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Abstract

Researchers ard pmctitioners have been irterested in the field or impulse buying tor the past may

years (Clover,1950; Stern, 1962; Rook, 1987; peck and Chilclers, 2006; Chang etal, 2011). The

pupose ofthis paper is to provide a detailed account ofthe impulse buying behavior by compiling
the va ous research works literature in the field ofRetailing and Consumer Behavior. It gil.es a
broad overwiew ofthe impulse buyil.ig consttuct and the various behavior related aspects_ A \1ide

range ofjoumal databases and books werc refered to review the works of vadous researchers.

The content allalysis of tho vadous research works led to the classification of literature into

different factors influencing impulse buying and flrrther de'elopment ofresearch framework. The

multiple aspects ofthe subject are catcgorized fol futLrre rcsearch works in the area ofimpulse
buying with the suggestions. The paper will bc useful for malketing pl.actitioners and researchers

towards cornprehensive

l(evrrords: Assistancc. convcnialec. pcrcctrcd valLrc llnd r1t)pulsivc purchasc
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l.Introduction

Hypermarkets, Multiplex malls, Mega narts are the new races or nlodem retailing environment in

major Cities of lndia. The retail illdustry in India has emerged as one of the most dynamic and

rapidly growing industries with several domestic and forcign players entering into the marker.

India is rated fifth among the developing countries based upon global retail development index ol

thifty developing coultries drawlr up by AT Keamey 2012 repofts. The organized retailing in India

is expected to grow multifold in the next five years, which is mainly driven by changing lifestr.les-

increasing disposable income aIrd favorable deinographic segmentation. Indian consumers have

diametrically changed in tems oftheir shoppiog behaviot and impulse buying is etnerging as a

highly noticeable behavior. In this context, the role of impLrlse buying plays a significant role lor

nrodern retailers and hence for researche|s. ln tllis paper. \\c la\c re\iewed the litelature on the

impulse buying behavior and proposed a complehensive outline of irrpulse buying behavior to be

explored and empirically tested in future iesearch eudeavors at the end of this paper, we have

outlined a set ofsuggestions related to the irnpulse buying behavior-ofconsumers to be investlgated

in the subsequent resear-ch works.

Most ofus are familiar with retuming home with products we never intended to buy the first place.

Impulsive buying has long been identified as a signlficant behavior in retail business (e.g.. Stem

1962). Impulsive buying is a universal phenomenon, although it nray be manifested in dilferenr

ways subject to individual differences sUch as gender le.g., Dittmar et aI. 1995, 1996:

Velplanl(enand Hera Badi 2001) or culture (Kacen and Lee 2002). Impulse buying is an interesting

psychological phenomenon. This r.vas unequivocally put folwald by Rook (1987), who described

impulse buying as a psychologically driven urge to buy. Since lhis seminal article, impulse buying

has been approached from very dilferent psycbological percpectives, each of which highlights

diflerent constructs o. mechanisms which might explain this behavior, such as personality,

emotions, identity concems, cognitive processes, self-control, or psychopathology. While these

perspectives together provide a rich account oI the imprilse br ytng phenornenon, they also lead to

a degr-ee ofconlusion, and produce inconsistencies and discrepancics in research findings. In this

article we will first discuss the deinition of impulse buying. We will then focus on the various

perspectives on impulse bu\ing as th.je hale been put forward in consumer, economic, social, and
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c1inic.rl psychologl. We continue by presenting an ovcrat'chiuq ftamework of psychological

lirrctioning. rvhich has the potential to rcconcile sonc oi the seetttinglv conttadiclory or

paradoxical findi[gs o]l impulse hU,u.'irg !inally. $e Ntll discuss irrPlicatious lbr policy and

rcgulrtion.



2. Conceptual Framework and ROL

2,1 Conceptual framework

Convenience: "Convenicncc typicall) mallers ln.ist ibl' l'olltine pltrchascs. Consuulers ar.

\\'illinq to pav nlore when it comes to groccrics, pclsonal rarc rtoms and pet supplies. {rlJ.L::,r:.

parerlls ale signilicantly more likely to pay morc 1br coI\(jIience iu these iuelis.

Consumers are also more likely to choose a brand that ensures a convenient experience- Or =r:'l:t:
in 10 are more likely to do so, and one-third are signiticantly more likely. Sirce -.1 !
shoppers say halfor more oftheir purchases are influenced by convenience, prorrdmc it ml e;r 

=

retailem an advantage when it can be difficult to compete onjust price and qualirl alore-

Perceived value: "Custo(ner perceived value is a marketing term that refers to ihe \ay a

consumer views a product. This term attlibutes the sLrccess ofa product or service to the perceived

value consumers assign to it. Customer perceived value assumes that each customer evaluates their

purchases to detennine ifthey meet their wants or needs, then they compare that evaluation to the

price they're paying. Sometimes, plicing cal1 also alfect perccivcd value".

lmpulsiye purchase behayior: An intpulse pLrrchlse or rnlpulse bLrying is an Lrnplanned

decision to buy a ploduct or service. made just belbrc a pnrchase. It is a spontancous, imrncdiatc

fulchrse u'ithout pre-shopping iDtenlions cithcr to buv a sfecillc froduct crtegor),or to lirllill a

specilic buying lask (Beatt) & Ferrcll. I99tl. Onc uho tcrrds to makc such purchascs is relened

to as rn impul!c purche!cr or inrpulse buyer'. lmpulsc bLrr,ing disr-upts lhe nornral decision nral<ilg

modcls in corrsumers brains. The logicul seqLrence oftllc.olliLrlrers actions is rcplacad u,ith an

irrulional rnornent of scll indulgcncc. Rcs.xrch findtnss \(Lggest lhirl ctnotions iind lcelingst both

positive rnd negalive. Irla) a deeisi\ c lolc in pur-chasing. tliggclcd bv seeing thc plocluct or-upolr

cxposurc' 1o n u ell-cr rrl'ted pr ornotionul mcssar:c".

