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Abstract - This paper contains the buying behaviour of adolescents of Pune towards the fruit juice drinks. Adolescence, 
transitional phase of growth and development between childhood and adulthood. The World Health Organization (WHO) 
defines an adolescent as any person between ages 10 & 19. This study has been carried out on 50 adolescents of Pune. The 
buying behaviour of adolescents is taken into account with the help of Primary data (Questionnaire) and in some spheres 
secondary data (Books, Journals, Magazines etc). The main purpose of this paper is to analyze the impulse behaviour of 
teenagers for the fruit juice drink and also identify the various factors which motivate them (adolescents) for buying the 
same. 
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I. INTRODUCTION 
 
Impulse Buying Behaviour is defined as “unplanned 
buying plan of consumers”, which he/she makes 
without evaluating product (Vohs & Faber 2003; 
Parboteeah 2005). 
 
A planned purchased is characterized by deliberate, 
thoughtful search and evaluation that normally results 
in rational, accurate & better decisions. Contrary to a 
planned purchase, impulse buying is a spontaneous 
and immediate purchase where the consumer is not 
actively looking for a product and has no prior plan to 
purchase. Beyond spontaneity, impulse buying may 
also be described as an intense, exciting urge to buy 
without regard to the consequences of the purchase 
decision. Impulse buying is more emotional than 
rational. 
 
India is the IInd largest most populous country in the 
world with population of over 1205.6 million. 
Adolescents (10-19 years) form a large section of 
population- about 236.5 million. They are living in 
diverse circumstances and have diverse needs. The 
population of youth (15-24 years) is 229.0 million. 
Total population of young people (10-24 years) is 
approximately 465.5 million comprising nearly 46% 
of the total population of India (Census 2011). 
Together, adolescents and youth are referred to as 
“Young People” encompassing the ages 10-24. 
Adolescents are full of energy, have significant drive 
and new ideas. They are a positive force for a nation 
and are responsible for its future productivity. 
 
Impulse buying may be influenced by internal states 
or traits experienced by consumers, or by 
environmental factors. Internal factors include age, 
gender, education, reference group, income. 
Ambiences of store, visual merchandising, and 
window display are involved in external 
factors/environmental factors. 

II. REVIEW OF LITERATURE 
 
Parmer and Ahmed (2013), opined that impulse 
buying behaviour is pervasive & distinctive 
phenomenon which get influenced by various internal 
and external factors. Various factors are explored by 
them which motivated consumers to buy things/ 
products impulsively. Factors are store environment, 
window display, visual merchandising, income level, 
credit card, impulsive buying nature etc. 
Brici, Hodkinson, Sullivanmort (2013), states the 
impulse buying pattern of adolescents. Nowdays 
companies are segmenting the market on the 
behaviour pattern of adolescents. The findings of this 
study indicate that adolescents are the one who 
immediately responds towards impulse buying 
behaviour. 
Rajesh Sharma (2011), in his study explained the 
effect of gender, age, income and idolatry behaviour 
on impulse buying in Indian adolescent consumers. 
Impulse buying behaviour of adolescents includes the 
personality traits, likings and disliking, beliefs, 
attitudes based on their early age experiences. 
Usman Ghani & Farzand Ali Khan (2011), 
investigates the relationship of demographic factors 
with impulse buying tendency of urban adolescents.   
Silvera, Lavack & Kropp (2008), examine the 
predicators of impulse buying behaviour. Findings of 
this study indicates that moderate levels of impulse 
buying behaviour can be pleasant & gratifying, but 
theoretical aspects suggests that chronic high 
frequency impulse buying has a compulsive element 
and can function as a form of escape from negative 
affective states, depression and low self esteem. 
 
III. OBJECTIVE OF THE STUDY  
 
 To study the factors which influence the impulse 

buying behaviour of adolescents. 
 To identify the impulse buying behaviour of 

adolescents towards fruit juice drinks. 
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IV. RESEARCH METHODOLOGY 
 
This study is designed to identify the impulse buying 
behaviour of adolescents towards fruit juice drinks. 
For this purpose, 50 questionnaires were administered 
to school students in Pune. Age of students varied 
from 14 to 18 years. Simple Random sampling is 
used in collecting the data. 
Limitations 
 This study is restricted to the adolescents of Pune 

only. 
 Sample size is less due to time and cost 

constraint. 
 Findings of this study cannot be generalised to 

the entire population as sample size is less 
 
Data Analysis & Interpretation 
1. I often buy fruit juice drinks spontaneously. 
 
Statistics 
 

N Valid 50 

Missing 0 
Mean 2.14 
Std. Deviation 1.069 
Variance 1.143 

 
 

 FrequencyPercent
Valid 
Percent

Cumulative 
Percent 

Valid Strongly 
agree 

15 30.0 30.0 30.0 

Agree 22 44.0 44.0 74.0 

Neutral 5 10.0 10.0 84.0 

Disagree 7 14.0 14.0 98.0 

Strongly 
Disagree 

1 2.0 2.0 100.0 

Total 50 100.0 100.0  

 

 
 
Interpretation: Above graph states that, 44% 
respondents agree that they often buy fruit juice 
drinks spontaneously which indicates that adolescents 
buy fruit juice drinks impulsively. 

