
International Journal of Business Management & Research 
(A Peer-Reviewed Bi-Annual Journal) ISSN: 2249-2143

IJBMR, 13(1) Jan-June, 2023 1

International Journal 
of Business Management 
& Research

Vibrant Scenarios: Economic and 
Marketing Outlook

ISSN:2249-2143
Volume 13, No.1, Jan-June, 2023

Antecedents of Online Impulsive Buying Among 
Social Media Users: A Bibliometric Analysis

The Effect of Organisational Attendance Norms, 
Supervisor Support on Presenteeism: A Study of 
the Banking Sector of Uttarakhand Region

Impact of GST on Small Scale Sector: A Study 
with special reference to Footwear  Industries 

06

29

129



(A Peer-Reviewed Bi-Anual Journal)
ISSN: 2249-2143

Volume 13 No. 1 Jan-June, 2023

An Official Publication of 
School of Business Management & Commerce

Desh Bhagat University, Amloh Road, 
Mandi Gobindgarh, Fatehgarh Sahib-147301 

Punjab, INDIA

International Journal of Business Management
 &

Research



Year of Publication:2023
© Desh Bhagat University

Disclaimer:
The views & opinions expressed and interpretations made in the Journal are solely of respective authors and should not be attribut-
ed to DeshBhagat University. The editor disclaim all for any responsibility injury to persons or property resulting from any ideas or 
product or practices referred in papers published in the Journal. All effects have been made to ensure accuracy, but the editors or 
DBU not be held responsible for any remaining inaccuracies or omissions.



Antecedents of Online Impulsive Buying Among Social Media Users: A Bibliometric Analysis
C.R. Aswathy, CA Celin Difna & Francis Princy  

Bibliometric Analysis of Supply Chain Finance: A Systematic Review and Trend Analysis
Deepak Hajoay

The Effect of Organisational Attendance Norms, Supervisor Support on Presenteeism: A Study of 
the Banking Sector of Uttarakhand Region
Megha Bhatt & Dr. Smita Tripathi

A Study on Transphobic Outlook Among Gen-X People
Priyadharshini K

The Dynamic Relationship Between Inflation And Economic Growth – An Indian Experience
Dr. Y.Ebenezer &  Dr.M.Mahdhavan

The Future of Money - A Study on Cryptocurrency in India
Dr. V. Vasudha

National Education Policy 2020 ensuring Equitable, Accessible and Inclusive Higher Education in 
India.
Dr. Meenakshi Rathi

Impact of Macroeconomic Variables on the Capital Adequacy Ratio of Indian Banks
Nidhi  &  Prof. Sanjeev Kumar

Gender Diversity in Leadership & Organizational Performance: An Empirical Analysis
Dr. Shiv Jaggarwal & Prof (Dr.) Rajni Saluja

FinTech-Block Chain Technology in Finance
Dr. Manoj Kumar & Ms. Sapna Saini

Retraining And Reskilling The Employees- The Skills That Will Count In Future
Hardeep Kaur Dhaliwal &  Dr. Jagdeep Singh

Digital Financial Inclusion in Indian Economy: A Comprehensive Review and Analysis
Mamta Rani  & Dr. Manoj Siwach

Corporate Governance and CSR with specific reference to MNC Companies in Chennai
Dr.J.Chithralega

Livelihood Promotion Through National Rural Livelihood Mission: Path Ahead
Pooja Gothwal & Dr. Manoj Siwach

Role of National Health Mission in Human Resource Management for Health in Tamilnadu State
Anusuya.M & Soundarapandian M

Women Entrepreneurship and Role of Micro Credit in the Interior India
Munish Kumar Thakur  & Abhishek Sarta  

A Study on Trends and Opportunities for Online Education Startups Post Covid 19 in India
Snehal Bhatt

A Study of the Impact of Demonetization on Real-Estate
Adesh Bajpai &  Adarsh Bisla

Impact of GST on Small Scale Sector: A Study with special reference to Footwear  Industries 
Dr.V.Sudha,   Dr.N.Shani  &   Dr.A.Kungumapriya

Table of Contents
1.

2.

3.

4.

5.

6.

7.

8.

9.

10

11

12

13

14

15

16

17

18

19

06

17

29

40

45

50

53

56

63

73

80

85

91

98

105

116

119

124

129



EDITORIAL BOARD
Chief Patron

Dr. Zora Singh
Chancellor, Desh Bhagat University, Mandi Gobindgarh

 Patron
Dr.Tajinder Kaur

Pro-Chancellor, Desh Bhagat University, Mandi Gobindgarh

Editor-in-Chief
Dr. Rajni Saluja

Professor,  School of Business Management & Commerce
Desh Bhagat University, Mandi Gobindgarh

ASSOCIATE EDITOR
Dr.  Manpreet Kaur

 Assistant Professor,  School of Business Management & Commerce
Desh Bhagat University, Mandi Gobindgarh

