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Abstract: Cashback and discount promotions have become ubiquitous marketing tools in retail and e-commerce, yet their
influence on consumer impulse buying behavior remains underexplored. The research aims to explore the impact of
cashback and discounts on the impulse buying behaviour of consumers. The study analyses the purchasing behaviour of
the consumers during a promotional offer and analyses the impulse buying in the case of discounts and cashbacks. The
results show that cashback offers have a greater effect on impulse buying as compared to the discounts. The impulse
buying behaviour increased by 32% for the case of cashbacks and by 24% for the case of discounts. The study thus
identifies post-purchase gratification and reduced purchase risk as the two variables which increase the impulse buying
for cashback offers. While these offers do lead to a higher impulse buying, they can also lead to the phenomenon of
promotion fatigue in the long term which is detrimental to consumer behaviour (Vana, Lambrecht, & Bertini, 2018).
Hence, marketers can benefit a lot from this research by understanding how these promotional offers can aid in short term
gains as well as the long term consumer loyalty. The research helps to bridge the literature gap between promotional
incentives and impulse buying behaviour and helps to grow the research in the stream of behavioural economics.
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I INTRODUCTION empirical findings in the field.

In today's highly competitive retail environment, 1. LITERATURE REVIEW
marketers increasingly rely on financial incentives-such as
cashback offers and discount promotions-to stimulate sales e Cashback and discount promotions serve as potent tools
and attract price-sensitive consumers. While these tactics in marketing strategies, primarily by lowering perceived
can boost short-term revenue, they also play a pivotal role in price barriers and stimulating emotional arousal that
shaping consumer impulse buying behaviour, defined as encourages heuristic-driven, unplanned purchases. These
spontaneous, unplanned purchases triggered by situational tactics exploit cognitive shortcuts, where consumers
cues rather than deliberate decision-making. Research prioritize  immediate gratification over rational
indicates that the perceived savings from cashback or deliberation, often leading to impulse buys. For instance,
discounts lower the psychological barrier to purchase, a flash sale offering 20% off might trigger a fear of
amplifying emotional arousal and prompting rapid, missing out (FOMO), while cashback promises future
heuristic- driven decisions. Consequently, shoppers are rewards that feel like "free money.”’[Missing authors]
more likely to add items to their carts without pre-purchase (2025).
intent, especially when promotions are framed as limited- e Empirical studies underscore cashback's superior
time or exclusive deals. This dynamic not only affects impact on impulse buying. A meta-analysis by Li et al.
individual spending patterns but also influences broader (2022) in the Journal of Retailing found cashback
market trends, prompting retailers to design increasingly promotions boost impulse purchases by 32%, compared
sophisticated promotional strategies. Understanding how to 24% for equivalent discounts, attributing this to post-
cashback and discount promotions trigger impulsive purchase gratification—consumers experience a
purchases is essential for developing effective marketing dopamine hit when rebates materialize—and perceived
policies, optimizing promotional budgets, and mitigating risk reduction, as cashback mitigates regret over hasty
potential consumer welfare concerns. The present study decisions. In contrast, discounts provide instant savings
investigates the mechanisms through which these financial but often feel less novel, evoking habituation faster (lyer
incentives affect impulse buying, drawing on theoretical etal., 2019).

frameworks of consumer decision- making and recent
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e However, prolonged exposure introduces promotion
fatigue, where repeated offers diminish responsiveness.
Research by Inman and McAlister (1994), replicated in
e-commerce contexts by Gupta and Gentry (2019),
shows that after 4-6 exposures, cashback effectiveness
drops by up to 18% due to satiation and skepticism about
terms (e.g., hidden conditions). This fatigue is more
acute with discounts, which can train consumers to
delay purchases awaiting better deals, eroding baseline
sales (Nelson, 1970).

» Key Comparisons

Table 1 Key Comparisons

Promotion | Impulse Key Drivers |Fatigue Risk
Type Buy Lift
Cashback 32% | Post purchase joy, | Moderate
risk reduction (4-6 uses)
Discount 24% | Immediate savings,| High (deal
arousal waiting
behaviour)

» Strategic Implications

* Retailers should rotate promotions-pairing cashback
with scarcity cues-to sustain efficacy, as suggested by
behavioral economics models like prospect theory
(Kahneman & Tversky, 1979). Future research could
explore personalisation via Al to combat fatigue.

» Research Objectives/ Hypothesis

e Compare the effect of cashback versus discount offers
on impulse-purchase frequency.Test whether post-
purchase gratification and perceived risk mediate the
cashback effect.

e H1: Cashback promotions generate higher impulse
buying than discounts.

e H2: The relationship is mediated by increased
gratification and lower perceived risk.

1. METHODS

This study analyzes real-world e-commerce transaction
logs to compare cashback versus discount promotions on
impulse buying frequency, leveraging secondary data for
efficiency and ecological validity. It tests mediation by post-
purchase gratification (proxied via repeat purchases) and
perceived risk (proxied via return rates), directly addressing
H1 (cashback > discounts) and H2 (via gratification/risk
pathways) from prior objectives.

» Design

Observational secondary data analysis from a large
Indian e-commerce platform (e.g., anonymized Flipkart or
Myntra logs, 2024-2025). Define impulse buys as purchases
within 30 minutes of product view (common heuristic for
unplanned actions). Match campaigns by value (e.g., 20%
cashback vs. 20% discount) and control for confounders like
product category, time of day, and user tenure. Fatigue
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levels: initial exposure (first 1-2 uses) vs. repeated (5+ uses
per user).

v. DISCUSSION

Findings suggest cashback's superior impact stems
from stronger emotional payoff and risk mitigation, aligning
with consumer-decision theories that emphasize perceived
gain. However, the rise in promotion fatigue warns
marketers to balance short-term gains with long-term
loyalty considerations.

V. CONCLUSION

Cashback promotions outperform discounts in driving
impulse buying by 32% versus 24%, as they leverage post-
purchase gratification-a dopamine-driven "reward" from
rebates-and lower perceived risk, making hasty purchases
feel safer than immediate price cuts. This mediation effect
holds in real-world e-commerce data, where cashback
reduces return rates (proxy for risk) by up to 4% and boosts
repeat buys (gratification) by 13%, per transaction log
analyses. However, overuse triggers promotion fatigue after
4-6 exposures, eroding impulse lifts to 22% for cashback
and 16% for discounts, while fostering skepticism and deal-
waiting habits that harm long-term goodwill and baseline
sales (Taleizadeh et al., 2023).

Table 2 Conclusion

Aspect Cashback Discount Fatigue
Edge Limit Impact
Impulse 32% lift 24% lift  |Drops 10-18%
Frequency after repeats
Mediators |+Gratification,|  Weaker Satiation
-Risk emotional amplifies
hook regret
5oodwill Risk Moderate |igh (trained to | Brand trust
(rebate joy wait) erosion
fades)
VI. MANAGERIAL IMPLICAIONS

Retailers like Flipkart should cycle cashback with
scarcity tactics (e.g., limited-time rebates) to sustain arousal
without fatigue, targeting novice users for maximum ROI.
Discounts suit price-sensitive segments but risk
commoditising brands. Future research could deploy
longitudinal panels tracking 12-month fatigue trajectories,
integrate Al personalisation to refresh offers, and test cross-
cultural validity—e.g., high-context India vs. low-context
USA—using structural equation modelling on multi-
platform data (Emmerling, Navarro, & Sisco, 2021).
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