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Abstract 

Impulse buying has emerged as a significant aspect of consumer behavior in the retail sector, largely 

influenced by in-store environmental factors. Among these factors, store displays and visual merchandising 

play a crucial role in stimulating spontaneous purchasing decisions. This research paper examines the impact 

of store displays on impulse buying behavior among retail consumers. The study focuses on key visual 

merchandising elements such as window displays, store layout, product placement, promotional signage, 

lighting, and checkout displays, and how these elements influence consumers’ emotional responses and 

unplanned purchase intentions. 

Primary data for the study were collected through a structured questionnaire administered to retail shoppers 

using a convenience sampling method. The responses were analyzed using descriptive statistics and inferential 

techniques to understand the relationship between store display attributes and impulse buying behavior. The 

findings indicate that attractive and well-organized store displays significantly enhance customer attention, 

create positive emotional reactions, and increase the likelihood of impulse purchases. Displays near entrances 

and checkout counters were found to have a particularly strong influence on spontaneous buying decisions. 

The study also reveals that impulse buying is largely driven by emotional factors rather than rational 

evaluation, highlighting the importance of aesthetic appeal and sensory stimulation in retail environments. 

The research concludes that effective visual merchandising strategies not only improve the overall shopping 

experience but also contribute to increased sales and customer satisfaction. The paper suggests that retailers 

should invest in creative and customer-oriented store display techniques to encourage impulse buying and 

gain a competitive advantage in the retail market. 
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1.Introdution 

Store displays have a significant impact on impulse buying behavior in retail shops. Eye- catching window 

displays and creative floor merchandising attract customers' attention and create a strong desire to make 

unplanned purchases. Promotional offerings at store entrances and appealing product arrangements encourage 

shoppers to buy products spontaneously. Research shows that customers are more likely to make impulse 

purchases when products are displayed attractively, especially near checkout counters or in easily accessible 

spots. Retailers benefit by using well-designed visual merchandising to increase sales and enhance the 

shopping experience. By carefully planning store layouts and product displays, stores can effectively stimulate 

impulse buying and boost revenue. 

Impulse buying is the tendency of consumers to make spontaneous purchases without prior planning or 

consideration. It is driven by emotional triggers, such as sudden desires or mood swings, and often occurs 

when craving instant gratification. This behavior is typically impulsive, immediate, and often influenced by 

store environment, promotional displays, or emotional states. 

Impulsive buyers are often swayed by external stimuli like attractive product displays, discounts, or the store 

ambiance that encourage unplanned purchases. The psychology behind this behavior involves a surge of 

dopamine, which provides a sense of pleasure and rewards the immediate need to buy. Understanding impulse 

buying helps marketers design strategies to stimulate quick decisions while consumers become more aware of 

their spontaneous tendencies 

Concept of Impulse Buying 

Imagine a shopper walking through a store, intending only to buy items on their list. Suddenly, they stop at a 

display of a completely new handbag brand and impulsively add a bright-colored purse to their cart. This 

behavior was triggered by the combination of the product's surprising charm and the attractive, well-thought-

out display. The eye-catching arrangement, strategic placement near popular sections, and appealing colors 

acted as powerful subconscious triggers. These factors, along with emotional appeal and sensory stimulation, 

led to the impulsive decision to purchase the purse without prior planning. 

The effect of store show on the decision of the purchaser all the more so of the drive purchasing choice has been 

talked about till now as instance of discussion for an extensive stretch of time. 

In India, the retail upheaval is at its high-level stage. At now, there's a need to research the parameters which 

is the way to impulsive shopping for the behaviour of the customers. 

In today’s retail environment, the in-store show of merchandise and then the success of a retail unit area are 

directly correlative. Nowadays retailers who do instore promotion activities style their store to extend short 

sales from impulse shopping. 

Retail store, show is considered a number one selling instrument which is considering a vicinity of the purpose 

of Purchase stimuli that motivate the clientto buy the merchandise because of impetuous powers. 
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Impulse merchandise is something, a new product, some samples, or associate already established product at 

abominably low prices. Customers do not necessarily have set priorto purchase the merchandise they needed 

to see the merchandise and the ones theyset to purchase 

 

Impulse buying is defined as a customer's spontaneous purchase that is an important aspect of consumer 

behavior. Most of the selling promotion blends that impacts Consumer's impulse shopping behavior when 

browsing in a retail setting: Advertisements, private marketing, publicity, and packaging. 

Impulse buying is a common consumer behavior that involves unplanned and spontaneous purchases. It 

happens when the consumer feels an impulse to purchase a product on the spot without ever thinking or 

planning ahead. This practice is usually influenced by psychological and emotional aspects such as mood, 

excitement, and environmental stimuli such as compelling product presentations and offers. Impulse buying 

evades the normal decision process, where customers normally consider alternatives and look for information, 

thus making an instant and usually uninformed decision. Knowledge of impulse buying is important for firms 

and marketers because it has a big impact on sales, and learning the impulses behind it can assist in developing 

retail strategies to stimulate such purchases. 

 

 
Indian Consumer Shopping Behaviour 

For the Indian client, although low price is often of main importance, it should be within the returning years 

slowly shifted to a high price platform. Here, the buyer can rummage around for a balance of worth with 

quality, convenience, consistency, innovation and looking expertise. 

The recent retardation in economy has created the Indian consumer’s outlook additional conservative. Point 

of purchase (POP) can become additional necessary and can be the reality for brands and retailers if they're 

to deliver their promise to the buyer. Therefore, good brands and retailers can stay longer and channelize their 

energy in in-store in terms of improving not solely store interiors but also the overall shopping experience. 

