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ABSTRACT

The study was focused on assessing the consumers’ impulse buying be-
haviors as to the relationship to visual merchandising. According to
Foroughi et al. (2013), one of the many tactics that companies do practice
includes encouraging customers to buy impulsively. Because of this the-
ory and visual merchandising, the researcher was able to determine con-
sumers’ impulsive buying behavior concerning visual merchandising. In
this study, 384 mall shoppers were selected as the population sample
from the three selected Malls in Pampanga. The collected data were ana-
lyzed through frequency, mean, Likert scale, Pearson correlation, and
Chi-square to test respondents’ profile with their impulse buying behav-
ior, respondents’ profile and their assessment of visual merchandising,
and respondents’ impulse buying behavior and their assessment of visual
merchandising. Consumer impulse buying behavior has a significant re-
lationship with the window display. According to Bhatti and Latif (2013),
said that when the consumers visualize the products which were dis-
played attracts the customers and arouses their urge to do impulse buy-
ing. Visual merchandising including window display, in-store display,
floor merchandising, and promotional signage make a significant effect
on stimulating the consumers’ impulse buying behavior. For future re-
searchers, further studies may be used, like for instance introducing
other variable/s in assessing consumers’ buying impulsiveness not only
limited to visual merchandising per se but also identifying a specific
product.
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merchandising, Window display, In-store display, Floor mer-
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Background

The success of any company widely de-
pends on its consumers’ satisfaction. To satisfy
the consumers, companies should understand
well their buying behavior and the various fac-
tors that affect these behaviors. One of these
factors is advertising, which can capture a siza-
ble amount of audiences.

Impulsive buying behavior occurs when
consumers feel that they wanted to do shop-
ping instantly. Liang, et al. (2008), mentioned
in his study that, “Impulse buying may be a
common phenomenon in life.” Aminosharieh, S.
& Mowlaie, S. (2017), on his part, identified
that impulse buying may be a highly important
aspect of customer behavior.

From the results of the study of Saini
(2015), it was found that visual merchandising
has a great influence on customers’ impulse
buying behavior. In addition, visual merchan-
dising has become common in every modern
point of sale because of the valuable instrument
for the retailer and manufacturers’ way of com-
municating. It can also be gleaned from the
same study that due to the rising competition
and similarities in the offerings, retailers use
visual merchandising to distinguish products
among others. This could differentiate the com-
pany’s offerings from rivals, creating a compet-
itive advantage, and eventually gaining loyal
customers.

According to Foroughi et al. (2013), one of
the many tactics that companies practice in-
cludes encouraging customers to shop impul-
sively. From this study, the researcher is in a
position to see the connection between con-
sumers’ impulsive buying behavior and visual
merchandising. Likewise, the researcher, being
a Marketing professor, can enhance her teach-
ing ability in promoting additional knowledge
on these two marketing concepts.

Study Objectives

The study was centered on assessing the
impulse buying behaviors of consumers in rela-
tion to visual merchandising and have the fol-
lowing objectives:

1. To identify the demographic profile of the
respondents.

2. To assess the impulse buying behavior of
the respondents.

3. To assess the influences of visual
merchandising as perceived by shoppers of
the selected malls.

4. To assess the significant relationship
between the respondents’ profile and their
impulse buying behavior.

5. To assess the significant relationship
between the respondents’ profile and their
assessment of visual merchandising.

6. To assess the significant relationship
between the respondents’ impulse buying
behavior and their assessment of visual
merchandising.

Null Hypothesis

Ho1: There is no significant relationship be-
tween the respondents’ profile and their im-
pulse buying behavior.

Hoz: There is no significant relationship be-
tween the respondents’ profile and their as-
sessment of visual merchandising influencers.

Hos: There is no significant relationship be-
tween the respondents’ impulse buying behav-
ior and their assessment of visual merchandis-
ing.

Review of Related Literature
Consumer Buying Behavior

Consumer behavior has always been an im-
portant topic for a marketer. The consumer be-
havior ideas provide the marketer to under-
stand how do buyers think and feel by choosing
from product alternatives, along with brands
and the instances consumers are affected by
their surroundings, the reference groups, fam-
ily, and salespersons. (Pawar & Naranje, 2016)

The perception and attitude of the buyer on
a specific store rely on the response stimuli re-
ceived by the five senses of the soma. The shop
image is reflective of the service, the arrange-
ment of merchandise, the facilities available
like carts or baskets, the convenience, and pro-
motions. This particular dimension of the out-
letis incredibly important for customer patron-
age and on the business side the profitability of
the shop. (Pereda, 2015).
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From the perspective of the customer, now-
adays it has become a bit challenging to create
a buying deal decision as a result of a lot of al-
ternatives and comparisons. Still, thinking
about how the shoppers will spend time, effort,
energy, and money was difficult. (Khaniwale,
2015)

