
works to un-

derstand how 

customers in-
terpret and re-

spond to pric-

ing cues. 

The study is 

based in the 

Kurdistan re-
gion of Iraq, fo-

cusing on a 

mixed group of 
consumers, in-

cluding millen-

nials who are 
frequent users 

of digital plat-

forms. The 
findings are 

particularly rel-

evant for 
emerging mar-

kets transition-

ing to online re-

tail environ-

ments. 

The research 
employed de-

scriptive statis-

tics, correlation 
analysis, and 

multiple regres-

sion analysis.  

9 

Al Hamli, S.S. 

and Sobaih, 
A.E.E. 

2023 

Key anteced-

ents include 
consumer 

Consumers 

made online 
shopping 

The research 

concludes that 
e-commerce 

The research 

draws upon 
behavioral 

The context is 

set within 
Saudi Arabia, 

The study em-

ploys a quantita-
tive 
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perceptions of 

trust and pri-

vacy, digital 

readiness, emo-

tional responses 
to pandemic 

stress, ease of 

access to di-
verse products, 

and the availa-

bility of flexible 
payment sys-

tems. 

decisions based 

on factors that 

provided emo-

tional reassur-

ance, variety in 
product choices, 

and ease of fi-

nancial transac-
tions. The pan-

demic shifted 

priorities from 
traditional deter-

minants like 

convenience and 
trust to more 

emotionally and 

functionally 
grounded crite-

ria. 

businesses 

must adapt 

their strategies 

by enhancing 

product diver-
sity, integrat-

ing flexible 

and secure 
payment sys-

tems, and ad-

dressing psy-
chological 

needs. These 

efforts can in-
crease cus-

tomer satisfac-

tion, retention, 
and resilience 

in future crises. 

consumer the-

ory, particu-

larly the psy-

chological and 

functional 
motivators of 

online shop-

ping behavior. 
It incorporates 

models from 

digital mar-
keting and re-

tail behavior 

in crisis set-
tings. 

specifically the 

Eastern Prov-

ince. It focuses 

on consumer 

behavior shifts 
due to COVID-

19 and how 

these insights 
can guide e-

commerce busi-

nesses in simi-
lar emerging 

economies. 

methodology in-

volving Likert 

scale-based sur-

veys, descriptive 

statistics for re-
liability testing, 

and multiple re-

gression for ana-
lyzing the influ-

ence of inde-

pendent varia-
bles. Sampling 

was conducted 

using a conven-
ient approach. 

10 

Al Halbusi, H., 

Al-Sulaiti, K., 

Abbas, J. and Al-

Sulaiti, I. 

2022 

The primary an-

tecedents of 

customer satis-
faction are he-

donic motiva-

tion, habits, 
perceived risk, 

technological 

trust, and 
awareness. 

Each of these 

variables plays 
a distinct role in 

shaping online 
shopping be-

havior. Their 

presence or ab-
sence deter-

mines how sat-

isfied a con-
sumer feels af-

ter using an e-

commerce plat-
form. These 

variables serve 

as inputs that 
influence the 

downstream be-

havioral out-
comes in the 

model. 

Consumers de-

cide to continue 

using websites 
based on their 

satisfaction lev-

els. Their satis-
faction is shaped 

by emotional 

gratification, 
past experi-

ences, and per-
ceptions of secu-

rity. The pres-

ence of encour-
aging word-of-

mouth further 

validates their 
decision to stay 

loyal. When 

WOM is posi-
tive, consumers 

are more likely 

to recommend 
and revisit the 

platform. 

The outcome 

of this study is 
a better under-

standing of 

what influ-
ences post-pan-

demic e-com-

merce loyalty. 
The results 

provide action-

able insights 
for businesses 

to improve 
online service 

delivery. Con-

sumers with 

high satisfac-

tion and expo-

sure to positive 
WOM are 

more likely to 

continue shop-
ping. Ulti-

mately, tech-

nology adop-
tion leads to 

sustained web-

site engage-
ment and im-

proved digital 

shopping expe-
riences. 

The study 

builds on the 

Value-Atti-

tude-Behavior 
(VAB) frame-

work to ex-

plain user be-
havior. It in-

corporates 

concepts from 
the Technol-

ogy Ac-

ceptance 
Model (TAM) 

to address 

perceptions 
like useful-

ness and ease 
of use. The 

Unified The-

ory of Ac-
ceptance and 

Use of Tech-

nology 
(UTAUT) 

also informs 

how trust and 
awareness im-

pact deci-

sions. These 
theories are 

merged to 

model a com-
plete pathway 

from attitudes 

to behavioral 
intentions in a 

digital con-

text. 

The study is set 

in Qatar, an 

emerging digi-
tal economy 

with increasing 

e-commerce ac-
tivity. It cap-

tures the behav-

ioral shifts 
among both 

Qatari nationals 
and expatriates 

during COVID-

19. The local 

context in-

cludes changes 

in internet use, 
shopping hab-

its, and digital 

adoption trends. 
These condi-

tions provide a 

unique setting 
for testing in-

ternational the-

ories in a cul-
turally distinct 

environment. 

The research 
uses a quantita-

tive methodol-

ogy through 
structured sur-

veys. It employs 

SmartPLS soft-
ware for Partial 

Least Squares 
Structural Equa-

tion Modeling 

(PLS-SEM). 

The study in-

cludes tests for 

reliability, valid-
ity, and com-

mon method 

bias to ensure 
robustness. Both 

measurement 

and structural 
models are eval-

uated to confirm 

hypotheses. 

11 Bartosiak et al. 2025 

Social media 

influence, 

beauty stand-
ards, curated 

content 

Buying non-es-
sential items to 

fit aspirational 

identities 

Regret, self-es-

teem impact 

Parasocial In-
teraction, 

Identity The-

ory 

Europe, Insta-

gram, fashion 
brands 

Qualitative con-

tent analysis 

12 Bejan 2023 

Self-image, 
beauty product 

exposure, 

online aesthet-
ics 

Buy to feel vali-

dated or attrac-

tive 

Emotional de-

pendency, 
compulsive 

buying 

Body Image 

Theory, Sym-
bolic Interac-

tionism 

Urban women, 

global fashion 

sites 

Thematic quali-
tative analysis 

13 Belanche 2021 

Self-reward 

tendencies, 
emotional 

stress, and 

online access 

Use shopping to 

self-soothe 

Short-term 
mood improve-

ment 

Emotion Reg-
ulation The-

ory 

Spain; urban 

women 

Surveys and 
psychological 

scale correlation 

14 Bhatt & Kumar 2024 

Post-pandemic 

stress, remote 

work isolation 

Compulsive 

shopping as an 

emotional outlet 

Burnout, 

spending guilt 

Behavioral 

Addiction 

Theory 

India, post-

COVID profes-

sionals 

Mixed-method: 