So far as shopping behaviour is hot and bothered, there's an awfully robust increase within the trend of 

shopping expertise as a “family” that, in turn, is on account of the increasing time impoverishment for many 

Indians during this core overwhelming individuals category. Doing shopping along saves time for the family 

whereas additionally provide them some overtime along. Fashionable retail that offers everything below one 
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roof, sharpen core customers with several areas as well as time saving, increased looking expertise, and doing 

looking with leisure and recreation. 

Hence, if an alternative is given between ancient looking markets and a Well-planned, well- developed retail 

store, currently a day’s client is additional probably to decide on the Latter. Once completely different brands 

contend below one roof in stores sensory promoting plays a crucial role. It helps in dynamical complete 

perception once the information is congruent with the opposite complete components. 

Indian consumer shopping trends, particularly impulse purchases, have been undergoing some major changes 

due to changing lifestyles and technological changes. Indian consumers are now more and more making 

impulsive purchase choices based on several psychological, emotional, and situational factors. Increased 

penetration of modern retail formats such as supermarkets and hypermarkets has also spurred impulse buying, 

as consumers are lured by good visible merchandise, promotions, and the shopping experience itself. Such 

impulse buying is largely triggered by the instant availability of goods, attractive product placement, and 

sensory attractiveness of store display. 

The role of online platforms and online shopping patterns has given new dimensions to impulse buying behavior 

in India. With the ease of access to e-commerce and mobile apps, consumers are more likely to purchase 

impulsively following exposure to targeted ads, online reviews, and recommendations. The psychological 

triggers such as the quest for status, stress relief, or the adrenaline of instant pleasure drive such purchases. 

Further, elements such as value discounts, sales blitzes, and interactive product images ease consumers to be 

open to unplanned purchases in the online space. 

Further, demographic elements including age, income, and geographical affinity greatly influence impulse 

purchase behavior among Indian consumers. Young consumers and city residents are found to be more 

impulsive, driven by peer pressure and social media trends. Studies have shown that impulse purchases form 

a significant proportion of retail sales, particularly during festivals and sale seasons when consumers are 

emotionally-charged and willing to make impulse purchases. It is critical for retailers to comprehend these 

behavioral patterns to create effective store layouts and promotional campaigns to induce impulse buying, thus 

driving total sales and customer interaction. 

Importance of Store Displays 

Window displays are an effective marketing tool for shaping consumers' impulse purchasing habits. Glitzy 

window displays, mannequins, and innovative floor layouts naturally attract shoppers. Studies indicate that 

customers are more likely to make impulse buys when they are exposed to such enticing displays. Specifically, 

displays located at store entrances or checkout counters are most effective. Such displays generate a 

welcoming ambiance that leads to unplanned buys. Retailers that spend money on effective displays are likely 

to experience increased overall sales and customer interaction. 
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Visual Appeal and Consumer Psychology 

Visual merchandising brings more joy to the shopping experience by engaging shoppers' emotions and senses. 

Bright and clear displays trigger excitement and curiosity, which serve as psychological stimuli for 

spontaneous purchases. Product positioning is of high importance; products placed at eye level or in visible 

locations sell quicker. Special promotional signs and limited-time promotions posted next to goods enhance 

the sense of urgency. Combining visual attraction and promotion strategies leverages customers' tendency to 

shop spontaneously. Therefore, retailers employ such strategies to take advantage of consumers' spontaneity. 

Retail Strategies and Benefits 

Store layout and promotional signs, although, play a role in impulse purchases, research identifies window 

and product displays as the most significant influencer. Displays allow consumers to see new or unique 

products that they may otherwise never notice. Store branding and a coherent layout are critical to effective 

display design. Consumers shopping visually interesting aisles are more likely to grab more items on a whim, 

enhancing basket size. Retailers need to concentrate on developing appealing, consistent, and interactive 

displays to optimize the incidence of impulse buying. Finally, in-store displays continue to be one of the 

strongest ways to increase retail sales. 

Impulse Buying Process 

Impulse shopping process starts with the surfing, observed via creation of desire earlier than going for buy 

and the submit buy conduct. Impulse buying does no longer have an effect on through social, advertising and 

situational elements but its miles suffering from internal and outside stimuli. Thus, a brand new model of 

impulse buying may be created with a version from the preceding model. 

 
 

 

The buyer purchase technique starts with need acknowledgment – the client recognizes a need. This perceived 

client need might be accelerated by means of internal or outside boosts. When the need is perceived, client 

will start attempting to discover measurements. At this degree, client will move toward the records and may 

take the buyer purchasing gadget to the ensuing advance, which is the last purchase choice. At last, he will 

survey his joy or disappointment toward the bought item. This last advance is basic for the shop because of 

the reality a fulfilled client increment steadfastness inside the way of the store from which he purchased the 

item. 
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This shopping choice methodology is enlivened through friendly, promoting and situational components. 

Right off the bat, social components incorporate geographic and sociologic components, that are subculture, 

social brilliance and circle of relative's fame that influence the client's lead by means of immediate and slanted 

messages and inputs. In friendly factors, reference organizations additionally affect purchasers' 

contemplations, sentiments, and moves. Those consist of the bodily surroundings, social surroundings, time, 

task, economic situations, and financial moods. Among those situational affects, a number of them might be 

later give an explanation for in similarly info within the outside motivator phase. 

