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Abstract
With the continuous improvement of the social and economic level, the market state has gradually
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changed from undersupply to oversupply, from seller-led to buyer-led. This paper wants to ex-
plore the influence level and internal mechanism of different promotion restrictions on con-
sumers' impulse buying intention. Based on the “S-0-R” model, the study uses restrictive promo-
tions (limited promotions and limited-time promotions) as independent variables, expected re-
grets (upper expected regrets and lower expected regret) as the intermediary variable, consum-
ers’ unique needs (high VS low) as the moderating variable, and consumers’ impulse buying inten-
tion as the dependent variable. This study finally draws the following main conclusions: 1) in the
promotional purchase restriction, time-limited promotions can stimulate consumers’ expected regret
more than limited-time promotions. Compared with upper-anticipation regret, lower-anticipation
regret is more likely to cause customers’ impulsive purchase behavior. 2) The uniqueness needs of
individuals moderate the impact of promotion purchase restrictions on consumers’ impulse pur-
chases.
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Table 2. The impact of limited quality and limited time promotions on consumers’ downward expectation of regret
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Table 3. Results of ANOVA between two-factor groups (dependent variable: overall consumer expected regret)
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