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Impact of Smart service systems on Customer’s impulse buying behavior towards food and beverage products in the Hospitality Industry


ABSTRACT
Aims: The aim of this research is to identify and analyze the factors affecting impulse buying behavior of customers to purchase foods and beverage products from the Indian hotels and restaurants.  
Study Design: The study adopts descriptive and analytical research design. A cross-sectional research design has been employed, wherein data was collected from respondents at a single point in time. A well-structured questionnaire was used to measure respondents impulse behaviour. 
Methodology: To achieve the aim of the study, primary data were collected through well-structured questionnaire. Data were collected from the five districts -Ambala, Kurukshetra, Karnal, Panipat and Sonepat situated along with National Highways-44 in Haryana, from October 2025 to February 2026. A Quota sampling method was used to select an equal number of customers from each district (n=80). Further, the selections of 80 customers from different F&B outlets in each district will be were selected through a judgmental sampling method. 400 Questionnaire were distributes through offline (at various hotels and restaurants of Haryana) mode. Data were analyzed with the help of Structural equation modeling (SEM) with the Smart Partial Least Square (PLS) methodology. Stimulus-Organism-Response (SOR) model was used and analyze the effect of Smart Service Systems (SSSs)—on customers’ impulse buying behavior.     
Results: The study reveals that SSS functionality and innovativeness positively influence experience value, which in turn affects perceived pleasure and perceived usefulness, and further driving impulse buying behavior of customer’s. All six hypotheses were found to be positive and statistically significant at the 5% level. The findings highlight the importance of integrating advanced and user-friendly technologies in hospitality services to stimulate impulse buying behavior. 
Conclusion: This study significantly trying to establishes the S-O-R framework in the context of smart service systems used in the hospitality industry. Overall, the study contributes to the S-O-R theory on technology-enabled consumer behavior and provides valuable implications for both researchers and practitioners in the hospitality industry.
Keywords: Impulse buying behaviour; smart service system; stimulus- organism-response; Customer’s, hospitality industry.
1. INTRODUCTION
The introduction of smart service technology in the hotel business has altered people's eating habits as a result of technological advancements. The terms "high-tech" and "high-touch" have been replaced by "high-tech" and "low-touch" as the norm for the future hospitality sector. Therefore, in the midst of the outbreak, contactless service—a technology-driven, touch less solution that is flexible and customizable has become an important service innovation. Contactless hospitality service is a clean, contactless process and setting that combines self-service options, robotic help, and Internet of Things-enabled technology. Contactless technology in hospitality service encounters includes a number of technological modules, such as voice control, motion sensing (e.g., virtual buttons in elevators, automatic doors in aisles), mobile phone control (e.g., guests can use their phones to check in and out, access hotel rooms, make digital payments, and scan digital menus), robotic services (e.g., guests can ask service robots to deliver food, order hotel supplies, and give directions), thermal sensing, facial recognition, and 5G network and Internet of Things (IoT) technology to support the entire contactless technological ecosystem (Hao, 2021).

A similar shift has been seen in the hospitality sector, which is a subset of the broader tourism industry that includes the restaurant industry. Eating out has become extremely popular and is a trend that is only getting stronger. People are choosing to eat out more and more as their lifestyles become more globalized, and they are working longer hours and eating less. Lacking the capacity to prepare properly, low-touch services such as order, collection and delivery have become the main source of income (Alt,  2021). The food service industry's operating model is progressively moving towards smart service systems (SSSs), which can significantly lower investment expenses and enhance service quality through the utilization of self-service technology. Customers are increasingly ordering food through these smart systems because of the speed and ease that these cutting-edge and creative service methods provide. Restaurant service is a significant part of touristic activities. With the increasing role of technology in restaurant service, the development of smart cities has direct implications upon the implementation of smart restaurant services (Leung & Loo, 2022).
In order to help businesses create and capture more value, digital transformation is the process of employing digital technologies to develop new business models. This change has an impact on operational procedures, business processes, and organizational capacities. Consumer behavior has changed significantly as a result of the digital transition (Daradkeh et.al. 2023). For example, sensors and beacons allow businesses to identify customer location and send push-pro motion messages. Self-service robots and devices encourage customers to take control and personalize the services they want, while AI and machine learning capabilities provide insights into customer behaviors and revenue forecasts. (Leung & Loo, 2022).