interviews + 

surveys 

15 Bisht & Desu 2024 

Seasonal de-

pression, self-

esteem dips, 
loneliness 

Retail therapy in 
low-mood peri-

ods 

Spending 

spikes, guilt 

Mood Regula-

tion Theory 

India; SAD-

prone regions 

Quantitative: 
Likert-scale sur-

veys 
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16 Boer et al. 2024 

Ideal body 

norms, social 

comparison 

Buying 

beauty/fashion 

to meet the ideal 

Emotional ex-

haustion, re-

curring pur-

chases 

Body Dys-

morphia and 

Marketing 

Psychology 

Global beauty 

platforms 

Literature re-

view + user in-

terviews 

17 Budiyanto et al. 2022 
Digital satura-
tion, notifica-

tion fatigue 

Taking planned 
breaks from 

apps 

Reduced im-
pulsivity, in-

creased control 

Cognitive 

Load Theory 

Southeast Asia; 
urban digital 

consumers 

Experimental 

pre-post design 

18 Cheng et al. 2020 

Digital loneli-

ness, Gen Z 
screen time 

Compensatory 
buying to cope 

with disconnec-

tion 

Emotional reli-

ance on shop-
ping 

Loneliness 
Theory, Cop-

ing Behavior 

Models 

China: young 

women 

Survey of Gen Z 

consumers 

19 Chopra et al. 2020 

Influencer mar-

keting, lifestyle 

envy, validation 
seeking 

Following 
trends and peer 

influence 

Identity confu-

sion, short-

lived satisfac-
tion 

Social Com-
parison The-

ory 

India: fash-
ion/lifestyle 

consumers 

Thematic cod-
ing of inter-

views 

20 
Consiglio & van 
Osselaer 

2022 

Repeated expo-

sure to 
beauty/fashion 

marketing 

Automatic pur-
chasing habits 

Behavioural 

addiction pat-

terns 

Habit Theory, 

Affective 

Conditioning 

Global; female 
consumers 

SEM; long-term 
shopper tracking 

21 Czarnecka et al. 2020 
Stress, anxiety, 

low control 

Using shopping 

as an emotional 
escape 

Relief followed 

by remorse 

Coping The-

ory, Self-Con-

trol Frame-

work 

UK; adult digi-

tal buyers 
Panel study 

22 
Danish Habib & 

Qayyum 
2018 

Social 
livestream in-

teraction 

Buying for peer 

recognition 

Emotional vali-

dation 

Media Rich-

ness Theory, 

Self-Presenta-
tion Theory 

Pakistan; 
livestream plat-

forms 

Participant ob-
servation + digi-

tal ethnography 

23 Das 2024 

Scarcity mes-

saging, urgency 
appeals 

Rush buying due 

to FOMO 
Anxiety, regret 

Scarcity Heu-

ristic, Pro-
spect Theory 

India; e-retail-

ers 

Eye-tracking ex-

periment 

24 Davis et al. 2021 
Peer pressure, 

digital mimicry 

Buying what 

others post 

Temporary 

emotional 
boost, long-

term disso-

nance 

Mimetic De-

sire Theory 

US; youth seg-

ment 

Online behav-

ioral analysis 

25 Deng et al. 2023 
Personalization, 
user interaction 

Livestream pur-

chases via real-
time engage-

ment 

Sense of com-

munity, pres-

sure to repeat 

Self-Determi-
nation Theory 

China; 

livestream plat-

forms 

Mixed methods 

26 Dogra et al. 2023 

Identity transi-
tions (e.g., 

motherhood, re-

tirement) 

Use of shopping 

during personal 
transitions 

Emotional in-

stability, tem-
porary relief 

Life Course 
Theory, Iden-

tity Change 

Theory 

India; life-

stage-focused 

Surveys + inter-

views 

27 Dwi & Utami 2023 

Workplace 

stress, female 

responsibilities 

Shopping as a 

reward or emo-

tional break 

Self-worth im-
provement 

Reward Sensi-
tivity Theory 

Indonesia: 

working 

women 

Survey-based 

28 Eneizan et al. 2020 
Emotional dis-
tress, boredom 

Shopping as 
stress relief 

Improved 

mood, distrac-

tion 

Hedonic Con-

sumption 

Model 

Jordan: young 
adults 

Online question-
naire 

29 Ebrahim 2020 

Time-bound of-

fers, perceived 

social pressure 

Purchase to feel 
included 

Guilt, fatigue, 
dissatisfaction 

Temporal Dis-

counting The-

ory 

MENA region; 
youth shoppers 

Behavioral data 
analytics 

30 Gao & Sai 2020 

COVID isola-

tion, digital 

boredom 

Shopping during 

lockdown as an 

escape 

Spike in screen 
dependency 

Crisis Con-

sumption 

Framework 

China; lock-
down period 

Digital diary + 
interviews 

31 Jadhav et al. 2020 
Fear-based 

messaging 

Purchase out of 

urgency or fear 

Regret, re-

morse 

Fear Appeal 

Theory 

India, mobile 

ad users 

Quasi-experi-

ment 

32 
Jiang & Mac-

intyre 
2025 

Mood tracking, 

self-monitoring 

Delay or control 

purchase via 
mindfulness 

Reduced im-

pulse buying 

Mindfulness-
Based Emo-

tional Regula-

tion 

UK; mobile app 

users 

App analytics + 

user feedback 

33 
Kusumawardhani 
et al. 

2025 

Financial edu-

cation, budget-

ing awareness 

Spending con-

trol and inten-

tion shift 

Decreased im-
pulsivity 

Financial Lit-
eracy Theory 

Southeast Asia; 

30–45 age 

group 

Survey study 

34 
Larranaga & 
Valor 

2022 

Eco-conscious-

ness, climate 

anxiety 

Buy sustainable 

goods for emo-

tional comfort 

Happiness, 

moral satisfac-

tion 

Moral Licens-
ing Theory 

Spain; eco-con-
sumers 

Survey-based 

35 Lee & Song 2020 
UX design, vis-

ual appeal 

Continue brows-

ing/buying in 

low-anxiety set-
ups 

Increased time 
on site, posi-

tive mood 

UX Design 

Theory 

South Korea; e-

platform UI 
Usability tests 

36 Luo & Wong 2017 
Cart-building, 
anticipation 

Feel-good effect 

without pur-

chase 

Satisfaction, 
mood elevation 

Dopamine 

Theory, An-
ticipation Re-

ward Theory 

Hong Kong; 

shopping plat-

forms 

Observational 

analysis + user 

logs 

37 Miah 2024 

Postpartum 

identity confu-
sion 

Buying to affirm 

a new self 

Compulsive 

patterns, relief 
+ guilt 

Identity The-
ory, Behav-

ioral Addic-

tion 

Bangladesh: 

New mothers 

In-depth inter-

views 
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38 Mundel et al. 2023 

Beauty influ-

encer compari-

son 

Purchase to 

match influencer 

image 

Self-esteem 

fluctuation 

Social Com-

parison The-

ory 

US; beauty 

consumers 

Survey and 

modeling 

39 Schultz 2024 
Package antici-
pation cues 

Reactivity to up-
dates, tracking 

Dopamine 

spikes, emo-
tional engage-

ment 

Anticipatory 
Affect Theory 

Germany; mo-
bile apps 

Lab experiment 

40 Tambe & Dey 2021 
Intersectionality 
(caste, gender, 

sexuality) 

Online shopping 
as identity asser-

tion 

Marginalized 

satisfaction 

Intersectional 
Feminist The-

ory 

India; 
LGBTQ+ and 

caste-minorities 

Qualitative fo-

cus groups 

 

The independent variables were aesthetic appeal, personalized advertisements, social media contact, and influencer posts. All these are 

emotional triggers because they evoke arousal, pressure, or a sense of belonging. Website design elements such as typography, color, and 

symmetry, along with social approval markers like reviews and likes, play a role in initiating shopping behavior. The moderating and 

mediating factors include perceived risk, digital literacy, self-esteem, coping skills, and family responsibility. These factors influence how 

emotional stimuli translate into behavior. For example, women who are more digitally or financially literate tend to recognize signs of 

manipulation, while those with low self-esteem or experiencing emotional distress are more vulnerable to impulsive purchases. In the 

context of online shopping behavior among women, outcome measures encompass both positive psychological impacts, such as enhanced 

mood, feelings of empowerment, self-reward, and overall emotional well-being, as well as negative consequences, including financial 

anxiety, buyer’s remorse, compulsive purchasing tendencies, and emotional fatigue. These outcomes extend beyond the psychological 

domain to encompass behavioral and financial dimensions, underscoring the intrinsic interconnection between emotional states and con-

sumption patterns. Analyzing these variables and their interrelationships facilitates context-specific understanding of the emotional dynam-

ics underpinning women's online shopping experiences, offering insights that exceed the explanatory power of conventional quality-based 

evaluations. 