9
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2.2 ReYie\Y of literature

J. Kecei (2002) ExpLot,.d the lelatioDship belwccn cLrllure oll consulncr and irrpulsivc blLying theY

lblur.l significant rclationship bct*een culture ancl inlpLrlsir c bLryillg here culture is indepcndent

andimptLlsivebuyingisdependcntYdlial)lelhcsamplcsizewls'l8lstudentsinlargculli\crsilies

oftive coulllies: Australia United States. Singapore. Nfala).sja end liong Kong 1he),Uied n\.

traditioral lretho.ls fisher's z test tnd n]o(lcratealreqression rllrrl\sis

Rook and Fisher (1995) Elaborated the relationship bctween nomative influences and impulsise

buying behavior they found significant relationship betlveen nomative influence and impulsira

buying behavior here notmative buying is itdependent and impulsile truliog beharir =

dependent variable the sample size was 28lunder graduated business studeffs ofL'S- Se1 L€

exploratory factor analysis, colaelational test and confirmator) factor anal!sis rle6odi

Badgaiyan A.J. &Verma A. (2014) Identified the relationship berween cotrsrrner beba\tr-

personality, culture, impulsive buying tendency, materialism and impulsive buying beharior 6e1-

found overall results show the relevance ofall five intrinsic factols in explaining impulsive buling

behavior here consumer behavior, personality, culture, impulsive buying tendency' materialism

are independent variables and impulsive buying is dependent variable the sample size was 525

Indiar males and females consumers they used Chi-squale test,reliability and regression analysis

method for analysis.

Verylanken B.&Sato (201i) Elaborated the relatiollship between impLrlsive buying' compulsive

buying, self-regulation and consumer policy they found significant roie of self-regulation on

impulsive buying and compulsive buying and rest wele insignificalt here impulsive buying'

compulsive buying are dependent variable and sell-regulation and consumer policy are

independent variables the sample was U K consumels'

Tirmizi at el. (200g)Explored the relationship between shoppirrg lifestyle' fashion involvement'

pre-decision stage, post decision stage and impulsive buylng they lound significant relationship

between shopping lifestyle, fashion involvement, pr6-decision stage, post decision stage and

impulsive buyirg here shopping lifestyle, fashion involvement, pre-decision stage' post decision

11
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sta!cindepeDdentendimpulsir'ebuyingisrlcpcndentvnrirblethestmplcsiTc$asl65consltmers

ollslamabad Pakistarl they researched usine rnultiplc lculcssion analvsis n'rethod.

Badgaiyan A.J. &Verma A. (2015) Identified the relationship between urge to buy impulsively,

money availability, economic wellbeing, family illfluence, time availability, credit card, store

environment, sales promotion, friendly store employees, stole music, age, gender and impulsive

buying. Results iDdicated that apart from store music, all the selected situational Yariables

significantly impacted impulsive buying behavior. With regard to the construct 'uge to bul

impulsively', results showed significant positive association wilh situational \ arrabl.s rno.3l

availability, friendly store employees and credit card use- Also- results indicated thar gender did

not impact impulsive buying behavior wllile age was found to have significant negarit e association

with jmpulsive buying behavior. here money availability, economic rvellbeing, family influence,

time availability, credit card, store environment, sales promotion, friendly store employees, store

music are independelt variables and urge to buy impulsivcly and impulsive buying ale dependent

va ables apart from these variables two variables are control variables which was age and gender

the sample size was 508 Indian consumers they used reliability test and con,mon method for

variance test nlethods for analysis.

2.4 Objectives of the study

The objective ofthe research study is to test the association ofthe independent variables tllat are,

Assistance, Convenience & Perceived value with the dependenl variables that is, impulse buying

behavior ofconsumeIs-

12

2.3Rationale of the study

In this research paper we will find the ei:fect of impulsive buying during covid l9 we rvill also

find the ellect of impulsive pulclrase decision in MP Region rnd on age and gender and we will

flnd latest development in the valiables (assistance, convenience, pelceived vahle, impulsive

buying) by the end of this paper, we have outlined a set of suggestions related to the impulse

buying behaviot ofconsumels to be investigated in the subsequent research works.



l. To re-stdndardize tool lbr nreasuling assistalcc. convenience. perceivcd value and

irlpulsive purchase decision.

2. lo evalLrate thc impacl ol assistrnce. convcnic|ce & perceivecl oll intpulsive pulchasc

decision.

i. To kno,,v thc ilrrpacl oIdeulogfaphics faec enrl gcndell on assistancc. con\en:nr-. &

1'err<. -.i& itlt.'tt'.trc,''r'r'r.r.. <...tot'

2.5 Hypothesis

H2 Thcrc js signilicant lmpact ofcon\cnic ce on iDtpLrlsivc purchasc dccision

113 1'hcle is significant impact oi perccived Ialuc on irrpulstlc purchasc dccision
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3.Research methodology

3,1 'lhc studl: The study is exploretor) ir1 natu.e with sut\,ev mcthod being used tbr data

3.2 Sample Design

3.2.1 Population: The population for the siudy includod all the customers of lt'IP region- bori

male and female respondents will be included.

3.2.2Sxnrplc size: Sln)plc sizc wls 200 Icspondcl)1s

J.2.3 Snnrplc clement: lndiviclual rcspondctlts *os lhc slll:lp1- 11::::-':::

3.2.,1 Sample Tcchniques: Samplc techrriqucs non probabilitl Iechr)irlrres \rir! ''.- ' ''
the data.

3,3 Tool to be used for Data collection

Standi[dized qucstionnaire was to collect thc data bascd on I ikcl1 Scele ol' 1-5. where ] strlld

lbr Soongly Disegree and 5 will stancl lor Snongly Agrec

3.4 Tool to be used for Data analysis

3.,1.1 Rcliabilit) tesl \\'al applied lbr chccking lhe reliabiliLl ol thc Queslionnaile Cronbach s

rcliabiliLy tesr rvas used to coltlptlle rclrabilitl coelliciunt Lo check whether data inptrl\ flcnsure

the rlriablc the-v, ere slr|posed to lltcllsote ud thc mca:Lrres arc sllble \thcn Llsed tbr rcpeat

measlrrertcllt.

3.4.2 Faclor analysis \\,as r:sed fo| analyzittg the underlying the factors ol convenience,

asqisrance & percerved r alue on impulsire purrcl'a'e decr'ron
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3..1,3 Linear RcslessioD tcs! \\'as appli.(i to tlnd oui relationship behveen inclependent \.ariable

(convcnie!rce- assistan.e & pcrceiled \alue) aDd depctrdcnl variablc (impulsive pur-chase

dccision).

3.,{..1 T-l est $,as used lo check the clJict of gen(ler on assjslance, convcnience. pcrceived valLrc

& impulsive purchase decision.

3.4.sAlova test was applied to check the effect of age on assistance, convenience. perceir eC

value & impulsive purchase decision.