Furthermore, both customers and restaurant employees use mobile devices such smartphones and tablets. Connectivity enables customers to engage with the restaurant digitally whether or not they are physically present on the premises, and to choose the channel via which they would like to use the restaurant's services (e.g. online/on-site ordering, self-service/assisted ordering). The majority of the restaurant's stationary equipment has the potential to become smart. While the latter might (semi)automate meal production, the former might be connected to the PoS systems and offer features like ordering and entertainment. Many kitchen appliances, such as ovens, refrigerators, inventory sensors in bins, thermometers, and faucets, as well as advanced robotic equipment, now incorporate the world of connected sensors and actuators, or the "Internet of Things."  (Alt, 2021).

The aim of this research is to identify and analyze the factors affecting impulse buying behavior of customers to purchase foods and beverage products from the Indian hotels and restaurants.  Stimulus-Organism-Response (SOR) model was used and analyze the effect of Smart Service Systems (SSSs)—on customers’ impulse buying behavior. This study unfolds the importance of these factors in impulse buying behavior of customers towards food and beverages by applying SOR model, which is used to know the different consumer pattern.  Following this, the last section deliberates on the findings and their implications. It has been found that the market for digital platforms will improve the purchasing decisions of consumers. Intelligent digital channels have the ability to simplify decisions and facilitate consumer decision-making (Jiang et al., 2021). Functionality and innovativeness are two major factors have had a major impact on the hotel sector .influence of the both factors on the experiential value in case of while customer do unplanned purchase of food and beverages in hotel industry has not been consistently concluded (Chuang et al., 2024).
2. THEORETICAL FOUNDATION
2.1 S-O-R Model
SOR model is one of the best methods to examine the relationship between consumer behavior and impulse buying (Feng et al, 2024). It provides a better results and explanation about how an individual customer affect by external stimuli (Zhang et al., 2022). The researcher identified two factors functionality and innovativeness of smart service system is also attractive factors which provide different facilities to the customers in food and beverage industry (Chuang et al., 2024). According to the SOR framework, S refers to the stimulus, which is seen as a factor that stimulates the individual. This factor influences the internal, organismic conditions. O represents the organism, which encompasses the affective and cognitive intermediary states and processes that mediate the connection between the stimulus and the individual's reactions. The response in the S-O-R framework signifies the ultimate result, reflecting the consumer’s approach or avoidance behaviors (Eroglu et al., 2001). The S-O-R model has been extensively utilized to analyze customers' purchasing habits, and numerous studies have indicated that the external environment triggers their buying behaviors and affects their internal state in making purchasing decisions, including behavioral responses (Zhang et al., 2022). Our study utilizes the S-O-R model to examine smart service systems and impulse buying behavior, concentrating on three key technical features: the functionality of SSSs, the innovativeness of SSSs, and the experiential value, which are considered external stimuli. Furthermore, perceived system pleasure and system usefulness are regarded as internal individual states (Organism) that subsequently impact customers’ impulse buying as behavioral responses (Response) (Chuang et al., 2024). This research will argue that how functionality and innovativeness of SSS are the most important factors for experience value, perceived system pleasure and usefulness and customers’ impulse buying behavior in hotel industry. 
2.2 Factors affecting impulse buying behaviour  
2.2.1. Functionality of Smart Service System (SSSs)
Nowadays, customers want information that is readily available to them due to the industry's dramatic change. Many outlets, mainly social media, have thereby affected consumers' opinions before they buy. In order to reach customers from a variety of perspectives, marketers need to change their strategy from relying only on traditional marketing tactics to combining online and traditional marketing (Kumar, et.al, 2020).
Intelligent service systems function as self-service machines where customers need to place their orders independently, which include some interaction with service personnel. This study categorizes the functions of SSSs into three primary ordering systems: Ordering Management System: This system is designed for self-service ordering with a technical framework. It encompasses meal requests, tracking orders, reviewing orders, monitoring order status, and generating reports based on technological functionalities. Payment Management System: Within the smart service systems, the payment management system allows users to make payments using cash as well as mobile payment options, which include electronic payments, e-tickets, third-party payments, and mobile transactions. Mobile payment refers to a payment technology utilized by customers on mobile devices or at points of sale to buy food and beverages online.  Push Marketing System: Serving as the primary point of contact with customers, intelligent meal-ordering services must deliver quick and efficient assistance, inform customers about meal details, market products, create a distinctive experience, and even provide special promotional packages and marketing initiatives (Chuang et al., 2024).