3. Emotional triggers in online shopping 

3.1. Marketing and emotional appeal 

One of the strongest emotional appeals in web shopping is how marketing can be designed in direct reference to a consumer on an affective 

level. On the one hand, instead of informational advertising, digital retailers offer penetrating and emotionally appealing, immersive mar-

keting experiences, in which a lot of attention is paid to aesthetics, user experience (UX) design, and customized recommendations. 

Appealing looks, colorful art, and even thought-through sets of things on display are all meant to create an atmosphere of emotional 

attachment. According to Deng et al. (2023), such factors as vividness, interactivity, and media richness of websites apply significantly to 

the increased impulse buying tendencies. Such aspects increase the sense of the value of the product, but they also decrease cognitive 

control, resulting in impulsive choices. 

Besides aesthetics, UX design and personalization algorithms are the tools for influencing the mood of consumers and choice-making. 

Whenever users see products that correlate to their prior viewing history, preferences, or perceived requirements, they feel as though the 

platform is somehow cognizant of their individuality. The satisfaction with the shopping outcome in this sense is rewarding (Alwiyah et 

al., 2024; Ali & Anwar, 2021). In addition, call-to-action messages like optimal stock messages (i.e., Only 2 are left in stock), limited-time 

sales, and discounts portray stress and show people a sense of urgency that compels them to make decisions without planning (Das, 2024). 

These emotionally appealing settings are most effective on a female consumer. Studies conducted on female consumers reveal that female 

shoppers are very prone to affective cues when shopping (Amirtha et al., 2020). Displays of goods in forms that fit in a beautiful design 

raise the emotional connection and decrease the resistance of buyers, thus making emotionally stimulated purchases more frequent. 

3.2. Social media influence 

Social approval, which has been demonstrated by likes, shares, and comments, achieves the emotional satisfaction that consumers will get 

when they spend their money on trending or endorsed products. The desire to meet ideal or perfect beauty or lifestyle ideals further escalates 

by influencers showing off desirable lifestyles, which makes the audience want to fit in. Influencer marketing is, in that regard, both a 

social signal and an emotional incentive to the followers, insidiously persuading them that not only is such a product something that they 

want, but even something that they need to acquire a specific identity or status (Chopra et al., 2020). 

One such popular tendency in this area is the Fear of Missing Out (FOMO). It is developed through time-bound offers, drop culture, and 

incessant reminders of what others may be purchasing or posting (Dutot & Lichy, 2022). The prevalence of FOMO has a severe impact on 

online purchasing patterns since it makes the shopper feel emotionally compelled (Ebrahim, 2020). As Abdelsalam et al. (2020) and Aboul-

Dahab et al. (2021) claim, social commerce platforms could create an increased level of urgency and excitement, which, in turn, stimulates 

spontaneous and impulsive purchases. 

Besides, livestream e-commerce, especially among young women, allows interaction with sellers and influencers in real time. According 

to Deng et al. (2023), the feelings of peculiarity and desire to express oneself as consumer traits prompt emotional involvement in the 

process of livestream shopping. These experiences are social shopping simulations, which further blur the distinction between pleasure and 

business. Thus, any repetitive shopping will become deeply enforced through the social validation loop in which people purchase items 

with the hope of being recognized, or in a digital peer group. Such behavior is motivated not just by the necessity of the product or a 

commodity, but it is also facilitated by the emotional satisfaction derived from the experience of being seen, accepted, and validated (Danish 

Habib & Qayyum, 2018; Davis et al., 2021). 

3.3. Anticipation and reward mechanism 

In addition to the external stimuli, neuropsychological mechanisms that are internal also contribute to an essential part of emotional shop-

ping. Just by browsing around, putting just about anything in a cart, and waiting until it is shipped, the dopamine reward system is brought 

online, outputting much pleasure and anticipation. 
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The emotional reward system starts even prior to the actual purchase. Understanding this phenomenon, according to Adamczyk (2021) and 

Al Halbusi et al. (2022), turns out to be quite simple, as anticipation of purchasing an item of interest to a consumer usually creates even 

greater psychological pleasure, as compared to the actual possession of it. The reason is that the brain perceives anticipation as some kind 

of gratification, and the process of simply sitting and thinking that you are waiting to receive a package is an enjoyable experience. 

Platforms play into this expectation by giving real-time tracking, guesstimated delivery progress counters, and unwrapping images. Owing 

to each of these design features, it helps maintain an emotional involvement beyond the period of the transaction. Akram et al. (2021) 

explain that the existence of such emotionally reinforcing mechanisms favors the practice of online shopping as a retail therapy, especially 

in women who experience stress or emotional distress daily. 

The reward mechanism may be self-rewarding at those times when people are in an emotionally vulnerable situation, i.e., during an anxious 

period, lonely, or with low self-esteem, and can assume bigger roles in compulsive shopping (Belanche, 2021; Bisht & Desu, 2024). The 

consumer is programmed to feel good after a shopping experience, so that a cycle of consumption as a coping mechanism continues to be 

established. 

4. Psychological outcomes of online shopping 

4.1. Positive outcomes 

Online shopping is not only a convenience. It is also emotional, self-expression and empowerment in the eyes of many women. Among the 

notable advantages is relieving stress. Listening, reading, and responding to the prompts while browsing, choosing, and making online 

purchases act as a kind of temporary distraction from the pressures encountered in everyday life (Eneizan et al., 2020). It enables one to 

disconnect from work, caring, or emotional exhaustion (Akram et al., 2021; Chavadi et al., 2023; Chen et al., 2022. Having been called 

retail therapy, such a coping mechanism has also been associated with better regulation of emotions and less stress (Adamczyk, 2021). 

Another positive outcome is self-reward. Shopping, especially online, is the way women tend to reward themselves after attaining a mile-

stone or after going through stressful phases and boost their spirits (Sahetapy et al., 2020). Such hedonic-motivated purchases increase self-

esteem and control, providing people an individual satisfaction. 

Moreover, online shopping may result in mood improvement and high self-efficacy. The expectation to get an order and the satisfaction of 

unpacking the boring excite the reward mechanisms in the brain, especially the dopamine pathway (Lee & Lee, 2019). The research indi-

cates that online shopping may help one feel a sense of control and emotional satisfaction when other forms of gratification are scarce 

(Akram et al., 2021). Lastly, most of the women feel empowered and independent when they shop online. It allows making the decision 

on personal terms without being influenced by sales conditions and yet provides the opportunity to be flexible on the schedule (Amirtha, 

2020). 

4.2. Negative outcomes 

Online shopping has psychological costs, even though they are offset by its usefulness. One of these problems is anxiety about spending 

more. Coupled with the ease of purchase, payment options on credit, and strategized advertisements, unplanned purchases always result. 

This may cause financial regret and feelings of guilt as well as long-term stress related to money (Bisht & Desu, 2024; Budiyanto et al., 

2022; Fraundorf et al., 2023). 

Buyer's remorse is also another common effect. Online shoppers are likely to develop regrets at the time of choosing to purchase certain 

items because they either have inflated expectations or lack financial capability (Astuti & Nindyaswari, 2022; Barta et al., 2023).  

Another problem that is not quite evident yet equally important is decision fatigue. The online options are enormous, and one must contin-

uously evaluate them, which is tiresome. Price comparison, review reading, and tab switching may overwhelm users and decrease their 

decision-making quality, causing emotional burnout (Chetioui et al., 2020). Such an effect is especially noticed in women who might 

already have a decision-making overload in another stream of their life, like family or job. 

They come with the adverse effects of the purchases that, in most cases, are made amid emotional weakness, like a state of loneliness, 

sadness, and stress. Although purchasing can provide a temporary solution to the problem, it is typically met with emotional disappoint-

ments, which further enforces a maladaptive coping performance (Czarnecka et al., 2020; Daroch et al., 2021). 