15



4.Rationale of the Study
It is seen that shopping mall owters tried to exploit impulses, which are associated with the basic
need for instalt satisfaction. A buyer in the shopping store might not specifically be shoppilg for
the confectionary goods like, sweets, chocolates, bubble gums, mints and biscuits. However,
related conlectionary iteDts displayed at p.ominert places will certainly attract buyer,s attention
and trigger impulse buying behavior in them. This phenomenon can easily be uncrerstood with the
help of 1wo principles/rorces as a part of psychologicar review of literature, which interyrets
impulses as the consequences of these competing prjnciples/forces. These principles are well
presented in the papers of Fr.eud (1956) and Mai,et al.(2002)Rational ofthe study: vgvlt is seen
that sllopping mall owneN tried to cxploit impulses, which are associatecl with the basic need for
instant satisfaction. A buyer in the shopping store rright not specifically be shopping for the
conlectionary goods iike, sweets, chocolates, bubble gums. mints and biscuits. However. related
confectionary items displayed at prominent places *,ill cenninlr,. atract buyer-s artenrion and
trigger impulse buying behavior in them. This phenomenon can easil\ be undersiood \ iih ihe help
of wo principles/forces as a part ofpsychological reviel\, of lire.arure. rrhi.! it:::T::= :::-:tr]!_
as the consequences ofthese cornpeting princip]es/forces. These princrpla-r i.t 1i=-, :::s._:= :::
the papers ofFreud (1956) and Mai.et at.(2002).
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5.Results and discussion

consistcnc]- ofarr the sratemeDt ir rhr: q.cstionnai,es *as chccked through itcl., to 10tal itcm to
rotal conelalion statistics. The'alue ol crorbach's alpha *.as tbrrndcd to be Lo$,er than cr.onbach's
a\rha reliability valuc so none ofthc stetculenr \\,as dr.oppccl. The reljabilit), o1.rhc value for thc
vtriables was f'ouDd to bc less than .7 an,tl \.as ntalchi|g l)c lhe rcconrnendecj value..lhc lacc
r'alidit1, r,as tbutd to bc high ns thc stxtcrnent \ erc cliscrLssctl betire dala filline \\.tth the c\pe[
lacultl ntenrbers.

Table 1. Reliability Statistics

Cronbach's

Alpha N of Items

626 5

Reliabiliry rest using SpSS software and the reliability test measures are given belo\:

Impulsiye buying:

),7

T



Tnble 2. Case I'rocessing Suolmrr\

N oio

Cases Valid

Excluded"

Total

I55

0

155

11r0.0

0

r List\!ise delction besed on lll va|iablcs in

lhe procedure.

'l ablc showing itent lo lotal collclation ]br'1lte r1)easLlre cVuluillcd

Table 3.Item Statistics

Std.

Deviation N

IBI

IB2

IB3

IB4

tB5

1.1032

i.03 2 3

l. l6ll
3 5l5 -s

1.46462

1.31139

t.2658',7

1.35553

1.373s8

155

155

155

155

155

l8

100.0



Table 4.Item-Total Statistics

Scale \Ican

if Item

Deleted

Scale

\rariance if
Itern l)elered

Conected

Item-Total

CoIrelation

Cronbach's

Alpha if Item

Deleted

IB]

lB2

IB3

I B,I

IB5

t 3.l I6l
1l.l87 t

12. E323

ti.0581

l2 68lq

10.753

13.439

13. 153

13.08 I

13.984

571

33E

398

156

21 ,1

.460

592

564

584

63'7

Reliability: Perceived value

(lonsisrcno\ ol illl the sratcrlrcr)L in rhc q.cstion.uiras 
',u! 

ch..](c(r rhrough rtcn) 10 torer itcrl ..)
total correliltron slalrsli.s. Thc \ r ru. ol cronLrach s arpha rr irs iruadcLr to be ro\ver than crronbach's
alpha reiiabilltv Ialue so none of the sralerrcnt was droppe(I. The rcliabilit), 01 the \,.alue for the
\ariables was lound to bc less th0n .l cnd was ntatchinl bc thc rccomrnended vallle .lhe 

Iirce
\alidit) uas tbLrncl to hc high as thc slar.nrcnr \\crc drscrL!\..1 b!-ibrc d&le filling \!ith rire experl
lacullr ntcntbels

Table 5.Reliability

Statistics

Nof
Iten$

7t8 I

19
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Trble 6.Ca5e Processing Summirl

N %

Cases Valid

Excludeda

Total

155

0

155

I00.0

,0

100 0

a List\\'ise dclctiotl based on all

!'rriablcs in thc proccdure.

Table 7.Itcm Statistics

Moan

Srd.

Deviation N

PD]

PD2

PI)J

PD:l

3.34821

3.5184

3.5 355

3.6194

1 .24 t04

1.28525

1.33522

1.35929

t5s

ts5

155

155

20



Tllble L Ilenl-Tolal Statistics

Scale NIea.I

ifltem

Deleted

Scale

Variance if
Item Deleted

Corected

Item-Total

Correlation

CIollbach's

.\iphe il lti:rr

Delelcd

PD1

PD2

PD3

PD.1

I0.7032

10.50-12

l0.5 l6 l

10.,1123

9.6 Ll

9.-r l7

3.95i

8.491

.4'71

.485

.506

.560

676

668

6s6

621

Reliability: Assistance

1'ablc 9. Rcliability

Statistics

Cronbacll's

Alpha

Nof
helns

656 1

,l



Tible 10.ItcIl1-T0Ilrl S t itis tics

Scale \lean

if Iteln

Deleted

Scale

Va ance if
Item Deleted

Corrected

Item-Total

Correlation

Cronbach's

Alpha if Item

Deleted

ASS]

ASS2

ASS ]
ASS4

r0.0516

9.9611

l0.2l2l

I0 t6 t3

9.12t

Ii.070

9.017

8.201

197

197

1.1,1

5tE

611

545

651

532

Itenr SllLtistics

\'lean Std. De\ iiliorl N

ASS I

AS S2

ASS3

ASS4

3.4t94

3.5032

3.3097

1.25807

1.35500

136793

1.291t9

155

155

155

155
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Table lI.Case Processing Surnmary

N

Cases Valid

Excluded'

Total

100.0

.0

r 00.0

a. Listwise clcletion based on all v iables in rhe procedure

Table l2.Reliability Statistics

Cronba

ch's

Alpha

688 4

Reliability: conyenience

Table 13. Item St.tistics

Illean

Srd.

Der iation N

CONV

I

CoNV

2

CO N\T

3

CONV

4

3.3.184

3.5032

3.6000

3.3 2 90

L3 98,19

1.35979

1.29131

-lt. .

r55

155

155

155

Itenl-Totill Stiti\aic!

23

-

155

0

155

N of Iten]s



Table 13. lrcnl Sriti\tic !

Mean

Std.