2. Just do it- describes the way I buy things.  
Statistics 
  

N valid 50 

Missing 0 
Mean 2.34 
Std. Deviation 1.099 
Variance 1.209 
Minimum 1 

 
 

 FrequencyPercent
Valid 
Percent

Cumulative 
Percent 

ValidStrongly 
agree 

11 22.0 22.0 22.0 

Agree 21 42.0 42.0 64.0 

Neutral 11 22.0 22.0 86.0 

Disagree 4 8.0 8.0 94.0 

Strongly 
Disagree 

3 6.0 6.0 100.0 

Total 50 100.0 100.0  

 

 
 
Interpretation: 42% respondents believe that they do 
what comes in their mind while purchasing the fruit 
juice drink. Just do it spirit describes today’s 
adolescents.  
 
3. I see it, I buy it describes me. 
Statistics 
   

N Valid 50 

Missing 0 
Mean 1.86 
Std. Deviation .926 
Variance .858 
Minimum 1 
Maximum 5 

 
 

 FrequencyPercent
Valid 
Percent

Cumulative 
Percent 

ValidStrongly 
agree 

20 40.0 40.0 40.0 

Agree 21 42.0 42.0 82.0 

Neutral 6 12.0 12.0 94.0 
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Disagree 2 4.0 4.0 98.0 

Strongly 
Disagree 

1 2.0 2.0 100.0 

Total 50 100.0 100.0  

 

 
Interpretation: 42% respondents agree that 
whenever they come across fruit juice drink they buy 
it without giving a second thought to their purchasing 
decision. 
 
4. Buy now, think about it later describes me. 
Statistics 
 

N Valid 50 

Missing 0 
Mean 2.30 
Std. Deviation 1.074 
Variance 1.153 
Minimum 1 
Maximum 5 

 
 

 FrequencyPercent
Valid 
Percent

Cumulative 
Percent 

Valid Strongly 
agree 

12 24.0 24.0 24.0 

Agree 21 42.0 42.0 66.0 

Neutral 8 16.0 16.0 82.0 

Disagree 8 16.0 16.0 98.0 

Strongly 
Disagree 

1 2.0 2.0 100.0 

Total 50 100.0 100.0  

 

 

Interpretation: Majority of respondents admit that 
they do not think too much while purchasing fruit 
juice drink. 
 
5. I buy fruit juice drink according to how I feel at 
the moment. 
Statistics 
 

N Valid 50 

Missing 0 
Mean 2.00 
Std. Deviation 1.030 
Variance 1.061 
Minimum 1 
Maximum 5 

 
 

 FrequencyPercent
Valid 
Percent

Cumulative 
Percent 

ValidStrongly 
agree 

19 38.0 38.0 38.0 

Agree 18 36.0 36.0 74.0 

Neutral 8 16.0 16.0 90.0 

Disagree 4 8.0 8.0 98.0 

Strongly 
Disagree 

1 2.0 2.0 100.0 

Total 50 100.0 100.0  

 

 
 
Interpretation: 38% respondents strongly agree that 
they buy their preferred fruit juice drink on the basis 
of how they feel at that specific moment. This clearly 
indicates that adolescents are get affected by both 
internal and external factors. 
 
6. I carefully plan most of my purchase. 
Statistics 
 

N Valid 50 

Missing 0 
Mean 1.96 
Std. Deviation .989 
Variance .978 
Minimum 1 
Maximum 5 
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 FrequencyPercent
Valid 
Percent

Cumulative 
Percent 

Valid Strongly 
agree 

19 38.0 38.0 38.0 

Agree 19 38.0 38.0 76.0 

Neutral 8 16.0 16.0 92.0 

Disagree 3 6.0 6.0 98.0 

Strongly 
Disagree 

1 2.0 2.0 100.0 

Total 50 100.0 100.0  

 

 
 
Interpretation: 76% respondents strongly agree that 
they plan their most of the purchases systematically. 
  
FINDINGS 
 

 An important finding emerged out from the 
study is that majority of respondents agree 
that they buy their preferred fruit juice drink 
spontaneously or at the spur of the moment 

without giving a second thought to their 
purchasing decision. 

 
 Most of the respondents admit that their 

purchasing decision towards fruit juice drink 
depends on the how they feel at that 
particular moment. 

 
CONCLUSION 
 
It can be concluded from the study that, there are 
various factors which motivate the adolescents for 
impulse purchase e.g. age, gender, income, reference 
group, income level, ambience of the store, window 
display etc. Majority of respondents accept that they 
plan their most of the purchases but when come to the 
chocolates and beverages they purchase such items 
impulsively. 
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