4.3. Online shopping addiction and compulsivity 

Among the less positive consequences of the psychological nature, the development of online shopping addiction and compulsive online 

purchases must be ranked. Such trends are described as repetitive and emphatic buying that is hard to restrain. It can be said that compulsive 

buyers frequently feel the urge to shop, which is not easily regulated by rational self-regulation, despite a harmful effect on their budgets, 

connections, or mental well-being (Gulfraz et al., 2022). 

Shopping addiction is mostly driven by an emotional motive, a monetary reason, or a complex, ranging from boredom to anxiety, insecurity, 

and low self-worth (Bryła et al., 2022; Budiyanto et al., 2022). In the event of shopping as a form of escape or mood management, it can 

develop into addiction-like patterns, craving, withdrawal symptoms, and the urge to spend more so that they can obtain an emotional high. 

In most instances, shopping compulsivity is significantly correlated with self-esteem and body image. Negative self-perception usually 

includes using web shopping as a method of trying to enhance both the way women see themselves and how they are perceived by others, 

especially when purchasing beauty products or fashion items (Bejan, 2023; Consiglio & van Osselaer, 2022). This propensity is worsened 

by the idealized values and aesthetics popularized across social media, which invite women to purchase products not because they neces-

sitate them but rather to fit them into idealizing standards (Bryła et al., 2022). 

A study shows that pathological Internet shoppers have an increased proneness to indicate depression, anxiety, and harmful conduct symp-

toms (Goslar et al., 2020; Beyens et al., 2021). Their purchases cease to become periodical cheer-up actions but become obligatory emo-

tional responses that interfere with well-being. 

Moreover, the involvement and individuality of the e-commerce sites add to this cycle. A steady signal, shopping cart reminders, and an 

algorithmic recommendation allow the consumer to be operationally distracted and psychologically chained to repeated shopping (Aw et 

al., 2021). Emotions, rather than needs, drive consumption in this cycle. 
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5. Coping mechanisms and moderating factors 

5.1. Coping strategies 

The most popular trend is mindful shopping, according to which people raise their self-awareness preceding a purchase, during a purchase, 

and after a purchase. It involves building wish lists as opposed to impulsive purchases, spending caps, waiting on purchases, or the imple-

mentation of budgeting apps and finance online applications to monitor expenses. These habits assist individuals in becoming purposeful 

and less indecisively motivated by convincing sales pitches (Erjavec & Manfreda, 2021) 

Digital detoxification is another good idea- a temporary leave from e-commerce systems or social media. Women can get rid of the stimu-

lation of emotions by narrowing the distances to targeted advertising, flash sales, and advertising by influencers, so that they regain control 

over their consumption drive. Behavioral recalibration can also be assisted through scheduled time-off apps or disabling push notifications 

(Bisht & Desu, 2024). 

Modelling the shopping experience differently may be useful in certain instances. Rather than resorting to shopping as an extrinsic goal or 

coping mechanism, women can alter their shift in focus to other emotional modes, including journal writing, exercise, or craft creations 

etc. All these replacement activities are the same emotional needs that give rise to relieving stress or enjoyment without the monetary or 

mental costs of addiction (Budiyanto et al., 2022). 

5.2. Role of social support 

Social support networks are very important in modulating shopping behavior. Discussing the topic of spending with family or friends may 

give women a level of emotional accountability and different points of view and allow them to think about the necessity of the purchases 

or whether choices were being made because of emotions. Since conscious consumption is an expression of intentionality, talking to people 

about budgeting, saving goals, or even online shopping temptations can feel like a normalization of the behavior, and a release of isolation 

or the guilt that goes with it (Bejan, 2023). 

Online communities and peer groups also act as a defense. Support forums, groups on digital well-being, and financial planning commu-

nities provide women with a secure place to talk about their experiences of the stress of shopping and the advice of others. This feeling of 

community makes people emotionally free and dependent upon consumption and makes their decisions healthier (Bryła et al., 2022). 

5.3. Awareness and digital education 

The main buffering variable against the temptations of online shopping is digital literacy, the capacity to comprehend how online platforms 

use one to manipulate their behavior. The growth in user awareness of the uses of algorithms and the concept of targeted advertising, as 

well as persuasive design (e.g., scarcity cues or messages of urgency), has placed users in a better position to combat emotional manipula-

tion (Feng & Tong, 2022; Hamli & Sobaih, 2023). 

Knowledge of how data is used by the platforms to influence consumer decisions gives women the opportunity to be more critical of e-

commerce settings. Such methods as identification of a pattern of manipulations, inferno browsing, or mindful restriction of data sharing 

contribute to the maintenance of psychological autonomy (Chen et al., 2021). 

Furthermore, a conscious understanding that people are shopping to relieve stress when everything is going wrong, when they are bored, 

or are afraid, is a step toward realizing it does not work before making a purchase. Building this emotional intelligence is the determinant 

towards the long-lasting resistance of impulsive or compulsive shopping (Dogra et al., 2023). 

6. Research gaps 

A great number of studies are devoted to the immediate emotional functions of impulse buying, mood upgrades, or buyer's remorse (Chen 

et al., 2021). Nonetheless, little has been concluded about the long-term emotional consequences of long-term online shopping behavior.  

There is limited research on the way shopping behavior will change with the change of life stages, e.g., as a new mother, losing a job, and 

what life after retirement is like, because all these life changes are potentially influencing emotional values and coping strategies. Moreover, 

in most publications, addiction and impulsivity are dominant features, and less attention is paid to new psychological challenges like digital 

fatigue, self-comparison effects triggered by social media, or identity dissonance caused by motivational marketing (Dogra et al., 2023; 

Erjavec & Manfreda, 2021). These processes might have minor but long-lasting effects on emotional health and should be considered in 

more detail. 

Even though a lot of research has recognized that women are predisposed to buying something more emotionally as compared to men, 

most of the available research on it is heteronormative, urban, and Western-centric. Gender-inclusive research is necessary that would take 

into consideration the experiences of non-binary people or women who identify as LGBTQ+ and go through emotional consumption in 

online spaces. Similarly, research should include a culturally diverse environment, at least the Global South, whereby the social-economic 

situation, digital opportunities, and cultural beliefs might highly influence the shopping pattern, as well as emotional expression (Aboagye 

& Anong, 2020; Budiyanto et al., 2022; Sahetapy et al., 2020). 

Very few studies propose or test intervention strategies. Such psychological consequences as stress, addictions, and lack of self-esteem are 

understudied, whereas the ways to reduce the impact of these phenomena are under discussion as well. In the future, behavioral nudges, 

mobile applications, and digital devices' effectiveness in facilitating mindful shopping should be examined. It is also possible to consider 

planning education that would increase financial literacy and digital literacy, especially for younger or weaker buyers. Finally, multidisci-

plinary partnerships between psychologists, UX designers, and policymakers. 

To better understand the long-term emotional impacts of online shopping behaviors, future studies should consider longitudinal research 

designs that track consumers’ emotional responses and spending patterns over time. Experimental studies (e.g., A/B testing with different 

platform designs or nudge-based interventions) could help establish causal links between emotional triggers and purchase outcomes. 

Mixed-method approaches, combining qualitative diaries with quantitative spending data, could provide richer insights into emotional 

regulation and post-purchase regret. Furthermore, experience sampling methods (ESM) could be used to capture real-time emotional fluc-

tuations during online shopping sessions.” 



International Journal of Accounting and Economics Studies 195 

 

7. Conclusion 

The review concluded that emotional stimuli like personalized marketing, the influence of social media, and dopamine-related anticipation 

are at the core of the phenomenon of explaining why women shop online impulsively. Though most women who practice it give positive 

psychological effects, including mood boosters, empowerment, and stress relievers, there are equally valid and burning adverse effects, 

including anxiety of spending, buyer's remorse, decision fatigue, and development of compulsive buying patterns.  