There are various examples exist of the functionality of SSS in impulse buying. These include contactless ordering which consists of QR code technology. With the help of it, customers can order food and beverages easily and quickly (Hao, 2021). Dynamic promotions include limited-time offers or combo deals enticing impulse purchases in the hotel industry (Song et al., 2015).Order status tracking which keeps transparency and engagement up-selling opportunities and customer satisfaction (Kumar, et.al, 2020). Real-time promotions and notifications (Mathai, 2017) and Interactive self-service kiosks (Hao,  2021).
H1: The functionality of SSS’s is positively influences consumer experience value.
2.2.2. Innovativeness of SSS
Smart service technology is a part of service innovation. That defines It is to place a bundle of capabilities and competences (human, technological, organizational) at the disposal of a client and to organize a solution, which may be given to varying degrees of precision (Chuang et al., 2024). Around the world, innovative minds and state-of-the-art technology predominate. In order to convey their messages and convince customers to buy their food and beverage services, marketers in the hotel industry are always creating new techniques.
There are four concepts emerging on the basis of service innovation model which completely defined all dimensions of new service concept. In the meanwhile, there are four categorization of innovativeness of SSS in the hotel industry. A new service concept is created through smart service systems (SSSs) that introduce a new type of service, offering customers an innovative service process and experience. The new client interface focuses on enhancing interaction and connection between the company and its clients, building a strong network of relationships and offering a variety of personalized services. The new service delivery system requires internal changes, such as restructuring the organization and providing professional training, to enhance the quality of the service. Additionally, smart service systems enable both the provider and customer to communicate and share experiences seamlessly. Finally, technological options are crucial for service innovation, as these systems are closely tied to advancements in technology (Hertog, 2000). This study is based on the concept of four dimensions of service innovation which is to improve the smart service of the hotel industry.
H2: The innovativeness of SSS’s is positively influences consumer experience value.
2.2.3. Experiential value
 Experiential value is about how customers perceive and experience products and services, either by using them directly or appreciating them from a distance. It includes different benefits that influence impulse buying of food and beverages (Nigam, 2012). Experiential value is combination of various values such as functional value, social value, emotional value, epistemic value, conditional value. Functional value is the useful advantage of a product's effectiveness. Social value comes from how a product helps connect with certain social groups. Emotional value is about the feelings or emotions the product and service creates. Epistemic value is linked to curiosity, new experiences, or learning something new, while conditional value depends on the utility tied to specific situations or circumstances or context.  These values help understand how smart service systems affect customers’ impulse buying behavior in the hospitality industry. These values are used as a measure to examine the experience value of customers who have used smart service systems during the impulse purchase of food and beverages in the hotel industry (Chuang et al., 2024).
H3: Customers’ experience value is positively influences consumer perceived system pleasure.
2.2.4. Perceived system usefulness
Perceived system usefulness (PSU) means that consumer believes for using particular system and it will enhance their performance and satisfaction (Davis, 1985). Perceived system usefulness can directly influences consumer attitudes (Guritno & Siringoringo, 2013; Marakarkandy et al., 2017) and behaviour (Hanifati, 2015).   Many research focuses on technology adoption and perceived usefulness of consumers, such as food delivery (Hasan, 2023; Hong et al.., 2021), acceptance of use medical herbs (Jokar et al, 2017) and green food (Zhang et. al., 2024).  Customer perceives the smart system of the hotels and takes decisions of purchasing foods and beverages from the hotels and restaurants. Customers who interact with a food ordering system generate cognitive evaluations (Perceived system usefulness) through these virtual messages, influencing their emotional responses (Perceived pleasure system). Customers’ experience value arises from the service or interactive experience which they get. When customers’ using a smart meal-ordering system of hotel industry and browse the system, afterward they fulfil their needs and wants generate a cognitive state such as perceived system usefulness (Chuang et.al., 2024). 
H4: Customers’ experience value is positively influences consumer perceived system usefulness.
Experience contains a value, which is called as experience value and that experience value consist of satisfaction value of people’s fulfilling of their psychological needs (Hwang and Seo, 2016). In various studies it is stated that more positive the emotional state is, the more positively it affects the impulsive buying of customers’ ( Sofi and Najar , 2018). While using smart service system by the customers, the more positive customer response generated more perceived system pleasure (Nigam, 2012).  Lee, et al. (2020) also evaluated that the more positive (e.g., perceived system pleasure) the emotional response of the viewer is in the process of online impulsive buying, the more positively influence the impulsive buying behaviour of customer through increased exposure to stimuli.
H5: The perceived system  pleasure of customers is positively influence their impulse buying behaviors.