Impulse buying procedure begins with browsing in store to trigger product recognition. While doing surfing, 

the purchaser slips throughout stimuli, which create choice for the product and an urge to buy that product. 

At this degree the purchaser immediately feels the choice to buy the product while not having enough 

information of the same. 

Problem Statement 

Impulse buying is a major phenomenon in retail environments, where consumers frequently make 

spontaneous, unplanned purchases influenced by store layouts and product displays. Despite its significance 

for retailers, the specific factors in store design—such as attractive arrangements, cleanliness, product 

placement, and promotional signage—that trigger impulse purchases are not fully understood. This research 

aims to identify and analyze how different aspects of store displays and layouts directly affect consumer 

impulse buying behavior in retail shops. 

Limitation 

 The study focuses only on retail shop environments and does not examine impulse buying behavior 

in online shopping or other settings. 

 Survey responses are self-reported, which may introduce individual bias or inaccuracies due to memory 

lapses or social desirability. 

 Factors like peer pressure, mood changes, cultural practices, or marketing outside the store are not 

fully considered or controlled in the analysis. 

 The geographic scope and product categories in the survey may be limited, affecting the 

generalizability of results to other regions or types of stores. 

 Demographic factors such as age and gender, as well as economic and psychographic influences, may 

not be comprehensively explored. 

 Results are specific to the time and context in which the survey was conducted, and may not capture 

changes in consumer behavior due to wider economic or social trends. 
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Scope 

This study focuses on retail shops and investigates the relationship between store layout, visual 

merchandising, and impulse buying among shoppers. The survey covers elements such as product placement 

(eye level, near checkout), store cleanliness, organization, and the use of promotional materials, examining 

their impact on purchase decisions. Respondents include shoppers from diverse age groups and occupations, 

providing a broad perspective on the influence of store displays and retail environments in driving impulsive 

purchases

Impulse buying as “it is an on the spot buying by means of the customers with no intensions of pre-purchasing 

either to satisfy a particular need or to purchase the particular kind of the product.” In the beginning, this idea 

becomes referred to as “unplanned purchase”. Ferrell and Beatty (1998) 

Impulse buying found out that self-control become negatively correlated with impulse shopping for. That way 

that as self-control of consumer improved, impulse shopping of them decreased. Their examination 

furthermore says that advertisers and publicists could work at separating one's restraint which makes the 

individual more prominent leaned to spur of the moment looking for. Roberts and Manolis (2012) 

Impulse purchasing refers to immediately purchases which might be without any deliberate buying goal to 

meet a selected want. It manner that they have a few favored stage after that they'll move for purchasing, than 

in the shop they entice by using products or income person behaviour after which make impulse purchase at 

that point. Beatty and Ferrell (1998) 

Impulse buying is a prominent yet intricate component of consumer behaviour in retail environments. Despite 

growing attention, research in emerging markets such as India remains limited regarding the mechanisms and 

determinants of impulse purchases. Impulse buying is influenced by various factors, including marketing 

strategies, shopper psychology, and the situational context within stores. Exploring both internal and external 

influences is important to equip retailers with effective plans and strategies for understanding and addressing 

consumer impulse buying. Bhatia Neha(2022) 

 

Research highlights that marketing factors like price discounts, bonus packs, and store atmosphere influence 

impulse buying primarily through fostering positive emotions in consumers. Among these, bonus packs 

directly boost impulse purchases, while the effects of price discounts and store atmosphere are less clear. 

Positive emotions play a crucial mediating role, emphasizing the need for retailers to create emotionally 

engaging shopping environments to drive impulsive buying. Sandi Satrio (2025) 

 

Impulse buying is a common consumer behaviour involving spontaneous purchases influenced by emotional, 

psychological, and environmental factors such as promotions, store layouts, and sensory cues. Research shows 

that mood, peer pressure, and personal circumstances also play important roles in driving impulsive buying. 

For retailers, understanding these influences is essential to designing effective marketing strategies and 

creating attractive shopping environments that stimulate impulse purchases. The behaviour also has 
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psychological effects, with consumers experiencing both immediate satisfaction and, at times, post-purchase 

regret, highlighting its complexity. Dr. Sajida Begum(2025) 

 

Visual merchandising involves presenting a store and its products in a way that captures customer attention 

and encourages purchases. This study, focusing on retailers and consumers examines how visual 

merchandising influences impulse buying behaviour for personal care products. Key factors affecting impulse 

purchases include window displays, promotional schemes, signage, and banners. Consistent visual themes 

across advertising, shop design, and packaging help reinforce product awareness and increase the likelihood 

of consumer impulse buying. D Shukre(2025) 

 

This study examines how outlet ambience, hedonic and utilitarian shopping values, and shopping emotions 

influence impulse buying among Asian women parents in Indonesia. It finds that outlet ambience, hedonic 

value, and shopping emotion significantly boost impulse buying, while utilitarian value has a positive but 

nonsignificant effect. The results emphasize the importance of creating a pleasant shopping atmosphere to 

encourage impulsive purchases. Mochamad soelotn(2020) 

 

Research shows that marketing activities such as discounts, bonus packages, and in-store displays 

significantly influence consumers’ emergency purchase decisions. A study of Hypermart Mega Mall Batam 

customers found these factors have a strong and timely impact on impulsive buying behavior. These findings 

highlight the effectiveness of targeted marketing strategies in driving spontaneous purchases. 