Impulse Buying Behavior

In the rising economies, there is a certain
yearning to review impulse buying because of
the recent outgrowth in retailing. Due to the
significant increase in profit, consumer life-
style, and credit exposure, impulse buying has
become a widespread sensation towards vari-
ous retail platforms. Designing a beautiful store
shopping setting and other important factors
are valuable in making a profit as far as un-
planned purchasing is concerned. (Muruganan-
tham and Bhakat, 2013)

The study made by Xiao and Nicholson
(2011), entitled “Mapping impulse buying: a
behavior analysis framework for services mar-
keting and consumer research” suggested that
different fields have recognized the value of im-
pulse buying through the years. They have also
mentioned that being well-informed about the
participation of consumers on the topic of im-
pulse buying would be important in a company
about formulating some business techniques
including the information that may affect buy-
ers’ purchasing behavior.

As mentioned by Karbasivar and Yarah-
madi (2011), consumers are strained by the
variables of impulse buying, either internally or
externally. This exposure may lead to the prob-
ability of impulsively buying.

Kim (2013) stated that researchers found
that impulse buyers usually do not launch the
exact reason for going to a particular store and
buying a specific item. Impulsive buyers do not
have reasons for purchasing items. They will
move to stores and get the things that they like.
No plan is done and yet the purchases are
made.

Out of the many products sold in a store, an
impulse buyer will most likely buy the product
that he/she desires without any hesitation at
all. The consumers are exposed to the product
which gets their attention and because of that
exposure, it drives them to buy it. Consumers

have that sudden feeling of wanting to buy. It
makes them acquire a certain product that will
satisfy their urge to buy it. (Kim, 2013)

According to Chavosh et al. (2011) and
Soeseno (2010), claimed that a consumer with
high standards of purchasing experience is
likely to do checking that requires more time
while having an experience with greater feeling
to do impulse purchases. On contrary, a con-
sumer who is not enjoying shopping ways may
take lesser time, and will likely not to do an un-
planned purchase.

An “impulse buying” is spreading within the
market. A study made about consumers’ shop-
ping habits conducted in Chicago by the Mar-
keting Research Association learned that
youngsters tend to do unplanned purchases
compared to the older ones, who are most
likely loyal to particular products (Liao, et al.
2009).

From the above research studies regarding
impulse buying behavior, it can be noted that a
lot recognized its significance to the business
industry. However, different factors may con-
stitute the consumers’ impulse buying behav-
ior.

Visual Merchandising

Based on the study of Kaur study (2013), it
was explained that there's an immediate com-
mensurable relationship between customers’
buying behavior and therefore the four sorts of
visual merchandising. It revealed that stores
should think more strategies in making the cus-
tomers more attracted as well as giving more
detailed information to the products.

Khan and Kumar (2016), made a study
about visual merchandising influencers. Ac-
cording to this study, within the competition,
those organized retailers are having more sales
than those that are not in as far as the use of
visual merchandise is concerned.

According to Davies and Ward (2005), vis-
ual merchandising showcases the relevant
business ideas as well as identifies with the
most effective means to provide information to
customers. Visual merchandising also high-
lights the description of the offering. Among
the several marketing strategies, merchandis-
ing is the one that allows building closer com-
munication with consumers and a direct level
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of interaction (Massara, 2003). The appearance
of the inside store is of great importance and
should be coherent with the products on the
window display. A consistency should exist
with the product image and its positioning to
help delivered and improve customers satisfac-
tion. Through the shop window, there is a
“clear declaration” reaching out to the respec-
tive target audience. Sen et al. (2002), men-
tioned that the shop window should be de-
signed to reflect the importance of what the
store represents its product variety, and por-
tray. Thus, often when presented, it proves as
effective as publicity and beats the latter, thus
it also draws the consumer into the store. (Pe-
reira, et al. 2010)

In the retail industry, visual merchandising
plays a vital role. In terms of developing and in-
troducing products, whether in trade or sales-
they help lighten important destinations; usu-
ally, companies that define and advertise over-
all image. (Saini, et al. 2015)

Based on the study of Kaur (2013), the com-
mensurable relationship with customers’ buy-
ing behavior and the different types of visual
merchandising were explained. Moreover, ac-
cording to Bhatti and Latif (2013), while the
consumers visualize the products which are be-
ing displayed, the customers get easily at-
tracted to do impulse buying.