Dr. Manoj Kumar
Assistant Professor,  School of Business Management & Commerce

Desh Bhagat University, Mandi Gobindgarh

ADIVSORY BOARD
Dr. Ravinder Vadapalli

Chairman, Blockchain Council of lndia

Prof. Uday Kumar Ghosh
President’s Advisor, International Business

Faculty of Business Administration Lincoln University, California, USA

Prof. (Dr.) Radhe S. Pradhan
Professor, Uniglobe College Pokhara University, Kathmandu, Nepal

Dr. Siridech Kumsuprom
Assistant Vice President for Strategic Alliance, Dean, College of Innovative Business and Accountancy 

(CIBA), Director of a Doctor of Business Administration (DBA)
Dhurakij Pundit University, Thailand

Prof.(Dr.) Sumita Dave
Dy. Pro Vice Chancellor, Dean-Faculty of Management & Commerce

Director - Amity Business School, Amity University Chhattisgarh, Raipur

Prof. (Dr.) Harmeen Soch
Head Department of Management, IKG Punjab Technical University, 

Kapurthala, Jalandhar, Punjab

International Journal of Business Management & Research 
(A Peer-Reviewed Bi-Annual Journal) ISSN: 2249-2143



International Journal of Business Management & Research 
(A Peer-Reviewed Bi-Annual Journal) ISSN: 2249-2143

IJBMR, 13(1) Jan-June, 20236

Introduction 
The rise of communication technology has significant-
ly altered daily life, bringing with it several contempo-
rary innovations including social networking websites 
(Khokhar et al., 2019). People are increasingly inclined 
to migrate their social engagements to online spaces 
like Facebook, Instagram, LinkedIn, and Twitter, con-
sidering social media apps to be an essential part of 
their daily lives (Alalwan et al., 2017).In addition to 
being places for socializing, they provide a forum for 
people to share and express their opinions and experi-
ences concerning a certain commodity or service. This 
trend has been correctly identified by smart entrepre-
neurs and businessmen who have incorporated social 
media as their efficient marketing tool. There is no won-
der in the fact that there exist several vibrant businesses 
only through social media platforms and running them 
successfully.
Entrepreneurs are putting a wide range of products and 
services in front of people via social media. Custom-
ers are drawn to advertisements, messages, reviews, or 
photographs regarding a certain product as they scroll 
through the pages, triggering desires in their minds that 
prompt and encourage them to make purchases.  Many 
purchases made by consumers are spontaneous, un-
planned, made on the spur of the moment, and moti-
vated by strong desires, pleasant sentiments, and enthu-

siasm.(Khokhar et al., 2019).These types of purchases 
without thoughtful consideration of the need and neces-
sity of the product are termed Impulsive Buying. Thus 
impulsive buying is the result of unplanned stimuli (H. 
Stern,1962), Unintended( S. Mittal et., al 2016), On 
spot hedonic, thoughtless, and unreflective.
 The influence of social media marketing on impulsive 
buying is significant. Social media marketing has led to 
a rise in unplanned purchases, resulting in an increase 
of up to 40 percent in extra expenses attributed to social 
media factors (Bansal & Kumar, 2018). Several factors 
have contributed to social media becoming a haven for 
impulsive purchasing. The constant barrage of adver-
tisements, promotions, and time-limited deals on social 
media can incite a sense of urgency and scarcity, which 
can result in impulsive purchases. Second, the existence 
of influencers on social media who promote goods and 
services may lead some consumers to make hasty pur-
chases in response to their suggestions. Thirdly, impul-
sive purchasing might result from the social impact that 
comes from other people’s favorable experiences with 
a good or service, known as social proof. Furthermore, 
social media platforms have increased accessibility, 
convenience, and speed of buying like never before. 
E-commerce has been seamlessly incorporated into so-
cial media platforms, allowing users to make purchases 
without leaving the platform and without visiting other 
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Abstract
This research paper aims to conduct a bibliometric analysis of the antecedents of online impulsive buying among social media users. 
The study investigates the occurrence of keywords related to impulsive buying behavior in academic databases and identifies the 
most frequently occurring keywords to gain insights into the research trends in this area. The results indicate that the most common 
keywords related to impulsive buying behavior are “impulsive buying,” “consumer behavior,” “electronic commerce,” and “compulsive 
buying.” The study also finds that researchers are interested in understanding the psychological mechanisms that drive impulsive 
buying behavior, as evidenced by the frequency of keywords such as “behavioral research” and “psychology.” The analysis includes 
a co-occurrence analysis of keywords and a cluster analysis of authors, institutions, and countries. The study also identifies several 
emerging trends in the literature, including the impact of social media influencers, the role of mobile devices, and the influence of 
cultural factors. The findings of this study provide valuable insights into the antecedents of online impulsive buying behavior and can 
inform future research in this area. Overall, the study provides a valuable overview of the research trends and antecedents related to 
online impulsive buying behavior among social media users. The findings can help researchers and practitioners to better understand 
this phenomenon and develop strategies to mitigate its negative consequences.
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