Amirullah(2022) 

 

Impulse buying is driven by a strong emotional desire that overrides rational decision-making, reflecting the 

dominance of the “old brain” or reptilian brain over the neocortex. This brain region responds to stimuli such 

as self-centeredness, contrast, tangibility, beginnings and endings, visuals, and emotions, which trigger 

unconscious or transient decision-making processes. The study quantifies various intrinsic factors related to 

these stimuli, using online survey data analyzed with SPSS to support the findings. Atantra Das Gupta(2022) 

Impulse buying involves purchasing products driven not just by need but also by sudden urges, a phenomenon 

extensively studied by consumer behavior researchers and marketers for over fifty years. It remains a 

significant and growing focus due to its relevance in modern consumption. Understanding the key factors that 

trigger impulse buying is crucial for businesses. This study aims to identify these determinants by analyzing 

existing research, providing insights into the characteristics and influences of impulse purchasing for future 

investigations. T Jain(2021) 

 

This study examines the influence of lifestyle, hedonic motivation, and sales promotion on impulse buying. 

Analysis through multiple linear regression shows that all three factors significantly impact impulse buying. 

The findings highlight the need for businesses to adapt product trends and enhance promotional strategies to 

achieve better marketing performance. The study suggests expanding the sample size and geographic scope 

in future research to improve reliability. P.Rahmayanti(2021) 
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This study explores the impact of social networking sites on impulse buying behavior among consumers in 

Saudi Arabia using a quantitative survey of 342 social media users. Data analysis with PLS-SEM revealed that 

social media advertising significantly affects impulse buying intention, while social media community 

engagement does not. The model explained substantial variance in both impulse buying intention and 

behavior, offering valuable insights for marketers and researchers to better understand and leverage impulse 

buying in the digital age. P Singh(2023)

 
Aim of the Research 

The research aims to investigate consumer impulse buying behavior in the retail sector, focusing on 

understanding the factors influencing impulsive purchasing decisions. It seeks to describe, explain, and 

analyze how store environment, product displays, promotional signage, and consumer motivations affect 

impulse buying and satisfaction. 

Research Gap 

The literature review identified a gap in the comprehensive understanding of how external factors like store 

layout and product promotions interact with internal consumer motivations to influence impulse buying. This 

study aims to fill this gap by empirically analyzing these relationships in the retail context. 

Hypothesis 

H1: Cleanliness in a store has a significant positive impact on consumer impulse buying behaviour in 

retail environment. 

H2: Offers, Product Display and Promotion has a significant positive impact on consumer impulse 

buying behaviour in retail environment. 

H3: Product location in a store has a significant positive impact on consumer impulse buying behaviour in 

retail environment 

Research Design: 

 

Types of data used in the research 

 Primary Data

 

 Secondary Data

 

Primary Data : 

"Essential information is an information begun by the specialist for the particular motivation behind tending 

to the examination issue" . It is the thing that the analyst initially gathers from 

the example or target populace. In this examination the essential information utilized were those that were 

got from the poll gathered from the clients. 
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Secondary Data 

"Auxiliary information is information gathered for some reason other than the current issue”. In this 

examination optional information were gathered from the catalogs of organizations utilized for the 

investigation, online articles and diaries. 

Reliability of the Instrument 

The survey questionnaire included constructs for e-service quality, perceived risk, ease of use, and customer 

satisfaction. Reliability was tested using Cronbach’s Alpha, with all variables scoring above 0.7, indicating 

good internal consistency and reliability. 

Components of the Questionnaire 

Section A: Demographic Questions 

 

Section B: Measurement of Impulse Buying: Contains seven questions Section C: 

Influence of stores layout: Contains five questions 

Section D: Influence of Product Display and promotional signage 

 

Statistical Tools Used for Analysis 

 Descriptive Statistics: Used to summarize demographic profiles (age, gender, education, income, 

occupation). 

 Reliability Analysis (Cronbach’s Alpha): Tested the internal consistency of the questionnaire, with 

all constructs scoring above 0.7. 

 Regression Analysis (Multiple Linear Regression): Examined the effect of independent variables 

(service quality, perceived risk, ease of use) on customer satisfaction. 

 Frequency Analysis: Helped interpret the degree of agreement/disagreement of respondents on 

influencing factors. 

Sample Design 

D1: Population 

 

The population for this study consists of customers who have engaged in retail purchases during the study 

period. 

D2: Sample Frame 

 

Due to the lack of a formal sampling frame, customers available at selected retail locations during business 

hours formed the basis for data collection—practically, this is all walk-in retail shoppers during the time of the 

survey. 
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D3: Sampling Technique 

 

A convenience sampling method (non-probability sampling) was used for data collection. This approach was 

necessary due to the absence of a comprehensive list of retail customers. 

D4: Data Collection Method 

 

Primary data was collected using a structured questionnaire administered directly to retail customers at these 

locations. 

D5: Sample Size 

 

A total of 172 respondents were invited to fill the questionnaire. Among these, responses from 170 individuals 

were found complete and suitable for analysis. 

Descriptive Analysis of Influencing Factor and Customer Satisfaction 

This section presents the descriptive analysis of influencing factor and customer satisfaction. Structured 

questions with Five-point Likert scale (1=Strongly Disagree, 2=Disagree, 3=Neutral, 4=Agree, and 

5=Strongly Agree) was used to find out the importance of factors influencing on satisfaction and 

continuance use intention. 