Deviation N

CONV

I

CONV

2

CONV

3.1481

3.50i2

3.6000

1.39849

1.3 5979

1.29234

t55

155

155

Scale Mean il

Item Deleted

Scalc \'ariancc

if Itenl DelcLcd

Conected

Item-Total

Correlation

Cronbach's

A]pha if Irerr

Deleted

lci )NV r

Crl\\ 2

CONV3

CON\/,1

r0.4323

10.2111

10. 1806

l0 .1516

896

851

227

10.041

.438

.169

.612

.3 82

644

621

.53 5

.682
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Trble lt,Factor anal) sis : Intpulsir e purchase

\lIO r.d B"' r]llr ! Tesr

Kaiser-Meyer-Olkin Nleasure of Salnpling AdeqrLacy

Bartlert's lest of Sphericit\. Approx. Chi-Square

DF

Sig

548

t25.644

10

.000

Since K\IO ntcasrLre is elcaler thlo 0.5. thc dall is adcqultc. Thc significance levcl is less than

5ri, ofBarllelt's tcst. lhLrs. there is no,cpfiition in datr.

Table l5.Communalities

Initial

Extractio

n

IBI

Its2

tBl

tB,1

tB5

r.000

t.000

L000

l(xl0

1.000

101

169

,,159

5,1,1

7t6

25

Extraction Method: P ncipal

Component Analysis.



Tible l S.Com mu n I lirie\

lnitial

L\n'actro

l1

IB1

IB2

IB3

IB4

IB5

1.000

1.000

1.000

1.000

1.000

.70'7

769

469

544

'/16

This is univariate factor

analysis since all the

statelnents are in one gloup

fotal Variance Explained

Rotation Sums c

Squared Loadint

2.036 40.715 ,10.7 r 5 2.016 40.715 40.71s r.657 33.

131

26

lnitial Etsertr alues Ertractror SrLms ol'Squared Loadings

Conponent

Total

%o of

Va ance

Cumulative

% Total

ok of

Variance

Cumuiative

% Toul

%

of

Var-

ianc

-

(

l

\



Iritial

iB1

JB2

iB3

IB4

Its5

1.000

r.000

t.00(l

1.000

1.000

.107

769

.169

.5.+,1

116

2

4

5

1.r70

Iable 15. Com mu n elities

23..105 64. | 20 1. t70 2 3.:105 64.120 lr+9 _l l..,r.

983

r 6.179

]].]91

7.t07

80.299

92.693

100.000

ll\traction Method Principdl Component Analysjs

Teble 16.( omponent \,lxtri\,,

Extraction Method: P: ::- ::. . .t:: \n:tl\sis.

a. 2 components extracted.

27

Component

rBi

IB3

IB4

IB5

Iit2

.804

.663

.595

.703

-.629

Extractio

n

.809

.620

.365

2



Extmclior Method: principai Contponent Analysis
Ilotalion N1cfiod: \rrrilnax uith Kaiscr Not ln:l iizxltoir
a Rotation convergcd in I itcrations.

Table lS.Component Transfbrmation Matrix

Exhection Metho d: Principai Cotrponent Analysis

28

Componerrt

I
2

IB5

IBI

IB3

IB2

IB4

818

761

611

816

'121

Component )
750

662

.662

-.7 5A

Table I T,Rotated Componcnt.\Illlri\.

Rotiltion Mcthod: \'rrirna\ \ i1h KaiseI NorrnalizltioI

din i

ensi 2

on0



Table | 9.Component Scot.e Coelficient \latri\
Conrponelt

I 2

IB1

IB2

IB3

IB4

IB5

.436

-.t31

.341

-.027

.57 t

.102

.602

.10(r

.,171

.)t)'7

Exhaclion Mcthod: I,rincipal (tonrponeIt ,\nal\srs

Rotation Metl]od: Varimax with Kaiser Normalization

Component Scores.

Factor analysis: Perceiyed value

Table 20.KMO and Barttett's Test

Kaiser l\,1.),er-Olkin i\4easure o l srlrrplir rg

Arlequacy.

Bartlett's'I'estof Approx.Chi-square

Sphcriclty Dl

s rs.

122

Since KMO measure is greater than 0.5, the dala is adequate. The significanca level is less than

5% ofBa lett's test. Thus. there is no repetition in data.

29

I 11.709

6

.000



Tallle ll.Conlmun.tlitirs

Initial

Extractio

n

PD]

PD]

PD.I

PD3

1.000

1.000

1.000

1.000

,+95

517

610

54,1

Extraction Method:

Principal Component

Analysis.

This is univariate factor anaiysis since all the statements arc in one group

Table 22.Total Variance Explained

Corrpo ent Initial Eigenvalues Il\lr'rction Suurs ol Squa|ccl [-oadines

Totai

Yo of

Variance

Cumulative

% Total

9i, ol

\rariancc

Curnulative

%

I

2

3

4

dim

ensi

on0

2.t66

.722

.637

.474

54.156

18.052

15.934

I 1.858

54.156

88.142

100.000

2.166 5,1.156 54 156

Exuaction Metln]d: Prinarprl Cornli{inenl..\lralysis

30



Table 23.Componenr \lrtri\,,
Component

I

PD.1

PDJ

PD]

PDI

781

738

119

104

I}lraction Mclhod: Principal Contpoucnt An[ivsis

a. I conrponcnls e\h'actcd,

Table 24. Rotated Component Mat xa

a Onl)i one component was extracted. The solutio11 cannol be rotated.

Colnponent

l

PDI

PD]

PD.l

PD3

.l l2

.l6 l

.140

Extraction Method: P ncipal Component

Analysis.

Rotation Method: Varimax $ith Kaiser

Normalization.

Component Scores.

3I

Table 2S.Component Score Coelficient Matrix



Factor anah sis: Assistance

Table 26.KMO and Bartlett,s Test

Keiser-NIeyer-Olkir Measure oi Sarrrplinl

.\dcquac].

Ba[lelt's'l est of Approx. Cl]i SqLrarc

Sphcricitl Df

sig

6E5

87.681

6

.000

Slrcc KMO Ineasure is glcaler than 0.5. lLc dota is idcqurt! the signilicancc, lcvcl is lcss than

5')i, oftsartlcll's lest.'l-hus. thcrc is no lcoctition irr rirrrl

hritial

Extractio

n

ASS]

ASS2

ASS3

ASS4

1.000

1.000

L000

1.000

448

585

358

s94

32

lat
l.-

Table 2T.Communalities

Extraction Methodl

Plincipal Component

Analysis.

This is univariate factor aralysis since all the statements are in one group.