Online shopping addiction poses a certain threat, especially as an online habit that a person responds to stress, loneliness, or low self-

esteem. Such a form of behavior is often encouraged due to algorithmic personalization and persuasive digital design. There is also the 

issue of self-image and social comparison that is made worse by influencer culture and aspirational marketing to add depth to the emotional 

aspect of shopping. 

Nevertheless, the availability of coping strategies, including mindful budgeting, digital detox, and peer support, and the moderating effect 

of digital literacy, provides such solutions to healthier purchasing behavior. Emotional awareness and consumer education evince very well 

how some of the psychological risks of online consumption may be curbed. 

Future studies are necessary to fill the existing gaps in diversity, inclusion, and intervention development to understand female consumers 

better and help them. Longitudinal research, gender-integrated research, and culturally sensitive knowledge are urgently needed. Moreover, 

researchers, technologists, and policymakers should collaborate in their endeavors to create ethically established digital retailing landscapes 

that protect psychological wellness. Altogether, it is crucial to identify the emotional structure of online shopping not only to ensure con-

sumer satisfaction but also to protect a healthy mind and reveal an ethical design and sustainable electronic consumption.  

These findings also carry significant economic implications. Emotional triggers such as impulse buying and retail therapy influence con-

sumer spending trends and can lead to household financial stress through unplanned expenditures and increased credit usage. From a macro 

perspective, these behaviors shape market efficiency and drive revenue strategies in e-commerce platforms, aligning this study with the 

behavioral economics and market-finance dimensions emphasized by IJAES.  

References 

[1] Abdelsalam, S., Salim, N., Alias, R. A., & Husain, O. (2020). Understanding Online Impulse Buying Behavior in Social Commerce: A Systematic 
Literature Review. IEEE Access, 8(1), 89041–89058. Available online: https://doi.org/10.1109/ACCESS.2020.2993671. 

[2] Aboagye, J., & Anong, S. (2020). Provider and Consumer Perceptions on Mobile Money and Microfinance Integrations in Ghana: A Financial 

Inclusion Approach. International Journal of Business and Economics Research, 9(4), 276. Available online: 
https://doi.org/10.11648/j.ijber.20200904.24. 

[3] Aboul-Dahab, S., Agag, G., & Hassan Abdelmoety, Z. (2021). Examining the Influence of Cultural and Ethical Ideology on Consumers’ Perceptions 

about the Ethics of Online Retailers and Its Effects on Their Loyalty. Journal of Retailing and Consumer Services, 61(1), 102559. Available online: 
https://doi.org/10.1016/j.jretconser.2021.102559. 

[4] Adamczyk, G. (2021). Compulsive and Compensative Buying among Online shoppers: an Empirical Study. PLOS ONE, 16(6), e0252563. Available 

online: https://doi.org/10.1371/journal.pone.0252563 
[5] Ahi, A. A., Sinkovics, N., & Sinkovics, R. R. (2022). E-commerce Policy and the Global economy: a Path to More Inclusive development? Manage-

ment International Review, 63(1), 27–56. Available online: https://doi.org/10.1007/s11575-022-00490-1. 

[6] Ahsan, M. (2024). Emotionally intelligent user interfaces of social media: The role of emotional intelligence in user interface design and UX pattern 
of social media on human behaviour.  

[7] Akram, U., Fülöp, M. T., Tiron-Tudor, A., Topor, D. I., & Căpușneanu, S. (2021). Impact of Digitalization on Customers’ Well-Being in the Pandemic 

Period: Challenges and Opportunities for the Retail Industry. International Journal of Environmental Research and Public Health, 18(14), 7533. 
ncbi. Available online: https://doi.org/10.3390/ijerph18147533. 

[8] Al Halbusi, H., Al-Sulaiti, K., Abbas, J., & Al-Sulaiti, I. (2022). Assessing Factors Influencing Technology Adoption for Online Purchasing amid 

COVID-19 in Qatar: Moderating Role of Word of Mouth. Frontiers in Environmental Science, 10. Available online: 
https://doi.org/10.3389/fenvs.2022.942527. 

[9] Alexander, R., Aragón, O. R., Bookwala, J. et al.(2021). The neuroscience of positive emotions and affect: Implications for cultivating happiness 

and wellbeing. Neuroscience & Biobehavioral Reviews, 121(121), 220–249. Available online: https://doi.org/10.1016/j.neubiorev.2020.12.002. 
[10] Ali, B. J., & Anwar, G. (2021). Marketing Strategy: Pricing Strategies and Its Influence on Consumer Purchasing Decision. International Journal of 

Rural Development, Environment and Health Research, 5(2), 26–39. Available online: https://doi.org/10.22161/ijreh.5.2.4. 

[11] Alkhafagi, Y. A. M. (2023). The effect of nostalgia marketing on consumers’ purchase intention. Journal of Economics and Administrative Sciences, 
29(136), 27–39. Available online: https://doi.org/10.33095/jeas.v29i136.2603. 

[12] Alwiyah, Victorianda, & Bennet, D. (2024). Advancing E-commerce Smart-PLS as a Catalyst for Improved Online Shopping Services. International 

Transactions on Education Technology (ITEE), 2(2), 99–108. Available online: https://doi.org/10.33050/itee.v2i2.540. 
[13] Amirtha, R., Sivakumar, V. J., & Hwang, Y. (2020). Influence of Perceived Risk Dimensions on e-Shopping Behavioural Intention among Women—

A Family Life Cycle Stage Perspective. Journal of Theoretical and Applied Electronic Commerce Research, 16(3), 320–355. Available online: 

https://doi.org/10.3390/jtaer16030022. 
[14] Antonopoulou, H. (2024). The value of emotional intelligence: Self-Awareness, self-regulation, motivation, and empathy as key components. Tech-

nium Education and Humanities, 8(1), 78–92. Available online: https://doi.org/10.47577/teh.v8i.9719. 

[15] Aparicio, D., Prelec, D., & Zhu, W. (2025). Choice overload and the long tail: Consideration sets and purchases in online platforms. Manufacturing 
& Service Operations Management, 1(1). Available online: https://doi.org/10.1287/msom.2021.0318 

[16] Astuti, R. D., & Nindyaswari, S. A. (2022). The Role of Browsing in the Relationship between Online Reviews to Impulse Buying. Asean Marketing 
Journal, 14(1). Available online: https://doi.org/10.21002/amj.v14i1.1170 

[17] Aw, E. C.-X., Basha, N. K., Ng, S. I., & Ho, J. A. (2021). Searching online and buying offline: Understanding the role of channel-, consumer-, and 

product-related factors in determining webrooming intention. Journal of Retailing and Consumer Services, 58, 102328. Available online: 
https://doi.org/10.1016/j.jretconser.2020.102328. 

[18] Barauskaitė, B. (2025). The impact of scarcity, discounts, free shipping, personalized recommendations, social proof, emotional storytelling, and 

benefits of products and services on social media advertisements on impulsive purchasing /. Epublications.vu.lt. Available online: https://epublica-
tions.vu.lt/object/elaba:229584062/. 

[19] Barta, S., Gurrea, R., & Flavián, C. (2023). Consequences of Consumer Regret with Online Shopping. Journal of Retailing and Consumer Services, 

73, 103332. Available online: https://doi.org/10.1016/j.jretconser.2023.103332. 
[20] Bartosiak, A., Lee, J. E., & Loibl, C. (2025). Fear of missing out, social media influencers, and the social, psychological and financial wellbeing of 

young consumers. PLOS ONE, 20(4), e0319034. Available online: https://doi.org/10.1371/journal.pone.0319034. 