Frequency table of Q No.1 of Measurement of Impulse Buying 
 

 

 

 

 

Interpretation:- 

 

The data reveals that a majority of respondents frequently buy things without planning, with 47.7% agreeing 

and 30.8% strongly agreeing with the statement "I often buy things without planning." Only a small 

proportion—4.1% strongly disagree and 7.0% disagree—indicate they plan most of their purchases, while 

10.5% remain neutral. This means that nearly 79% of the group show impulse buying behavior, reflecting a 

strong tendency for spontaneous, unplanned purchases. Such results align with broader consumer studies 

indicating that impulse buying is widespread, influenced by emotional triggers and shopping environments, 

and is a common aspect of modern consumer habits. 
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Frequency table of Q No.2 of Measurement of Impulse Buying 
 

 

 

Interpretation:- 

 

The statistics indicate that the majority of the respondents have a preference for advance planning of 

purchases, with 47.7% concurring and 33.1% strongly concurring with the sentiment "I usually plan what I 

want to buy before shopping." A mere 1.7% strongly disagree and 5.8% disagree on hardly ever making plans 

prior to shopping, while 11.6% are neutral. This means that approximately 81% of the sample participants 

exhibit planned buying behavior, which indicates a high inclination to make purchase decisions consciously 

and intentionally prior to going out to shop. 

Frequency table of Q No.3 of Measurement of Impulse Buying 
 

 

 

 

Interpretation:- 

 

The results indicate that a majority of respondents tend to overspend while shopping, with 41.9% agreeing 

and 39.0% strongly agreeing that they spend more money than intended. Only 

a small fraction—1.2% strongly disagree and 5.8% disagree—are able to consistently stay within their 

planned spending, while 12.2% are neutral. Overall, around 81% of individuals report spending more than 

they planned during shopping trips, suggesting impulsive spending is common in this group. 
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Frequency table of Q No.4 of Measurement of Impulse Buying 
 

 

 

Interpretation:- 

 

The table shows that a significant portion of respondents are influenced by a salesperson’s behavior, with 

48.8% agreeing and 29.1% strongly agreeing that it can make them buy something suddenly. Only a small 

minority—2.3% strongly disagree and 8.1% disagree—are not affected, while 11.6% are neutral. This means 

that approximately 78% of the group are susceptible to impulsive purchases when motivated by effective 

salesperson interactions. 

Frequency table of Q No.5 of Measurement of Impulse Buying 
 

 

Interpretation: - 

 

The table indicates that the vast majority of respondents prefer to compare different brands before making a 

purchase decision, with 50.6% agreeing and 37.8% strongly agreeing. Only 1.7% disagree and 9.9% are 

neutral, showing that thoughtful brand comparison is an important step for almost 89% of this group before 

buying. This highlights a strong tendency for rational evaluation among respondents when selecting products. 
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Frequency table of Q No.6 of Measurement of Impulse Buying 
 

 

 

Interpretation: - 

 

The table indicates that the vast majority of respondents prefer to compare different brands before making a 

purchase decision, with 50.6% agreeing and 37.8% strongly agreeing. Only 1.7% disagree and 9.9% are 

neutral, showing that thoughtful brand comparison is an important step for almost 89% of this group before 

buying. This highlights a strong tendency for rational evaluation among respondents when selecting products. 

Frequency table of Q No.7 of Measurement of Impulse Buying 
 

 

Interpretation: - 

 

The table shows that a clear majority of respondents are more likely to buy cheap items without planning, with 

51.7% agreeing and 28.5% strongly agreeing. Only a small portion—1.7% strongly disagree and 5.2% 

disagree—rarely make such purchases, while 12.8% remain neutral. This indicates nearly 80% of the group 

tend to make unplanned purchases when the products are inexpensive, reflecting impulsive buying behavior 

for low-value items. 
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Frequency table of Q No.8 of Measurement of Impulse Buying 
 

 

 

Interpretation: - 

 

The table demonstrates that the majority of respondents tend to buy additional items while shopping for a 

specific product. With 36.6% agreeing and 48.3% strongly agreeing, around 85% of the group frequently 

make unplanned purchases when shopping for something else. Only 1.7% strongly disagree and 4.7% 

disagree, while 8.7% remain neutral. This reflects a strong prevalence of impulse buying behavior triggered 

by in-store discovery or temptation. 

Frequency table of Q No.9 of Measurement of Impulse Buying 
 

 

 

Interpretation: - 

 

The majority of respondents indicate that they go directly to the items they need when entering a store, with 

36.6% agreeing and 44.8% strongly agreeing. Only 2.3% strongly disagree and 8.7% disagree, while 7.6% 

are neutral. This suggests that about 81% of the group follows a purposeful and efficient shopping strategy, 

minimizing distractions and focusing on their intended purchases. 
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Frequency table of Q No.10 of Measurement of Impulse Buying 
 

 

 

 

Interpretation: - 

 

The data reveals that most respondents tend to follow the store's layout while walking around, with 40.7% 

agreeing and 41.3% strongly agreeing. A smaller proportion—2.3% strongly disagree and 7.6% disagree—

do not follow the layout, while 8.1% are neutral. Overall, about 

82% of the group consciously follow the store’s designed path, indicating that store organization likely guides 

their movement and influences their shopping experience. 