\
fa
\

\
It
\

\



T,rble 2ll.Tolxl \-ari:rnce E\lt:rincd
ComponeDt Initial EigeLr\tlues lx traclron SLrnts ol Squared Loadinqs

Total

9'" of

Var-iance

Cumulative

% Total

o/o of

Variance

Cumulative

dim

ensi

on0

1

2

3

4

1.986

.874

.611

.5 30

49.612

21.853

t5.264

t3.24t

,+9.6.+2

11.194

3 6.759

100.000

9t6 49.642 49.642

ExtractioD Method: Principal Cotrponent AnalysiJ

Table 29.Component Matrix,

Componcnt

I

ASS.1

A SS2

ASS I

AS S3

171

16s

670

599

Extraction Meth o.1i Pr incipal Cornponent Analysis

a. I colnponents extracled

'l'rble l0.Rorur.d Conrponcnt \Irtri\,,

a. Only one component \\'as ertracted. The solution cannot be

rotated

33



Component

ASS 1

ASS)

,ASS 3

ASS.l

.337

.385

.301

.3 88

T,rhlc 30.Component Score Coefl.icicnt .\latri\

E\naction N4ethod: Principal (-'ontponent :\nalysis

Ilor.,tion Melhod

\orr)alization.

Colrponcnt Scores.

Varimax with Kaiser

Factor analysis: conyenience

Table 3l.KMO and Bartl€tt,s Test

Since KMO measure is greater than 0.5, the data is adequate. The signif.icance level is less than
5% ofBa left's test. Thus- lhere is no repetition in data.

34

eyer-Olkin Measlre of Sampling

Adequacy.

Barllett s T I'able .\ppt-ox. t.hi_SqLrue

30.est ol Spher icily Di

Sir

Kaiser-M

r05.251

6

.000

'71.1

I



Table 3 2.Commu n elities

Initial

Extractio

o

CONV

I

CONV

2

CONV

C]O \\I
1

r.000

r.000

1.000

1.000

486

526

690

39s

Extracrion Mcthod: Principal

Corllfoncnt AnelYsis.

This is univariate factor analysis since all the statements are in one group

Teble 3-1. lbtel Variancc Explained

Component lritial Eisenrrlues Ex lracljon Sufis ol'SqLtared Loaclngs

'folal
%of

Variance

Cumulative

Total

%of

Variance

Cumulative

diur

ensi

on0

I

2

3

4

2.096

.716

.666

.461

52.4t2

19.402

16.653

I1.533

71 .81zl

88.467

100.000

2 096 52.1)2 52 .1ll

Ixtfaction !lelhod Prir:.'::'. - .. - \:rirl\\rs

35



Tible J,{.Componcnr }Iarri\,

ColJ'lponent

I

CONV

3

CONV

2

CONV

I

CONV

4

8t0

125

69'7

629

Extraction Method: Principal Component Analysis

a. I components extracted.

Table 3S.Rotated Component NIatrix.

a. Ouly one comfoneot rvas extractcd Thc soluliou cannot be

rolated.

36
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Trble 36.Component Score Coeflicienr

Ntntrix

Con'rponent

I

CONVl

CONV2

CO\V3

( o\ \r,1

333

346

396

300

Extraction Methodt Principal Component

Analysis.

Rotation Method: Varimax with Kaiser

Nomralization.

Component Scores.

Regression

Table 3T.Descriptiye Statistics

Mean

Std.

Deviation N

IBTOTAL

PDTOTAL

ASSTOTA

L

CONVI-OT

AL

16.2000

1,1.05 r6

11.,+710

13.7806

4.32510

3.84.103

3.70558

155

155

155

155

31



l\LIL.
!\a
IY
Fl
h.

IBTOT

AL

PDTOTA

L

ASSTOT

AL

CONVTOT

AL
Pearson

ConelatioD

IBTOTAL

PDIO'fAI-

ASSTOTAL

CONVTOT

AL

r.000

.571

.622

.5 59

.571

r.000

.4E6

.602

.622

.,+86

1.000

.570

.559

.602

.s70

1.000

Sig. (l-tailed) ITI'IOTAL

PDTOTAL

ASSTOTAL

(]ONVTOT

AL

000

000

000

000

000

00r..)

0{Jr:)

000

N IBTOTAL

PDTOTAL

ASSTOTAL

CONVTOT

AL

r55

I5s

r55

155

r55

155

r55

155

r55

t55

r 55

155

155

155

155

155

Table -l8.Cot rel1lti0ns

38

.000 .000

.000

.000



Table -1lt. Co rrelati0n s

38

IBTOT

AL

Pt)TOTA

L

ASS IOT

AL

CONVTOT

AL
ItsTOTAt-

PDIOTAI

,ASSTOl AL

coN\rt-o f
,\L

Pearson

Correlatiol.i

1.000

.5 71

.622

.5 59

.571

1.000

.486

.602

.622

1.000

.570

.55S

.602

.570

1.000

IBTOTAL

PDTOTAL

ASSTOTAL

CONVTOT

AL

Sig. ( 1-tailed)

000

000

000

000

0{)0 000

000

000

IBTOTAL

PDTOTAL

ASSTOTAL

CONVTOT

AL

N
155

155

r55

155

ts5

155

r55

155

r55

t55

r55

155

155

r55

t55

155
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Table 39.\'ariable! Entered/Remo\ edr)

NIodel Variables

Entered

Variables

Renoved l\lcthod

I CONVTOT

AL.

ASSTO'l',\L,

PDl OTALA

Euter

A, AI] rcqucsted \at iables cnlcrcd

b. Dcpende r \, ariable: IIITOTAL

t9



Trble {0.JIodtl SuInrnar\r'

Nlode1

R R Scluare

Adjusted R

Square

Std. Error of

the Estimate

Durbin-

Watson

dr

II

l.

n

s

o

n

0

705" .49'7 3.09315 1.325

r. [)redlcrorsr (C]onstiint), CONVTO lAL.. '\SS fOTAL. PDTOTAL

b. Dependent \rariable: IBTOTAL

F
lrr
!

.487

TheRvalue represents the sirrple corlclation anrt is 0.705. which indicates a high degree of

correlation. The 112 value, indicates how much ol the total variation in the dependent

va able, ImpuLsive buying, can be explained by the independent variables, assistance, pelceived

value and convenience. ln this case, 48.7% can be explained, which is large'

40
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Ttble I1..\\O\'.\h
NIodel Sum ol

Squares dt

Mean

Square F Sig.

l Regrcssiol

Residual

Total

143 r.23E

1449.562

28E0.800

3

151

154

4',77.019

9.600

49.69',7 000"

a. I)l'cdict(n-s: (Conslint). CONVTOTAL, ASSTOTAL. PDTOTAL

b. Dcpendcnt Valiable: IBTOIAL

This table indicates that the regr.ession rroclel predicts thc clcpcndcnt var.iable significantly well.
Here,p< 0.0005, which is Iess than 0.05, and indicates that, ovcmil, the regression model
statistically significantly predicts the outcome variable. Thus, Hr .There is Signiticant impact of
assistance on impulsive purchase decjsion,, H: : .There is significant inpact of convenience on
impulsive purchase decision,and H3: .There 

is siguificart inrpact olperceived vallre on impulsive
purchase decision' are not rejected.