[21] Bejan, B. M. (2023). The Role of Self-Esteem in the Buying Decision Process. a Theoretical Approach. Studia Universitatis Babeş-Bolyai. Negotia, 
68(1), 67–80. Available online: https://doi.org/10.24193/subbnegotia.2023.1.04 

[22] Belanche, D. (2021). Building influencers’ Credibility on Instagram: Effects on Followers’ Attitudes and Behavioral Responses toward the Influ-

encer. Journal of Retailing and Consumer Services, 61(1), 102585. Available online: https://doi.org/10.1016/j.jretconser.2021.102585. 

https://doi.org/10.1109/ACCESS.2020.2993671
https://doi.org/10.11648/j.ijber.20200904.24
https://doi.org/10.1016/j.jretconser.2021.102559
https://doi.org/10.1371/journal.pone.0252563
https://doi.org/10.1007/s11575-022-00490-1
https://doi.org/10.3390/ijerph18147533
https://doi.org/10.3389/fenvs.2022.942527
https://doi.org/10.1016/j.neubiorev.2020.12.002
https://doi.org/10.22161/ijreh.5.2.4
https://doi.org/10.33095/jeas.v29i136.2603
https://doi.org/10.33050/itee.v2i2.540
https://doi.org/10.3390/jtaer16030022
https://doi.org/10.47577/teh.v8i.9719
https://doi.org/10.1287/msom.2021.0318
https://doi.org/10.21002/amj.v14i1.1170
https://doi.org/10.1016/j.jretconser.2020.102328
https://doi.org/10.1016/j.jretconser.2023.103332
https://doi.org/10.1371/journal.pone.0319034
https://doi.org/10.24193/subbnegotia.2023.1.04
https://doi.org/10.1016/j.jretconser.2021.102585


196 International Journal of Accounting and Economics Studies 

 
[23] Beyens, I., Pouwels, J. L., Driel, I. I. van, Keijsers, L., & Valkenburg, P. M. (2021). Social Media Use and Adolescents’ Well-Being: Developing a 

Typology of Person-Specific Effect Patterns. Communication Research, 51(6), 009365022110381. Available online: 

https://doi.org/10.1177/00936502211038196. 

[24] Bisht, K., & Desu, S. T. (2024). Stress, Coping, and Shopping: Exploring Behavioural Responses. Journal of Scientific Research and Reports, 30(9), 

624–630. Available online: https://doi.org/10.9734/jsrr/2024/v30i92390 
[25] Bodden, S., Finlay, A., Lorimer, H., Parr, H., & Williams, C. (2022, September 21). Winter Worries: Understanding Experiences of Seasonal Affec-

tive Disorder in the UK through the 2022 “Big SAD Survey.” Www.gla.ac.uk. Available online: https://eprints.gla.ac.uk/292974/. 

[26] Boer, R. F., Ayu, R. A., & Alifha, F. (2024). Comparison of online shopping behavior before and during pandemic towards generation Z. Jurnal 
Komunikasi Ikatan Sarjana Komunikasi Indonesia, 9(2), 463–478. Available online: https://doi.org/10.25008/jkiski.v9i2.1137. 

[27] Bryła, P., Chatterjee, S., & Bryła, B. C. (2022). The Impact of Social Media Marketing on Consumer Engagement in Sustainable Consumption: a 
Systematic Literature Review. International Journal of Environmental Research and Public Health, 19(24), 16637. ncbi. Available online: 

https://doi.org/10.3390/ijerph192416637. 

[28] Budiyanto, A., Pamungkas, I. B., & Praditya, A. (2022). Effect of Social Media on Buying Interest and Consumer Buying Decisions: A Systematic 
Literature Review. Inovasi, 9(2), 119. Available online: https://doi.org/10.32493/Inovasi.v9i2.p119-129.27539. 

[29] Cebecioglu, G., & Altıparmak, İ. B. (2022). Sociological analysis of middle-aged housewives’ social media usages. 1–20. Available online: 

https://www.researchgate.net/profile/Gulcin-Cebecioglu/publication/375768973_Sociological_Analysis_of_Middle_Aged_Housewives. 
[30] Chavadi, C. A., Sirothiya, M., Menon, S. R., & R, V. M. (2023). Modelling the Effects of Social Media–based Brand Communities on Brand Trust, 

Brand Equity and Consumer Response. Modelling the Effects of Social Media–Based Brand Communities on Brand Trust, Brand Equity and Con-

sumer Response, 48(2), 114–141. Available online: https://doi.org/10.1177/02560909231172010. 
[31] Chen, T., Samaranayake, P., Cen, X., Qi, M., & Lan, Y.-C. (2022). The Impact of Online Reviews on Consumers’ Purchasing Decisions: Evidence 

from an Eye-Tracking Study. Frontiers in Psychology, 13(13), 1–13. Frontiersin. Available online: https://doi.org/10.3389/fpsyg.2022.865702 

[32] Chen, W.-K., Chen, C.-K., & Silalahi, A. D. K. (2021, August 1). Understanding Consumers’ Post-purchase Behavior by Cognitive Dissonance and 
Emotions in the Online Impulse Buying Context. IEEE Xplore. Available online: https://doi.org/10.1109/IRI51335.2021.00061. 

[33] Chen, W.-K., Chen, C.-W., & Lin, Y.-C. (2020). Understanding the Influence of Impulse Buying toward Consumers’ post-purchase Dissonance and 

Return intention: an Empirical Investigation of Apparel Websites. Journal of Ambient Intelligence and Humanized Computing, 14. Available online: 
https://doi.org/10.1007/s12652-020-02333-z. 

[34] Chetioui, Y., Lebdaoui, H., & Chetioui, H. (2020). Factors Influencing Consumer Attitudes toward Online shopping: the Mediating Effect of Trust. 

EuroMed Journal of Business, 16(4), 544–563. Available online: https://doi.org/10.1108/EMJB-05-2020-0046. 
[35] Chidambaram, V., Rana, N. P., & Parayitam, S. (2023). Antecedents of consumers’ Online Apparel Purchase Intention through Virtual Try on 

technology: a Moderated Moderated‐mediation Model. Journal of Consumer Behaviour. Available online: https://doi.org/10.1002/cb.2158. 

[36] Chopra, A., Avhad, V., & Jaju, S. (2020). Influencer Marketing: an Exploratory Study to Identify Antecedents of Consumer Behavior of Millennial. 
Business Perspectives and Research, 9(1), 77–91. sagepub. https://doi.org/10.1177/2278533720923486. 

[37] Consiglio, I., & van Osselaer, S. M. J. (2022). The Effects of Consumption on Self-Esteem. Current Opinion in Psychology, 46, 101341. Available 

online: https://doi.org/10.1016/j.copsyc.2022.101341. 
[38] Czarnecka, B., Schivinski, B., & Keles, S. (2020). How Values of Individualism and Collectivism Influence Impulsive Buying and Money budgeting: 

the Mediating Role of Acculturation to Global Consumer Culture. Journal of Consumer Behaviour, 19(5), 505–522. Available online: 

https://doi.org/10.1002/cb.1833. 
[39] Danish Habib, M., & Qayyum, A. (2018). Cognitive Emotion Theory and Emotion-Action Tendency in Online Impulsive Buying Behavior. Journal 

of Management Sciences, 5(1), 86–99. Available online: https://doi.org/10.20547/jms.2014.1805105. 

[40] Daroch, B., Nagrath, G., & Gupta, A. (2021). A Study on Factors Limiting Online Shopping Behaviour of Consumers. Rajagiri Management Journal, 
15(1), 39–52. Emerald. Available online: https://doi.org/10.1108/RAMJ-07-2020-0038. 

[41] Das, S. (2024). Comparative Analysis of Impulse Buying Behaviour across Retail Channels: a Study of Physical Stores, E-commerce Websites and 

Mobile Shopping Apps. Economic Affairs, 69(2). Available online: https://doi.org/10.46852/0424-2513.3.2024.33. 
[42] Davis, F., Gnanasekar, M. B. F., & Parayitam, S. (2021). Trust and Product as Moderators in Online Shopping behavior: Evidence from India. South 

Asian Journal of Marketing, 2(1), 28–50. Available online: https://doi.org/10.1108/SAJM-02-2021-0017. 