2.2.5. Impulse buying behaviour

Impulse buying behavior is a branch of purchase behavior. Nowadays, impulse buying attracts a lot of attention from researchers (Sirisha et.al., 2015). Impulse buying is defined as snap decisions made without much thought on what products to buy. When a person makes an impulsive purchase after viewing something at any outlet, it can be said as an unplanned and spontaneous decision. Impulsive behavior accounts for more than 60% of buying at F&B outlets (Mathai, 2017). Impulse buying behavior evolves from desires. Impulse buyers fail to consider why they purchase a particular product? Impulsive buying behavior differs from usual buying behavior as it does not involve a stage of information search. Rather, it is a result of an emotional trigger compelling a user to make a purchase (Song, 2015).
Smart service systems of hospitality industry provides the better message, information, availability and other relevant information to the customers’ as external stimuli, which influences customer perception and they impulsively purchases foods and beverages from the hotel. Conversely, if customers did not get the relevant information, they perceives the smart system service negatively and discouraging the buying behaviour.  Perceived usefulness influences the impulsive buying behaviour of customers’.

H6: The perceived system usefulness of customers is positively influence their impulse buying behaviors.
3. RESEARCH METHODOLOGY
To accomplish the aim of the study primary data were collected through well-structured questionnaire. Data were collected from the five districts Ambala, Kurukshetra, Karnal, Panipat and Sonepat National Highways-44 crossing Indian state Haryana from October 2025 to February 2026. There are a number of food and beverage outlets on this national highway. Therefore, the food and beverage outlets were selected based on the minimum number of 250 footfalls in a day. An equal number of customers will be chosen from each district i.e., 400/5= 80 through the quota sampling method. Further, the selection of 80 customers from different F&B outlets in each district will be selected through a judgmental sampling method from different F&B outlets from different F&B outlets from each district of the selected sample area.  Questions related to smart service system of hotels and restaurants were asked to the participants where they visited and purchase foods and beverages. 400 Questionnaires were distributed through offline (at various hotels and restaurants of Haryana) mode. 210 valid responses were included in the study after removing incomplete questionnaire. Data were analyzed with the help of Structural equation modeling (SEM) with the Smart Partial Least Square (PLS) methodology. Stimulus-Organism-Response (SOR) model was used and analyze the effect of Smart Service Systems (SSSs)—on customers’ impulse buying behavior.
4. DATA ANALYSIS AND RESULTS
This study used SEM for representing formative and reflective latent constructs with the minimal assumptions on measurement scale. Table 1 shows the results of the items loadings and it lies from 0.681 to 0.799. Further, reliability assessments 0.5 is the accepted value of AVE (Fornell & Larcker, 1981). It shows in table 1 that value of all constructs have been found more than 0.5  Therefore, convergent validity of construct was exist in the study.
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Figure 1: Research model

Table 1: Assessment results of measurement model 
	Factor/ Constructs
	Associated items
	Outer loading
	Composite reliability
	Cronbach alpha (α)
	Average variance explained

	
Ordering Management System
	OMS1
	0.717
	0.807
	0.634
	

0.511 

	
	OMS2
	0.735
	
	
	

	
	OMS3
	0.701
	
	
	

	
	OMS4
	0.708
	
	
	

	
Payment Management System
	PMS1
	0.718
	0.820
	0.707
	0.532 

	
	PMS2
	0.737
	
	
	

	
	PMS3
	0.735
	
	
	

	
	PMS4
	0.727
	
	
	

	
Push Marketing System
	PHMS1
	0.717
	0.807
	0.634
	0.511 

	
	PHMS2
	0.735
	
	
	

	
	PHMS3
	0.701
	
	
	

	
	PHMS4
	0.708
	
	
	

	
New Service Concept
	NSC1
	0.719
	0.827
	0.721
	0.544 

	
	NSC2
	0.731
	
	
	

	
	NSC3
	0.758
	
	
	

	
	NSC4
	0.744
	
	
	

	
New Client Interface
	NCI1
	0.719
	0.827
	0.721
	0.544 

	
	NCI2
	0.731
	
	
	

	
	NCI3
	0.758
	
	
	