Frequency table of Q No.11 of Measurement of Impulse Buying 
 

 

 

 

Interpretation: - 

 

The table shows that a very high proportion of respondents feel motivated to enter and shop in a clean store, 

with 42.4% agreeing and 47.1% strongly agreeing. Only 0.6% strongly disagree and 1.2% disagree, while 

8.7% are neutral. This means almost 90% of the sample believe cleanliness significantly enhances store appeal 

and encourages shopping, highlighting the importance of store hygiene in driving customer behaviour. 
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Frequency table of Q No.12 of Measurement of Impulse Buying 
 

 

 

Interpretation: - 

 

The table shows that a large majority of respondents are positively influenced by stores that are neatly arranged, 

with 37.8% agreeing and 51.7% strongly agreeing that a nicely arranged store 

makes them want to buy. Only 0.6% strongly disagree and 2.3% disagree, while 7.6% are neutral. This means 

that nearly 90% of individuals see a well-organized store as a strong motivator to purchase, emphasizing the 

importance of store presentation in attracting customers. 

Frequency table of Q No.13 of Measurement of Impulse Buying 
 

 

 

 

Interpretation:- 

 

Most respondents pay attention to product displays when they shop, with 45.3% agreeing and 41.3% strongly 

agreeing that they notice displays. Only 0.6% strongly disagree and 1.7% disagree, while 11% are neutral. 

This means that nearly 87% of individuals are influenced by product displays, which suggests the 

effectiveness of visual merchandising in attracting shoppers' attention and potentially driving purchases. 
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Frequency table of Q No.14 of Measurement of Impulse Buying 
 

 

 

 

Interpretation: - 

The majority of respondents frequently buy items that are presented in an attractive or eye- catching way, 

with 37.8% agreeing and 47.1% strongly agreeing with this statement. Only a small minority—1.2% strongly 

disagree and 6.4% disagree, while 7.6% are neutral. This indicates that nearly 85% of individuals are highly 

influenced by visual merchandising, suggesting that creative product displays play a major role in driving 

impulsive purchases. 

Frequency table of Q No.15 of Measurement of Impulse Buying 
 

 

 

Interpretation: - 

 

The table indicates that a significant majority of respondents buy items placed near the checkout counter, with 

45.3% agreeing and 36.0% strongly agreeing. Only 1.2% strongly disagree and 5.2% disagree, while 12.2% 

are neutral. This suggests that around 81% of shoppers are influenced by checkout counter displays, 

demonstrating the effectiveness of this retail strategy in driving last-minute impulse purchases. 
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Frequency table of Q No.16 of Measurement of Impulse Buying 
 

 

Interpretation: - 

 

The table shows that a strong majority of respondents focus more on items placed at eye level, with 47.7% 

agreeing and 40.1% strongly agreeing with this statement. Only 0.6% strongly disagree and 3.5% disagree, 

while 8.1% remain neutral. This suggests that nearly 88% of individuals are highly influenced by product 

placement at eye level, highlighting its effectiveness in attracting attention and driving purchase decisions. 

Frequency table of Q No.17 of Measurement of Impulse Buying 

 

 

Interpretation: - 

 

The table shows that a large majority of respondents stop to look at items placed on shelves while shopping, 

with 43% agreeing and 39% strongly agreeing. Only 1.7% strongly disagree and 7% disagree, while 9.3% are 

neutral. This indicates that about 82% of people are influenced by shelf displays, making shelf arrangement a 

powerful tool for increasing shopper engagement and driving purchases. 
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Frequency table of Q No.18 of Measurement of Impulse Buying 

 

 

 

Interpretation: 

 

The table shows that a substantial majority of respondents purchase items promoted with signs or ads in the 

store, with 44.8% agreeing and 39.5% strongly agreeing. Only 1.2% strongly disagree and 4.7% disagree, 

while 9.9% are neutral. This means that nearly 85% of individuals are influenced by in-store advertising and 

promotional signage, emphasizing the impactful role of point-of-sale marketing on consumer buying behavior. 

Frequency table of Q No.19 of Measurement of Impulse Buying 
 

 

 

 

Interpretation: - 

 

The table reveals that most respondents are more likely to buy items on sale, even if they did not plan to, with 

43% agreeing and 42.4% strongly agreeing. Only 2.3% strongly disagree and 4.1% disagree, while 8.1% are 

neutral. This finding shows that nearly 85% of shoppers are significantly influenced by sales promotions, 

leading to increased impulse buying even for unplanned products. 
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Frequency table of Q No.20 of Measurement of Impulse Buying 
 

 

 

Interpretation: - 

 

The table shows that nearly all respondents feel compelled to buy more when discounts or special offers are 

available, with 41.3% agreeing and 47.7% strongly agreeing. Only 0.6% strongly disagree and 2.3% disagree, 

while 8.1% are neutral. This means almost 89% of shoppers are highly motivated by price promotions, 

confirming that discounts are a powerful driver for increased purchase quantities and impulse buying. 

Reliability Test 

Reliability test research reliability refers to the extent to which a research approach yields outcomes that are 

reliable and consistent. In the realm of academic inquiry, the concept of dependability pertains to the extent 

to which the findings of a particular study may be reproduced or recreated under same circumstances. A 

reliability test is a statistical measure used to determine the consistency and stability of a research instrument 

(such as a questionnaire or survey) in measuring a construct. In simple terms, it checks whether the items 

designed to measure a concept (e.g., service quality, ease of use, satisfaction) produce similar results under 

consistent conditions. If a scale is reliable, it means that respondents interpret the questions in a uniform way 

and the items collectively measure the same underlying construct. 

The most commonly used measure of reliability is Cronbach’s Alpha (α). Its value ranges from 0 to 1, where: 

 Above 0.70 = Acceptable reliability

 Above 0.80 = Good reliability

 

 Above 0.90 = Excellent reliability Now we are going 

to measure for 3 Parameters

 Measurement of Impulse Buying

 Influence of stores layout

 Influence of Product Display and promotional signage


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In this study, reliability testing ensures that the questionnaire items for Measurement of Impulse Buying, 

Influence of stores layout, Influence of Product Display and promotional signage are internally consistent and 

dependable. This is important because only a reliable instrument can provide valid results for further statistical 

analysis such as correlation and regression. 