[43] Deng, F., Lin, Y., & Jiang, X. (2023). Influence Mechanism of Consumers’ Characteristics on Impulsive Purchase in E-commerce Livestream Mar-
keting. Computers in Human Behavior, 148, 107894–107894. Available online: https://doi.org/10.1016/j.chb.2023.107894. 

[44] Di Crosta, A., Ceccato, I., Marchetti, D., La Malva, P., Maiella, R., Cannito, L., Cipi, M., Mammarella, N., Palumbo, R., Verrocchio, M. C., Palumbo, 

R., & Di Domenico, A. (2021). Psychological Factors and Consumer Behavior during the COVID-19 Pandemic. PLOS ONE, 16(8). Plos. Available 
online: https://doi.org/10.1371/journal.pone.0256095. 

[45] Dinielli, D., Scott Morton, F. M., Seim, K., Sinkinson, M., Fletcher, A., Crawford, G. S., Crémer, J., Heidhues, P., Luca, M., Salz, T., & Schnitzer, 

M. (2023). Consumer Protection for Online Markets and Large Digital Platforms. Openyls.law.yale.edu. Available online: https://open-
yls.law.yale.edu/handle/20.500.13051/18328. 

[46] Dogra, N., Mohd, & Adil, M. (2023). Does Shopping Values Influence consumers’ well-being: Empirical Evidence from e-retail. International 

Journal of Retail & Distribution Management. Available online: https://doi.org/10.1108/IJRDM-03-2023-0167. 
[47] Dutot, V., & Lichy, J. (2022). The Role of Social Media in Accelerating the Process of Acculturation to the Global Consumer Culture. IGI Global 

EBooks, 1875–1898. Available online: https://doi.org/10.4018/978-1-6684-6287-4.ch100 

[48] Dwi, A., & Utami, N. P. (2023). Coping mechanisms of stress: The impact on online purchase impulsivity. Journal of Business, Management, and 
Social Studies, 3(3), 164–180. Available online: https://doi.org/10.53748/jbms.v3i3.70 

[49] Ebrahim, R. S. (2020). The Role of Trust in Understanding the Impact of Social Media Marketing on Brand Equity and Brand Loyalty. Journal of 

Relationship Marketing, 19(4), 1–22. Available online: https://doi.org/10.1080/15332667.2019.1705742 
[50] El-Jardali, F., Fadlallah, R., & Daher, N. (2024). Multi-sectoral Collaborations in Selected Countries of the Eastern Mediterranean region: assessment, 

Enablers and Missed Opportunities from the COVID-19 Pandemic Response. Health Research Policy and Systems, 22(1). Available online: 
https://doi.org/10.1186/s12961-023-01098-z. 

[51] Emidi, S. (2021). Negative Online Shopping Experiences: an Exploration of Remembered Dissatisfaction and Its Meaning for Consumers’ Future 

Experiences. Lub.lu.se. Available online: https://lup.lub.lu.se/student-papers/search/publication/9058895. 
[52] Eneizan, B., Alsaad, A., Alkhawaldeh, A., Rawash, H., & Enaizan, O. (2020). E-wom, trust, usefulness, Ease of use, and Online Shopping via 

websites: the Moderating Role of Online Shopping Experience. Journal of Theoretical and Applied Information Technology, 15(13). Available 

online: http://www.jatit.org/volumes/Vol98No13/5Vol98No13.pdf. 
[53] Erjavec, J., & Manfreda, A. (2021). Online Shopping Adoption during COVID-19 and Social isolation: Extending the UTAUT Model with Herd 

Behavior. Journal of Retailing and Consumer Services, 65, 102867. Available online: https://doi.org/10.1016/j.jretconser.2021.102867. 

[54] Feng, Y., & Tong, Q. (2022). Staying Online, Staying Connected: Exploring the Effect of Online Chatting on Adolescents’ Psychological Well-being 
during COVID-19 Quarantine. Youth & Society, 55(7), 0044118X2110675. Available online: https://doi.org/10.1177/0044118X211067553. 

[55] Fraundorf, S. H., Caddick, Z. A., Nokes-Malach, T. J., & Rottman, B. M. (2023). Cognitive Perspectives on Maintaining Physicians’ Medical Ex-

pertise: III. Strengths and Weaknesses of Self-Assessment. Cognitive Research: Principles and Implications, 8. Available online: 

https://doi.org/10.1186/s41235-023-00511-z 

[56] Fu, S., Zheng, X., Wang, H., & Luo, Y. (2023). Fear appeals and coping appeals for health product promotion: Impulsive purchasing or psychological 

distancing? Journal of Retailing and Consumer Services, 74, 103383. Available online: https://doi.org/10.1016/j.jretconser.2023.103383. 
[57] Gao, G., & Sai, L. (2020). Towards a “virtual” world: Social isolation and struggles during the COVID‐19 pandemic as single women living alone. 

Gender, Work & Organization, 27(5). Available online: https://doi.org/10.1111/gwao.12468. 

https://doi.org/10.1177/00936502211038196
https://doi.org/10.9734/jsrr/2024/v30i92390
https://doi.org/10.25008/jkiski.v9i2.1137
https://doi.org/10.3390/ijerph192416637
https://doi.org/10.32493/Inovasi.v9i2.p119-129.27539
https://doi.org/10.1177/02560909231172010
https://doi.org/10.3389/fpsyg.2022.865702
https://doi.org/10.1109/IRI51335.2021.00061
https://doi.org/10.1007/s12652-020-02333-z
https://doi.org/10.1108/EMJB-05-2020-0046
https://doi.org/10.1002/cb.2158
https://doi.org/10.1177/2278533720923486
https://doi.org/10.1016/j.copsyc.2022.101341
https://doi.org/10.1002/cb.1833
https://doi.org/10.20547/jms.2014.1805105
https://doi.org/10.1108/RAMJ-07-2020-0038
https://doi.org/10.46852/0424-2513.3.2024.33
https://doi.org/10.1108/SAJM-02-2021-0017
https://doi.org/10.1016/j.chb.2023.107894
https://doi.org/10.1371/journal.pone.0256095
https://doi.org/10.1108/IJRDM-03-2023-0167
https://doi.org/10.4018/978-1-6684-6287-4.ch100
https://doi.org/10.53748/jbms.v3i3.70
https://doi.org/10.1080/15332667.2019.1705742
https://doi.org/10.1186/s12961-023-01098-z
https://doi.org/10.1016/j.jretconser.2021.102867
https://doi.org/10.1177/0044118X211067553
https://doi.org/10.1186/s41235-023-00511-z
https://doi.org/10.1016/j.jretconser.2023.103383
https://doi.org/10.1111/gwao.12468


International Journal of Accounting and Economics Studies 197 

 
[58] Goel, P., Garg, A., Sharma, A., & Rana, N. P. (2023). Impact of sensory perceptions on the urge to buy impulsively. Journal of Computer Information 

Systems, 64(4), 1–17. Available online: https://doi.org/10.1080/08874417.2023.2224748. 