From the result of the study of Khan & Ku-
mar (2016), it was found that there is a signifi-
cant relationship between customers’ buying
behavior and the visual merchandising influ-
encers. Shoppers tend to be more likely to
make a purchase when they are exposed to
these variables.

From the results of the study of Saini
(2015), it is said that visual merchandising ac-
tivities greatly affect consumers’ impulse buy-
ing behavior. This showed that there have been
significant relationships between the consum-
ers" impulse buying behavior and the visual
merchandising influencers.

Window Display

It had been mentioned by Baker et al
(2002), that a retailer has approximately a few
seconds to capture the eye of customers that
passes by. A better layout may lead to

consumers’ shopping experience being more
enjoyable.

As mentioned by Nishanov and Ahunjonov
(2016), window displays are useful in getting
the attention of consumers and a possibility of
entering the store. They also mentioned that,
when customers go to the shop, enticing pro-
motional signage can increase the probabilities
of consumer impulse buying. Also, in keeping
with Cornelius (2010), said that well-designed
storefront window displays are thought to be
valuable to customers and encourage them to
go to the shop.

Promotional Signage

As mentioned by Roorda (2013), the buying
of products on impulse can be influenced by in-
store advertising and in-store promotions. And
shoppers may recognize that they need a prod-
uct because of such.

PROFILE
Age
Gender
Civil Status
Highest Educational
Aftainment
Occupation
Monthly Income

Ho1

Ho2 IMPULSIVE BUYING

VISUAL MERCHANDISING
INFLUENCERS

Ho3
Window Display
In-store Display
Floor Merchandising
Promotional Signage

Figure 1: Paradigm of the Study

The paradigm of the study was mainly fo-
cused on consumers’ impulsive buying behav-
iors and visual merchandising and as to the in-
fluence of respondents’ profile as to age, gen-
der, civil status, highest educational attain-
ment, occupation, income, and visual merchan-
dising on impulsive buying behavior. The three
hypotheses were also included. First, it was
about determining the significant relationship
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between the respondents’ profile and their im-
pulse buying behavior. Second, it was about
identifying the significant relationship between
the respondents’ profile and their assessment
of visual merchandising. And lastly, it was
about determining the significant relationship
between the respondents’ impulse buying be-
havior and their assessment of visual merchan-
dising. The indicators of visual merchandising
were adopted from the study entitled “College
Students’ Apparel Impulse Buying Behaviors in
relation to Visual Merchandising” by Jiyeon
Kim (2013).

Theoretical Framework

This study is anchored on Hawkins Stern’s
Impulse Buying. This theory offers insights to-
wards customers likely to make an impulse
purchase.

The theory proposed by Hawkins Stern was
made in 1962. The theoretical framework has
different variables that constitute impulse buy-
ing behavior. These include, need or motiva-
tion, price and distribution, outstanding dis-
plays, product features, service quality, and
promotion strategies. But only promotions and
displays were likely employed within the study.

Aside from the theory of impulse buying,
the researcher also adopted the study of Jiyeon
Kim entitled, “College Students’ Apparel Im-
pulse Buying Behaviors in relation to Visual
Merchandising.” The questionnaire used was
also adopted from this study. Concerning the
same study, it focused on the impulse buying
behavior and the four visual merchandising in-
fluencers including, window display, in-store
display, floor merchandising, and promotional
signage. Jiyeon Kim’s study used College stu-
dents as respondents while for this study the
researcher used Mall shoppers. Questions un-
der the profile of the respondents in the ques-
tionnaire were also different. In this study, a
specific product was not identified as part of as-
sessing consumers’ impulsive buying behavior,
unlike in Jiyeon Kim'’s study wherein apparel
was identified.

Methods
Study Design and Locale

A descriptive and correlational research de-
sign was used in this study. Descriptive

research is defined as a research method that
describes the characteristics of the population
that aims to provide the researcher a profile or
to describe important aspects of interest from
an individual, organization, industry-related,
or other views. The descriptive research design
was used in describing respondents’ profiles as
to age, gender, civil status, highest educational
attainment, occupation, and monthly income.
This method was also used in assessing the im-
pulse buying behavior of consumers and the
different influencers of visual merchandising
including, window displays, in-store displays,
floor merchandising, and promotional signage.
Furthermore, the correlational research design
was used to identify the relationship between
variables including respondents’ profile and
their impulse buying behavior, respondents’
profile and their assessment of visual merchan-
dising, and respondents’ impulse buying be-
havior and their assessment of visual merchan-
dising.

Study Participants

The study covered the customers of three
selected malls in Pampanga. A total of 384 sam-
ples were determined using the Raosoft online
calculator which considered the recommended
5% acceptable margin of error, while 95% for
the confidence level and the 50% response dis-
tribution.