	
	NCI4
	0.744
	
	
	

	
New Service Delivery
	NSDS1
	0.718
	0.820
	0.707
	0.532 

	
	NSDS2
	0.737
	
	
	

	
	NSDS3
	0.735
	
	
	

	
	NSDS4
	0.727
	
	
	

	Technical options
	TO1
	0.701
	     0. 807
	0.634
	0.511 

	
	TO2
	0717
	
	
	

	
	TO3
	0708
	
	
	

	
	TO4
	0.735
	
	
	

	Functional Value
	FV1
	0.717
	0.807
	0.634
	0.511 

	
	FV2
	0.735
	
	
	

	
	FV3
	0.701
	
	
	

	
	FV4
	0.708
	
	
	

	
Emotional Value
	EV1
	0.770
	0.80
	0.625
	0.572 

	
	EV2
	0.742
	
	
	

	
	EV3
	0.755
	
	
	

	Conditional Value
	CV1
	0.765
	0.777
	0.568
	0.537 

	
	CV2
	0.718
	
	
	

	
	CV3
	0.714
	
	
	

	
Social Value
	SV1
	0.799
	0.835
	0.703
	0.627 

	
	SV2
	0.779
	
	
	

	
	SV3
	0798
	
	
	

	Epistemic Value
	EPSV1
	0.718
	0.777
	0.568
	0.537 

	
	EPSV2
	0.765
	
	
	

	
	EPSV3
	0.714
	
	
	

	Perceived System Pleasure
	PSP1
	0.714
	0.876
	0.803
	0.503 

	
	PSP2
	0.730
	
	
	

	
	PSP3
	0.732
	
	
	

	
	PSP4
	0.719
	
	
	

	
	PSP5
	0.681
	
	
	

	
	PSP6
	0.705
	
	
	

	Perceived System Usefulness
	PSU1
	0.719
	0.827
	0.721
	0.544

	
	PSU2
	0.731
	
	
	

	
	PSU3
	0.758
	
	
	

	
	PSU4
	0.744
	
	
	

	Impulse Buying Behavior
	IBB1
	0.770
	0.80
	0.625
	0.572 

	
	IBB2
	0.742
	
	
	

	
	IBB3
	0.755
	
	
	


 
Table 2: Discriminant validity assessment of the constructs (Fornell and larcker criterion)
	
	
	1
	2
	3
	4
	5
	6

	1
	Functionality of SSS’s
	0.719
	
	
	
	
	

	2
	Innovativeness of SSS’s
	0.432
	0.729
	
	
	
	

	3
	Experience  Value
	0.518
	0.629
	0.746
	
	
	

	4
	Perceived System of Pleasure
	0.474
	0.474
	0.575
	0.709
	
	

	5
	Perceived System Usefulness
	0.517
	0.497
	0.576
	0.678
	0.738
	

	6
	Impulse Buying Behaviours
	0.651
	0.486
	0.594
	0.535
	0.629
	0.756


Notes:  Square root of each constructs average variances extracted (AVEs) are shown on diagonal in bold.
Table 2 shows the results of the fornell and larcker criteria and found that none of the inter construct correlation value was above the square root of the AVE (IBB=0.756, FSSS= 0.719, ISSS=0.729, EV=0.746, PSP= 0.709, PSU=0.738). This satisfies the fornell and larcker criteria and confirming adequate discriminant validity. Therefore, each construct is distinct and measures unique concept within the model.  
                     Table 3:  Path estimation
	Hypothesis
	Path description
	T Statistics 
	P Values
	Decision