I !blc .12.C'ocllicient\,,

\loclcl Unstandardized

Coelficienrs

Standardizcd

Coellicicnts

t sig.ll Std. Error Bcla

I (CoDstanl)

PDTOTAL

ASSTOTAL

CONVTOT

At_

3.104

.i l5

.455

.185

1. 10,1

.083

.084

.086

2.81 I

1.7'7 6

5.,120

).141

006

000

000

031

a. Dependent Variable: IBTOT-{L

41
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The significance ofbeta is tested using T-test and value for model is 2.g I I lvhich is significant at
0.006 level of significance indicating strong positive relationship betweon perceived vajue
assistance and convenience on impulsive buying.
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Y=a+bX+error

Y:3.104+ .185x elaor

X= PE,ASS, CONV (Independent variable)

Y: impulsive buying (dependent vadable)

The value ofR square is 0.705 that in.licates independent variables pE, ASS, AND CONV
EXPLAIN 0.70 variance in impulsive buying in another \\,ords contributes 0.705 to customer
satisfaction which means other factors arso contributing to varue.The relationship as independent
and imp,lsive buying as dependent variable is indicated by standardized coefficient Beta with a

value of.169.



NIinilnLr

nl

N4trx imu

Dt Nlcar

Srd.

Dc\ ialion N

Predicted \ralue

Std. i']reclictcd \/alue

Sralldard Error o1-

Prcdicred ValLre

Adjusted Prcdictecl

Valuc

Rcsiduul

Std. Resiclual

51ud. llcsidual

Dclctcd Rcsidual

SrLrd Dulctcd Rcsidurl

l,{rhrl. Distunce

Cook's Distrnce

Ccntered Lcr,erage

ValUe

6.9 | 57

6.9214

-3.0,1.1

.266

-E.7,12 E6

2.t.12

-ri. rJ6798

-1.9I l

.l l9

.000

.00l

), ]q1t

22.1913

1.965

99E

16.2 85

I6.2000

.000

.4',i 5

.00000

.000

'.002

-.013 52

-.004

2.9 81

.00E

.01 9

3.06802

.990

'1.005

3.162',79

1 .012

2.636

.01 6

.017

155

15s

155

155

l5s

155

155

155

155

155

155

155

Tatlle 43.Residuals Statistics,

Depcndent Variablet IBTO I,\L

Explanation of Histogr:rm & pp plot

Histogram shows the nomal distriburion ofresidual aDd the pp explains whether the relationship

or prediction between the variable is Iinear or not. More i1 is close the line Explains mole perfect

is the prediction so we can see here rhat .elatiol.lship behveen tlte expected observed outcome is

perfectly predicted.
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5.48061

1 .169

1.811

5.74525

1.82s

14.989

.108

.097

t.04857

r.000

.145

3.0502E
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H istog rarr

Dependent Variable: IBTOTAL

+"tan = I 32.=- 17
Sld Der =! 99
| = I5:1
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Reoression Siandardize.l Res dLral
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Normal P-P Plot of Regressjon Stanclarcjized Residual

Oependent Va riable: IETOTAL
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Scatte rp lot

Depen dent Variab e: IBTOTAL

l!
!

tl

.!

.9

cl

.tt

Regress on Standard zed Predicted Value

T-Test

The p-value is 0.011 lor Impulsive buying, 0.026 for perceived value, 0.lgl for assistance.

and 0.060 for convenience implying that rhe difference in means is statisticaily not significant

at the .1, .05 and .01 levels- Thus, H] : 'There is a significant impact ofgender on impulsive

buying, perceived value, assistance. and convenience., is tejected. H] t,There is a siglificant

impact of age on 'impulsive buving- perceived value, assistance, and conveniellce., is also

rejected.
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Table -l5.CIoup Srrlistics

CITY

N Mean

Srd.

Deviation Std. Error Nlcar

IBTOI'AL GWALTOR

Ol I IER

114

1t

16.6579

t4.925IJ

4.s1548

3.25 876

42851

50893

PDTOTAL GWALIOR

OI I IER

114

4t

1.1.,1825

t2.E5i7

3.70t19

4.0221r)

34670

62816

ASSTO I'AL C\\/ALIOR

OTIIE]i

I 1,1

rll

13.70 t 8

12.8293

3.77680

3.46340

35373

54089

CONVTOT

AL

GWALIOR

OTHEIl

114

1 i

l4lzl91

12.1561

3.8 8834

4.03597
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Table -16.1ndependent Si lplcs'l est

Tlblc l6.lndtpendcnf Samplcs I cst

t-tcst for Equality olMeans

4E

Levene's Test for Equality of

Variances
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Means

Ir Sig. t df
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I L619 001 2.226
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l5l

99.119

PDtotal Equal variances assumed
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911 325

2.2',7 0
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Slg. (2-

tailed)

MeaD

Diflerence

Std. El.ror

Dillerence

TBror

a1

Eclual

assLrnled

valtanacs 02'7 t.73107 '7'.|11t)

Equal variances nol

assumed

011 )..13 t01 665 32

PDtot

al

Equal

assumed

019 t.628E0 6iir) ii.+

Equal variances not

assumed

026 1.62380 1 t.7 49

,,\SSt

otal

Equal

assumed

vanlDccs t91 31? 4t) 67ll2

EqrLal variances not

assumed

lEl 372.19

CO\V

tohl

v0nances 053 1.39103 '71521

Equrl variances not

assLrmed

060 1.39303 72195

'Iabl0,l7. Irdcpcndenr Sinlples l esr

t-test for Equality of

Means

95-9lo Confi dence Intef,/al

of the Difference

Lorver Uppcl

lBtot

al

EqLral

assLrnred

i 9465 3.26748
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Equal variaDces nol

assulred

3.051 13

PDto

tal

Equal

assumed

vanal1ces 2 659s 2.99165

Equal varirnces not

assLrmcd

19625 3.06]]4

ASSt

otal

Equal

assumed

-.451-12 2.20269

Equal variances not

assumed

..11455 2.15951

CO\\/

101a1

Equll

assunled

\ia].larlccs -.01994 2.80599

Equal

assLrmed

vanances -.059,11 2 t:15:16

One way Anova:
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't abte ,19.,4.1\-OYA

Post Hoc Tests
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Sum of

Squares dt

Mean

Square F

IBTOTAI- Betweer

(jroufs

\\rith in Croups

Total
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26,13.881
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I7.509
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1.512 I E,4

CONV'IOT

AL

Bct\\'cc1r

Croups

Within (lroLrls

Total

69.684

2348.857

2418.542

lsl

154

2 -:.22 8

15.555

r.191 2r9

c,
*s
b
E
t
r,
h
F
k
-

-(!
s
(!
F
t,
IE
ID

E
('

D
n
i
i
n
E
i
n

'I
,

,

I
I

Sig.