Reliability Test for Measurement of Impulse Buying 

 

 

Table.21 

 

Interpretation: 

 

The reliability analysis for the scale measuring impulse buying is shown in the provided output. The Case 

Processing Summary indicates that all 172 cases (100%) were valid and included in the analysis, with no cases 

excluded from the calculation. The Reliability Statistics table reports a Cronbach's Alpha value of 0.765 for 

the 7 items in the scale. 

A Cronbach's Alpha of 0.765 suggests that the measurement scale has good internal consistency reliability, 

meaning the items collectively measure the underlying construct of impulse buying 

reliably. Typically, a value above 0.7 is considered acceptable for research purposes, so this scale can be 

confidently used for further analysis. 

Reliability Test for influence of store layout 

Table.22 
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Interpretation: 

 

The reliability analysis for the scale measuring the "influence of store layout" shows that all 172 responses 

(100%) were valid and included in the assessment. The scale consists of 5 items and produces a Cronbach's 

Alpha value of 0.651. 

A Cronbach's Alpha of 0.651 indicates moderate internal consistency among the items used to assess store 

layout influence. This value suggests that the items moderately correlate with each other but fall slightly below 

the generally accepted reliability threshold of 0.7 for research scales. Therefore, while the scale can still 

provide valuable insights, interpretations drawn from it should be made with caution, and item refinement may 

be considered to improve overall reliability. 

Reliability Test for Influence of product display and promotional signage 

 

 

Table.23 

 

Interpretation: 

 

The reliability analysis for the scale measuring the "Influence of product display and promotional signage" 

shows that all 172 responses (100%) were valid and included in the assessment. The scale consists of 8 items 

and yields a Cronbach's Alpha value of 0.815. 

A Cronbach's Alpha of 0.815 indicates strong internal consistency reliability among the items used to assess 

the influence of product display and promotional signage. This value is well above the commonly accepted 

threshold of 0.7, suggesting that the scale accurately measures the intended concept with good reliability. 

Therefore, the findings based on this scale can be considered robust and dependable for further analysis and 

interpretation. 
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Table.24 

 

Interpretation: 

 

The regression results examine how the "Influence of Product Display and Promotional Signage" and 

"Influence of Store Layout" affect the "Measurement of Impulse Buying Behaviour." The Model Summary 

indicates an R value of 0.626, suggesting a moderate correlation between the predictors and impulse buying. 

The R Square of 0.392 means that about 39.2% of the variation in impulse buying behaviour is explained by 

these two factors. The adjusted R Square (0.384) confirms this result after adjusting for the number of 

predictors. 

The ANOVA table shows that the regression model is highly significant, with an F value of 

54.374 and a significance (Sig.) level of 0.000. This means there is a statistically significant relationship 

between the predictors (product display, promotional signage, and store layout) and impulse buying 

behaviour. Together, these findings show that both display strategies and store design have a meaningful and 

statistically significant impact on consumers' impulse buying in retail shops. 
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Table.25 

 

Interpretation: 

 

The regression analysis demonstrates that both the influence of product display and promotional signage, as 

well as store layout, have a substantial and statistically significant impact on impulse buying behaviour. The 

R value of 0.626 signifies a moderate positive relationship between these predictors and impulse buying. The 

R Square value of 0.392 indicates that about 39.2% of the variance in impulse buying behaviour can be 

explained by the combined effect of product display, promotional signage, and store layout. 

The ANOVA table reinforces the model's validity, with a highly significant F value (54.374) and a 

significance level (p-value) of 0.000. This confirms that the regression model as a whole is significant, 

meaning the predictors together reliably explain changes in impulse buying behaviour among consumers in 

retail settings. Overall, the findings suggest that strategic store design and effective product displays are key 

drivers in prompting unplanned purchases. 

 
Coefficent: 

A coefficient, in statistics—specifically the correlation coefficient—is a numerical value that measures the 

strength and direction of the relationship between two variables. The most common is Pearson’s correlation 

coefficient, which ranges from -1.0 to +1.0. 

 A value close to +1 indicates a strong positive relationship; as one variable increases, the other also 

increases. 
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 A value close to -1 indicates a strong negative relationship; as one variable increases, the other 

decreases. 

 A value near 0 suggests little or no linear relationship between the variables. 

 

Coefficients are useful in research to quantify relationships, interpret data patterns, and make business or 

scientific decisions based on how closely two variables move together. For example, a correlation coefficient 

of 0.7, as in your retail research, would represent a strong positive association between two variables such as 

product display and impulse buying. 

 

 

 

Table.26 

 

Interpretation: 

 

The coefficients table shows the individual impact of store layout and product display/promotional signage 

on impulse buying behavior. Both predictors have statistically significant positive effects, as indicated by 

their p-values (Sig.) being less than 0.05. 

The unstandardized coefficient for "Influence of store layout" (B = 0.192, Sig. = 0.020) means that for every 

unit increase in the influence of store layout, impulse buying behavior increases by 0.192 units, holding other 

factors constant. Similarly, the coefficient for "Influence of Product Display and Promotion Signage" (B = 

0.495, Sig. = 0.000) shows a stronger effect, with each unit increase resulting in a 0.495 unit rise in impulse 

buying behavior. The standardized coefficients (Beta) highlight that product display/promotional signage 

(Beta = 0.481) has a much larger impact on impulse purchases compared to store layout (Beta = 0.191). 