	H1
	F -> EV
	3.968
	0.00**
	Supported

	H2
	I -> EV
	2.279
	0.023**
	Supported

	H3
	EV -> PSP
	2.615
	0.00**
	Supported

	H4
	EV-> PSU
	7.324
	0.00**
	Supported

	H5
	 PSP -> IBB
	3.94
	0.00**
	Supported

	H6
	PSU -> IBB
	3.256
	0.00**
	Supported

	Note:  ** significant at 5%



Path coefficient explains the hypothetical relationship among the constructs. Every path was presented and examined through the regression coefficient (β). Table 3 shows the result of six hypotheses (H1-H6) are statistically significant and supported at 5% level of significance.. The relationship between the constructs show positive and significant effects.  Functionality of SSS’s and Innovativeness of SSS’s have a positive and significantly influence on Experience value So, hypothesis 1 and 2 are supported. Further, Experience value has positive and significantly influence on Perceived system pleasure and perceived system usefulness. So, hypothesis 3 and 4 are also supported. Perceived system pleasure and Perceived system usefulness have positive and significantly influence the impulse buying behaviour. So, hypothesis 5 and 6 are also supported.
5. DISCUSSION
 In this study SOR theory examines the customers’ using smart service systems for impulse buying of foods and beverages from the hospitality industry. External stimulus and internal stimulus triggered as response. In this study Functionality of SSS’s, innovativeness of SSS’s and experience value are used as external stimuli. Perceived system usefulness (cognition state) and perceived system pleasure (emotions state) generated by the persons after receiving external stimuli are used as internal stimuli (organism). External and internal stimuli of persons’ convert or influence the response as impulsive buying behaviour.  While using the smart service system of hospitality industry such as digital menu for ordering, display of viewing order status, various notifications, advertisement, meal information, nutrition value, customized and personalized services, payment system, reviews and ratings by the customers, Smart ordering systems like QR code menus, 24/7 availability and well-designed digital menus help to buying quickly and efficiently, Live counters or open kitchens showcasing food preparation add to the functional appeal, as they reassure guests of quality and freshness, Interactive features such as combination of various food and beverages, gamified ordering processes, create excitement and engagement, Limited time offers with a countdown timer create sense of urgently for buying food and beverages, Exclusive seasonal offerings or chef specials attract guests looking for unique experience, Highlight the origins or stories behind dishes, engaging guests with a learning experience. These smart service systems gradually increase the experience value of customer and promote the impulse buying of foods and beverages. 
6. CONCLUSION
6.1. Theoretical Implications
This study significantly trying to establishes the S-O-R framework in the context of smart service systems used in the hospitality industry. This study organised the functionality, innovativeness and experience value as external stimulus for smart service system adopted by the hospitality industry. Various attributes of experience value are also involved in this study such as functional value, social value, emotional value, epistemic value and conditional value. Experience value significantly helps to improve the internal state of customers. The antecedent role of the functionality of SSSs and the innovativeness of SSSs in the experience value has yet to be theoretically addressed. Our results support the theoretical model. Cognition state (Perceived system usefulness) and emotional state (perceived system pleasure) are internal state of persons which influences after experiential value. This study promoting customer perceived system usefulness and pleasure towards impulse buying behaviours for purchasing foods and beverages from hotels and restaurant. 
6.2. Managerial Implications
Smart service systems adoption by the hospitality industry optimizes the value and satisfaction among the customers. While using the smart service system of hospitality industry such as Smart ordering systems like digital menu for ordering, QR code menus, 24/7 availability and well-designed digital menus, digital menus with visually appealing images encourage for unplanned purchase help to buying quickly and efficiently, display of viewing order status, various notifications, advertisement, meal information, nutrition value, customized and personalized services, payment system, reviews and ratings by the customers, Live counters or open kitchens showcasing food preparation add to the functional appeal, as they reassure guests of quality and freshness, Interactive features such as combination of various food and beverages, gamified ordering processes, create excitement and engagement, Limited time offers with a countdown timer create sense of urgently for buying food and beverages, Exclusive seasonal offerings or chef specials attract guests looking for unique experience, Highlight the origins or stories behind dishes, engaging guests with a learning experience, Exclusive seasonal offerings or chef specials attract guests looking for unique experience These smart service systems gradually increase the experience value of customer and promote the impulse buying of foods and beverages. 
7. LIMITATION AND FUTURE RESEARCH 

There is limited literature were exploring impulse buying behaviour in smart service system for offline purchasing foods and beverages. Mostly literature focuses on online purchase system. The study is limited by a small sample size and geographically restricted So, there is limitation of generalization. Only selected variables were considered, and the cross-sectional nature of the study does not capture changes over time. As an external stimulus, factors of functionality, innovativeness and experience value were considered. So there is more factors may be added in the future for knowing the response for impulse buying behaviour to purchase foods and beverages from the hotels and restaurants from other states of India. Time constraints and possible respondent misunderstanding also act as limitations. Hospitality industry is very important stakeholder of nation and helps in the economic development as local and national level, employment generation. Impulse buying behaviour of customers also help to strengthening the community if hospitality industry try to conserve culture, environment and societal progress as well  reduce poverty, strengthening communities, development of infrastructure, societal progress. Hospitality industry should focus on the impulse buyer.
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