11.2,16

66. -i 99



T
I
T

0J) s'9.

O) GENDER (J) GENDER

013

009

)22

-7.0551

,7.0695

,5.111t

-l32119',

3.90101'

2.11436

I 244r5

l2rE86

\ 2113]l

3.32119'

1.6,1E83

t-24415

.El60i

91082

0rl

1.000

.213

I
2 2518

t.90l0t'

.079E4

L72367

l.2tE86

.83605

.009

1.000

.203

.1366

-2.092t

.5,170

1.27 Li, L

.91082

87s96

.322

,213

201

- l L2lt.l

-4.0150

-4.00,11

-4 0r535'

-4.5212t'

2.80000

r0E2r5

I 060t6

tL05t7

00L

000

059

6.8867

-12151

-5 6121

4 0r5i6'

-,14535

1.27536

08215

'7?1t9

19222

.001

.92u

.376

1264r

-2.1150

4.5212t'

.,14535

l,'12121

0an) L6

?6190

.000

.92E

I t2

-t.:t413

-.2581

2.E0000

l2l5l6

\ 12\2t

I105t7

16190

059

176

\12

-.0721

1.7005

-1.5t516

-t.26661

-.0E205

t.09507

1.0728t

1.l1E9l

.411

.540

1.000

-1.QA2

-4.0517

2.9890

l.5l5l6

..103r0

L.49ll I

1.0950?

.r35El

.80167

975

249

Trble50,rIuttit)le C.nrr iv,rs

TukeyHSD

PDTOTA

L .- OTHER

4.00

IBTOTA

L

MALE

EE},1ALI

r]TIIER

1.00

MALE

FIMALE

OTI]LR

MALE

FEM,[E

FEMALE

OTHER

4.00

MALE

OTHEIi

4.0t)

MALE

IEMALE

4.00

MALE

OTHER

4.00

MALE

. FEMALE

400

MALE

,. FEMALE

OTHER

95'% Co.fi dence lilerval

- 591

-,736

t.t2E

r.055

2.0!l

.1.01:

1.469

2.25t

5.ll?

5ti

\.261

u7l

l.!+l

l:lil
'111t

2.t15

Ll0,r

5.672

,s2

ASSTOT FEMALE

- OTHE&

4_@

l0718L -1.5201

2i8

) ?69

t.5ll

2.li2.r

:l.lll

2.)21

3.576

,10i1OTHER

5i

,\

.5910

2 t74:16

-1.64E83

-1 12861

-1.2695

-l 60.10

-.5891

MALE

l.llN,lALE

OTI]ER

.1.00



1.000

.219

.418

l.l1897

.t0167

11499

08205

-l.49il l

L18462

-1.-l r:16

,1.8088

-1.4720

.701

.389

991

r.17263

L. !4E85

l.19828

I 26812

-t 82424

.15397

,2.6011

-1.12t I

r0t

895

715

1.17268

r8803

85E50

1 26812

-.55611

-1.1603

-1.4911

-.6196

.189

.895

r.14385

.788Q3

.82564

t.82424

.55613

1_46521

2.7540

-3.119.1

,1.6102

.715

.29t)

t981lJ

85E50

E256.1

.35897

-1.46527

FEMALE

4.00

.t0870

I 18462

2-2204

.El8l

t.603

3.187

400 MALE

IEMALE

OTHER

2.989

.589

.818

CONVT

OTAL

\'1ALI FEMALE

. OTHER

4.00

I ?r8

1.160

2154

IEMALE MALE

OTHER

400

4.311

I 191

3.l]9

oTtl llLi MALE

.. IEMALE

.,1 00 MALL

ITENIALE

OTIJER

3.1-12

t.t21

.619

*. The mean diflbrence is slgni ficant at the 0.05 levei

Homogeneous Subsets

5:l

\

\

b
\
\,

\,
f-
h,
F.,
lrt
lrt
h,

-
-!r,
-l
t
s,
t,
F
s
s
i
i
s,
s
s
t
i
i
t
s
!t
!
t
a

rl5E7

11499

.915

.418

4 808

2.643

3 610

-2-E149

-3.5760

:r. r876



h,
h
!!,

Tttble 5l.IBTOT.{L

Tukey HSDrb

GENDE

R

N

Subset for alpha =

0.05

I )

MALE

4.00

FEMAL

E

OTI{ER

s ig.

I5

i9

46

55

185

),5.3071

16.9565

17.036.1

NIerns lol grourps rn homogcneo!ts subsets

are displayed.

a. Uses Hannonic Mean Sample Size =

30.251.

b. The group sizes ate unequal The

hamonic mean of the group sizes is used.

T)?e I enor levels are not guaranteed

C,
c,
i
C'
G'
E
b
b
b
o
ia
b
t
tt
a
t

55

13.13 33

t5.3017



h.
h
F,
frr
lu
alt

TaLle 52. PDTOTAL

Tukey HSDab

GENDE

R

N

Subset for alfha :
0.05

I 2

MALE

4.00

FEMAL

E

OTI.IER

sig.

15

39

46

55

10.5333

1.000

1,1.6087

15.0545

Means for groups in homogeneous subsets

are displayed.

a. Uses Hamonic Mean Sample Size :
30.251.

b. The groLrp sizes are unequal. The

hamonic n-iean ofthe group sizes is used.

Type I eror levels are not guaranteed.

ts
-r
C,
O
E
E
C'
(r
t
ID

i
at

-
5
tt
-
t
ra

56
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6. CO\CI-T'SIO\. SL\I.\IAR\-. I\IPLIC.\TIo\S,{\I) SUGGESTIONS

6.1 CONCLUSION

Thc stuly has resultcd in standar-clizcd a.d r eliable nteasures ol assislancc. convcnie.ce. percci\ cd

valuc and iripLrLsjve buvins wllh the rcspaat lo retilil stol.cs. Thc rneasLrres $,erc rcliable as

indiciuing b,v thcir r.llability nleasure \ hich is higher rhrn 1) I

Cause and effect relationship has been established betweell assistance, convenience and perceived

value as the independent variables and impulsive buying as dependent variable using simple

linear regression. Assistance, perceived value and conveDience have significantly high positiv(-

relationship with irnprLlsive buying. Age and gender are lound not to l'tave a significant impact on

Assistance, convenience, perceived valuo and impulsive br-rying.