Overall, these results suggest that both store layout and product display/promotional signage significantly 

contribute to impulse buying, but product displays and promotions are the more powerful drivers in retail 

settings. 

Correlation: 

Correlation is used in research to measure and understand the strength and direction of the relationship 

between two or more variables. In practical terms, it helps determine whether changes in one variable are 

associated with changes in another. For example, in retail studies like yours, correlation is used to see whether 

aspects such as store layout or product displays are related to impulse buying behaviour among shoppers. 
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In market research and business analysis: 

 

 Correlation helps identify patterns between customer behaviors, product features, and purchase 

preferences. 

 It is used to validate or refute assumptions—such as whether better store layout leads to more impulse 

purchases. 

 Strong correlations may guide further analysis or strategic business decisions, such as improving 

displays if a strong relationship with sales is found. 

 However, correlation does not establish causation; it shows the degree of association but not if one 

variable directly causes the other. 

 
Table.27 

 

Interpretation: 

 

The correlation analysis table shows the relationships between impulse buying behaviour, store layout, and 

product display/promotional signage. 

 There is a strong positive correlation between the measurement of impulse buying behaviour and the 

influence of store layout (r = 0.515), which is statistically significant at the 0.01 level. 

 There is an even stronger positive correlation between impulse buying behaviour and the influence of 

product display and promotional signage (r = 0.610), also significant at the 0.01 level. 

 Additionally, store layout and product display/promotional signage themselves are strongly correlated 

with each other (r = 0.673), again statistically significant at the 0.01 level. 

These results indicate that both an effective store layout and attractive product displays/promotional signage 

are closely associated with higher levels of impulse buying among consumers. The significant relationships 

also suggest that improvements in these areas can meaningfully increase the likelihood of unplanned 

purchases in retail environments. 
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Findings 

 A strong majority (around 79%) of respondents frequently buy things without planning, showing a 

significant tendency for impulse buying behavior. 

 

 About 81% of participants also report that they generally plan their purchases, indicating the 

coexistence of impulsive and planned buying styles in the sample. 

 

 Most respondents (over 80%) tend to spend more than intended when shopping, highlighting the 

prevalence of impulsive overspending. 

 

 Salesperson interactions play a crucial role, as nearly 78% of shoppers are more likely to buy suddenly 

when influenced by persuasive sales staff. 

 

 The vast majority (almost 89%) prefer to compare brands before buying, suggesting that rational brand 

evaluation is an important step for many shoppers. 

 

 Respondents are highly prone (about 80%) to make unplanned purchases when products are low-

priced or when shopping for a specific product leads to buying additional items. 

 

 Purposeful shopping is common, with approximately 81% directly seeking out needed items and 82% 

following store layouts, showing the guiding effect of store organization. 

 

 Store cleanliness and neat arrangement are strong motivators, with 90% indicating these factors enhance 

their desire to shop and purchase. 

 

 Visual merchandising is powerful: about 87% notice product displays, around 85% are influenced by 

attractive presentations, and 81% are swayed by checkout counter displays. 

 

 Eye-level product placement (88%) and prominent shelf arrangements (82%) significantly influence 

purchasing decisions. 

 In-store advertising and promotional signage impact about 85% of respondents, and nearly the same 

proportion are triggered by sales promotions and discount offers. 

 

 Reliable measurement scales were confirmed for impulse buying (α = 0.765) and product 

display/promotional signage (α = 0.815), but the store layout scale showed moderate reliability (α = 

0.651). 

 

 Regression results show that both store layout and promotional signage/product display significantly 

influence impulse buying, explaining about 39% of its variance. 
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 Product display and promotional signage have a stronger impact on impulse buying behavior than 

store layout, based on both standardized coefficients and correlation strengths. 

 

 Improvements in store design and visual marketing can substantially increase unplanned purchases, 

underscoring their strategic importance for retailers. 

Conclusion 

This research holds immense relevance to Indian Retail Sector. The Indian retail sector is going through a churn 

for the positive. Changes in the dynamics of retail business in India demand understanding of retail industry 

scientifically. At this juncture, this research seeks to give the much needed fillip to retail management body 

of research by decoding underlying factors around impulse buying. 

The research has validated the role of cleanliness and product display in impulse buying decisions. The 

research lays down a robust premise for future researches. Impulse buying is a significant contributor to sales. 

Therefore, by understanding the factors impacting impulsive decisions in a retail environment, managers can 

now focus on developing these variables. The research would form a milestone to retail sector research in 

Indian Market. 

The study concludes that impulse buying in retail shops is significantly influenced by both store layout and 

product display/promotional signage. Most shoppers exhibit spontaneous, unplanned buying behavior, 

especially when exposed to attractive product arrangements, strong promotional cues, and well-organized 

store environments. Strategic placement of products, particularly at eye level or near checkout counters, 

greatly enhances impulse purchases. Cleanliness and neatness of stores also strongly motivate shoppers to 

buy. 

The findings show that product display and promotional signage have a stronger impact on impulse buying 

than store layout, although both are statistically significant drivers. Emotional triggers, effective sales staff, 

and price promotions further amplify the tendency for impulse spending. Reliable scales support the validity 

of these insights, highlighting that improvements in visual merchandising and store organization can notably 

increase unplanned purchases, thus offering retailers clear opportunities to boost sales and shopper 

engagement. 
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