[59] Goslar, M., Leibetseder, M., Muench, H. M., Hofmann, S. G., & Laireiter, A.-R. (2020). Treatments for internet addiction, sex addiction and com-

pulsive buying: A meta-analysis. Journal of Behavioral Addictions, 9(1), 14–43. Available online: https://doi.org/10.1556/2006.2020.00005 

[60] Gulfraz, M. B., Sufyan, M., Mustak, M., Salminen, J., & Srivastava, D. K. (2022). Understanding the Impact of Online Customers’ Shopping Expe-
rience on Online Impulsive buying: a Study on Two Leading e-commerce Platforms. Journal of Retailing and Consumer Services, 68(103000), 

103000. Available online: https://doi.org/10.1016/j.jretconser.2022.103000. 

[61] Hamli, S. S. A., & Sobaih, A. E. E. (2023). Factors Influencing Consumer Behavior Towards Online Shopping in Saudi Arabia amid COVID-19: 
Implications for E-Businesses Post Pandemic. Journal of Risk and Financial Management, 16(1), 36. MDPI. Available online: 

https://doi.org/10.3390/jrfm16010036. 
[62] Iyer, G. R., Blut, M., Xiao, S. H., & Grewal, D. (2019). Impulse buying: A meta-analytic review. Journal of the Academy of Marketing Science, 

48(48), 384–404. Available online: https://doi.org/10.1007/s11747-019-00670-w 

[63] Jiang, G., & Macintyre, L. (2025). Wardrobe management apps and their unintended benefits for fashion sustainability and well-being: Insights from 
user reviews. Sustainability, 17(9), 4159. Available online: https://doi.org/10.3390/su17094159 

[64] Kigen, F., & Venter, M. (2025). Harmony amidst dissonance: Unveiling the power of open communication in resolving demarketing dilemmas. 

Cogent Business & Management, 12(1). Available online: https://doi.org/10.1080/23311975.2025.2453624. 
[65] Kusumawardhani, R. K., Mubarokah, S. M., Prihatin, W. P., & Hartono, A. H. (2025). Examining the impact of socioeconomic status and digital 

financial literacy on financial behavior among indonesian gen Z. GLOBAL BUSINESS FINANCE REVIEW, 30(5), 26–42. Available online: 

https://doi.org/10.17549/gbfr.2025.30.5.26. 
[66] Larranaga, A., & Valor, C. (2022). Consumers’ categorization of eco-friendly consumer goods: An integrative review and research agenda. Sustain-

able Production and Consumption, 34. Available online: https://doi.org/10.1016/j.spc.2022.10.005 

[67] Miah, M. S. (2024, August). Role of men in supporting their women partners with postpartum depression (PPD): A study among bangladeshis in 
southern ontario, canada. Uoguelph.ca. Available online: https://atrium.lib.uoguelph.ca/items/ea366cfd-4a2e-4c5e-9cc8-18bb8258d46c. 

[68] Müller, A., Laskowski, N. M., Wegmann, E., Steins-Loeber, S., & Brand, M. (2021). Problematic online buying-shopping: Is it time to considering 

the concept of an online subtype of compulsive buying-shopping disorder or a specific internet-use disorder? Current Addiction Reports, 8. Available 
online: https://doi.org/10.1007/s40429-021-00395-3. 

[69] Mundel, J., Wan, A., & Yang, J. (2023). Processes underlying social comparison with influencers and subsequent impulsive buying: The roles of 

social anxiety and social media addiction. Journal of Marketing Communications, 30(7), 1–18. Available online: 
https://doi.org/10.1080/13527266.2023.2183426. 

[70] Munn, Z., Peters, M., Stern, C., Tufanaru, C., McArthur, A., & Aromataris, E. (2018). Systematic Review or scoping review? Guidance for authors 

when choosing between a systematic or scoping review approach. BMC Medical Research Methodology, 18(1), 1–7. Available online: 
https://doi.org/10.1186/s12874-018-0611-x 

[71] Paul, J., Khatri, P., & Kaur Duggal, H. (2023). Frameworks for developing impactful systematic literature reviews and theory building: What, why 

and how? Journal of Decision Systems, 33(4), 1–14. Available online: https://doi.org/10.1080/12460125.2023.2197700 
[72] Paul, J., Lim, W. M., O’Cass, A., Hao, A. W., & Bresciani, S. (2021). Scientific procedures and rationales for systematic literature reviews (SPAR‐

4‐SLR). International Journal of Consumer Studies, 45(4). Available online: https://doi.org/10.1111/ijcs.12695. 

[73] Sahetapy, W. L., Kurnia, E. Y., & Anne, O. (2020). The influence of hedonic motives on online impulse buying through shopping lifestyle for career 
women. SHS Web of Conferences, 76, 01057. Available online: https://doi.org/10.1051/shsconf/20207601057. 

[74] Sarkar, S. K., Roy, P., Podder, A., Ghosh, S., & Sen, A. (2025). The digital dilemma. Advances in Human and Social Aspects of Technology Book 

Series, 179–210. Available online: https://doi.org/10.4018/979-8-3693-8804-4.ch007. 
[75] Schiaroli, V., Fraccascia, L., & Dangelico, R. M. (2024). How can consumers behave sustainably in the fashion industry? A systematic literature 

review of determinants, drivers, and barriers across the consumption phases. Journal of Cleaner Production, 483(144232), 144232–144232. Availa-

ble online: https://doi.org/10.1016/j.jclepro.2024.144232. 
[76] Schultz, W. (2024). A dopamine mechanism for reward maximization. Proceedings of the National Academy of Sciences of the United States of 

America, 121(20). Available online: https://doi.org/10.1073/pnas.2316658121. 

[77] Vihari, N. S., Sinha, N. K., Tyagi, A., & Mittal, S. (2022). Effect of mindfulness on online impulse buying: Moderated mediation model of problem-
atic internet use and emotional intelligence. Frontiers in Psychology, 13. Available online: https://doi.org/10.3389/fpsyg.2022.1012331 

[78] Wang, J., Shahzad, F., Ahmad, Z., Abdullah, M., & Hassan, N. M. (2022). Trust and consumers’ purchase intention in a social commerce platform: 

A meta-analytic approach. SAGE Open, 12(2), 215824402210912. Available online: https://www.researchgate.net/publica-
tion/359310359_Trust_and_Consumers'_Purchase_Intention_in_a_Social_Commerce_Platform_A_Meta-Analytic_Approach. 

https://doi.org/10.1177/21582440221091262. 

[79] Wang, Z., Kasimon, D. N. B., Anita, W., & Ma, Y. (2023). Understanding emotional attachment and media engagement: An analysis of attachment 
theory in the context of douyin beauty and fashion short among Chinese young females. Pakistan Journal of Life and Social Sciences, 21(2). Available 

online: https://doi.org/10.57239/PJLSS-2023-21.2.0022. 

[80] Wu, L., Dodoo, N. A., & Wen, T. J. (2024). Disclosing AI’s involvement in advertising to consumers: A task-dependent perspective. Journal of 
Advertising, 1–19. Available online: https://doi.org/10.1080/00913367.2024.2309929. 

https://doi.org/10.1080/08874417.2023.2224748
https://doi.org/10.1556/2006.2020.00005
https://doi.org/10.1016/j.jretconser.2022.103000
https://doi.org/10.3390/jrfm16010036
https://doi.org/10.1007/s11747-019-00670-w
https://doi.org/10.3390/su17094159
https://doi.org/10.1080/23311975.2025.2453624
https://doi.org/10.17549/gbfr.2025.30.5.26
https://doi.org/10.1016/j.spc.2022.10.005
https://doi.org/10.1007/s40429-021-00395-3
https://doi.org/10.1080/13527266.2023.2183426
https://doi.org/10.1186/s12874-018-0611-x
https://doi.org/10.1080/12460125.2023.2197700
https://doi.org/10.1111/ijcs.12695
https://doi.org/10.1051/shsconf/20207601057
https://doi.org/10.4018/979-8-3693-8804-4.ch007
https://doi.org/10.1016/j.jclepro.2024.144232
https://doi.org/10.1073/pnas.2316658121
https://doi.org/10.3389/fpsyg.2022.1012331
https://doi.org/10.1177/21582440221091262
https://doi.org/10.57239/PJLSS-2023-21.2.0022
https://doi.org/10.1080/00913367.2024.2309929