6.2 SUMMARY

The study has been divided into three chapters, first chapter includes introduction and its sub-parts

are concepfual framework, literature review, rationale and objeclives. In conceptual framework all

definitions and introduction about the topic is there. In liter-ature Ieview all researchers have been

mentioned which has been done previolrsly, ratlonale is need ofthe stlldy j.e. why we are doing

this research, then objectives ofthe research, and second chapter is research lnethodology, which

includes study, sample and tool Ior dala collection, tools lor data analysis. In study we havo to

specily which type ofstudy is this like this is an descriptive sludy and llethodology used in this is

through questionnaire, then next is sample which includc rvhat type ol sampling technjques have

been adopted like in this research. Like this research is pur.posive/deliberate in nature and it also

includes the sample size ofthe retails customers. then next is rool lor data collection which includes

that data is collected through questionnaire and it contain 17 items, tl.tell tools for data analysis

shows that which type oftest has been aplllied in this, lil(e Item to lotal con-elation, Factor analysis,

Rellability& Regression and ANO\/A has been applied.
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Thrrd chrptar cotltrlins results and .liselrislon it in.lu.les the results of rescarch ind discussioo

lreaDs ll.lat \\.hether rcvle\! ofliterxlure nlatch \yith our reslrlts or not. Il also contains implicatiolls,

sullgestions, sulnlnary and corlclusion and ir the end rcttlences alld anilcxule

6.3 LIMITATIONS

l. Sample sizc/samplc bias: .\ lotal 01 2(x) peoPlc pxrtiliPated iLr the survcy J:ach pcrson

may gir,c indiVidural rcsults. but i1 docs rlot nleiln lhirt thc rilnlc 
'cs!llts 

bclong lo thc $holc

populrlioll

2. Access to data: We n-ray not always be able to go through all the resources We can't gather

all the data for research since it will take a lot of tirne. Because of it, the work might not cover

oach aspect.

3. l,ack of timc: Olicn dcadlires t|c lhc rcason \\ar\ lhc studv and rcscarch n1i!!ht not bc

complcte. Whcn r,r'e get a tasl(. \!'c hll\ e .t linliled alnour)l ol l]nre 1o do il Togetagootl gradc r'r'c

nced to subrril the a:isignmcnt prior to the rlalL.lline

,1. Finlncial resources: Sorrclttrtes r,ic need sonte eqlriplllellt ol itdditional soltl\,are to

conduct the r'esearch. TJlis might be a ploblelr since \\'..1olr'1 trl\\rls llIl\'' the sLlnl \\'e need'

5. Data collcction: Therc ele drt'1r.nL \\0vs to collact drLll: illlc|'\iews. suNeys qllesllonnalre,

etc. The \\a) wc collect datl tnight be i tral linlilution since thc itns$ers ancl thc resLtlls var1.

6. Method: When we are finding nerv infor-mation, we use a specific lesearch method and

research methodology. Diffelent methods give various opPoftunities Quality ofthe data we get

ofren depends on the -nelhod u e choo'e.

6.4 IMPLICATIONS
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For retail stores

'lho rcsuits of our studv hi\e str,rnq i|rpllcations lir th. relrilers. as thc lesults indicatc that

perceived value, conventeDcc, asststance havc slrong positi\c cliccl on colsurrcr's impulsivc

[rui]ir1g. Thc retail o\lnel's need to pav tllorc ellention to thc pcrcci\ed \itlLrc ofthc retaiJ shops.

rvhich is dircctllr alfected b.v tbe conveniencc. Also. thc rctailcrs need to eDsur. thal theil

ernplovees arc tmined ()1r all aspccts ol service that tlre! tlre in,,,olved in, as the emplol ee bchavior

rlso hcs positive relationship $,ith thc impLrlsivc t,Lrr ing rbouL thc scN iccs oflcred bv thc rctail

shops.

For Students

l. StlLdcn!s can usc dre rcsrLlts ol Lhissnrdy1brsLrpportinlthcr.csLrltsofthcirsludicsinsilniltr

areas

2. Studenls can use the literature review for support litcr-ature revjew oftheir studies in similar

areas

3. Sludcnts can llse lILe relcrcnce tor Und.rslandi g tlre lopir in dotall and tbr doing lirl1hcr

studies in th is area.

,1. StrLdents can usc the sundtLrdizcd questionnaire lor tn storc shoppinr enr,irontnent itnd

inpulse purcltase developcd tl rlte sturly, lor doing s(udics in sintilnr ereas.

6.5 SUGGESTIONS

1. The stdy has been done by taki[g only a sample o1200 r.espondents therefore it is suggested

to take bigger sample size in order to obtain more accLtrate results.

2. The study has been done in G* alior region only so it is suggested to take largei area or other

region so that more approp.iale results can be obtained.
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!F

- 3. The study resulted iI1 the fact that there are some other lactorc a]so other thafl convenience,

assistance, perceived value which are affecting impulsive buying. So similar kind of study

can be done io evaluate the effect olother va ables or inlpulsive buying.

4. Tlie study r-esulted in the facr thrt essistancc. convcnicncc. pcrceived value have ilnpacl on

impulsive buying: similarly clf'cct of assistance cen be e\ !hlxted on other var'iables.
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EmaiP'

Gender*

Malc

Fcmale

0thcr

Agc"

under 1 8

l8 1o 20

20 !o 25

25 abovc

Your city*

Gwalior

other
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Impulsive buying

1. Often buy things spontaneously*

123 .1 5

2. I often buy things without thiil<irg.*

2345

l. I see it I btlv it describes rne :'

l 23,1 5

4. Buy now, think aboul it later.'i

2345

5. I carelully plan most ofmy purchase*

2345

Perceived valuc

1. Product has high quality compaled to the compelitoIS.:'

12345

2. ProducL is onc thal I woulal elto\

2345
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3. Product offers value fol money.*

l 2345

4. Product has a positive reputation.+

,1 5

Assistance

1. I feit good shopping in this store*

123 45

2. I liked overall design ofthe storei

t2 3 4 5

3. I desiled to buy in this store+

2345

4. I leil cxciting shopping in this store'

t2345

Convenience

66



l. I liked to purchase from that store which is near from me.*

t 23 4 5

2. I liked to buying product onliDe because it reduce time and expenses*

t234s

3. I liked to purchase product at discount price*

123 4 s

4. I liked to buy when i have more money*

t2 3 1 5
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