Inclusion and Exclusion Criteria

The study did not consider any specific
product but focused on the general perception
of the shoppers based on their actual experi-
ences. The floating of questionnaires was con-
ducted during the entire month of June,
wherein most shoppers bought products in
preparation for the opening of classes. The
study treated all shoppers as one population
regardless of the specific mall where they did
shopping at the time of the survey.

Research Instruments

A set of questionnaires was used in this
study as an instrument in gathering the data
needed. This was answered by shoppers of the
three selected shopping malls in Pampanga.
The questionnaire was adopted from the study
entitled “College Students’ Apparel Impulse
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Buying Behaviors in Relation to Visual Mer-
chandising” by Jiyeon Kim. The questionnaire
consists of three parts including the profile of
the respondents, impulsive buying assessment,
and visual merchandising influencers. In the
first part of the study, age, gender, civil status,
highest educational attainment, occupation,
and monthly income were covered while in Ji-
yeon Kim's study- residential status, disposable
income, school status, job status, and major
were included. However, this was later modi-
fied since the two studies used a different sam-
ple of respondents, which were college stu-
dents and mall shoppers. The second part is the
impulse buying assessment with five items.
This study used the same item-questions from
the study where it was adopted except for a
minimal change in item-question number two
which was “I feel a sense of excitement when [
make an impulse purchase” into “I am excited
when I make an impulse purchase.” The third
part pertains to visual merchandising influenc-
ers which was divided into four variables in-
cluding window display, in-store display, floor
merchandising, and promotional signage. No
changes were made with all of the item ques-
tions on this part. For both the second and third
parts, both of Kim’s and this study used the Lik-
ert scale but with different ratings. This study
used a 6-point Likert scale of 1- strongly disa-
gree, 2-disagree, 3-disagree to a moderate ex-
tent, 4-agree to a moderate extent, 5-agree, and
6-strongly agree. Jiyeon Kim’s study used the
rating of 1-5 as 1 as the lowest with a descrip-
tion of Never and 5 as the highest with a de-
scription of Frequently.

Statistical Analysis of Data
Frequency Distribution

The frequency distribution is an arrange-
ment of data that shows the number of obser-
vations per category or number of occurrences
of the value falling within arbitrarily defined
ranges of variables.

Percentage Distribution

The percentage distribution was used to de-
termine and show the relationship between the
two magnitudes. The data gathered was com-
puted using the formula below:

Percentage: P = f/N X 100

Where:
P = Percentage
F = Frequency
N = Population of the total number of
respondents interviewed
Likert Scale

The Likert scale, developed by Rensis Lik-
ert, is the most frequently used variation of the
summated rating scale. A Likert item is simply
a statement that the respondent is asked to
evaluate according to any kind of subjective or
objective criteria; generally, the level of agree-
ment or disagreement is measured.

Range Descriptive Rating
5.50-6.00 Strongly Agree (SA)
4.50-5.49 Agree (A)
3.50 - 4.49 Agree to a Moderate Extent (AME)
2.50- 3.49 Disagree to a Moderate Extent (DME)
1.50 - 2.49 Disagree (D)
1.00 - 1.49 Strongly Disagree (SD)
Mean

The mean average for the scale re-
sponses was computed with this formula:

f
Y
N

Where:

3 = summation of

F =frequency

X =value of response category
N = Number of Respondent

Pearson Correlation Coefficient

This statistical tool uses to measures the
strength between variables and relationships
between two variables. This formula is known
as the Pearson R test.

Chi-square Test

This statistical tool was used in comparing
multiple variables for randomly chosen data.
The frequencies were computed based on the
conditions of a null hypothesis. The rejection of
the null hypothesis was according to the differ-
ences of actual and expected value.
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Results and Discussion
Profile of the Respondents

Age. Table 1 presented that most of those
going to the malls are from the age groups 18-
27 and 28-37 through a considerable portion of
the respondents likewise covers other age
ranges. This may be so because malls nowa-
days provide numerous shops and entertain-
ment activities catering to these ages.

Table 1. Frequency and percentage distribution
of respondents according to age

Age Frequency Percentage
18-27 150 39
28-37 135 35
38-47 63 17
48-57 27 7
58-67 9 2
Total 384 100

Gender. Table 2 present the distribution
and percentage of the respondents as to their
gender. As it was shown below, out of 384 re-
spondents, 230 or 60% are females and males
comprise 154 or 40%. It can be explained that
since the process of floating the instrument is
random, more females went to the malls during
the survey which added to the general fact that
females are well-known frequent shoppers
compared to males.

Table 2. Frequency and percentage distribution
of respondents according to gender

Gender Frequency Percentage
Male 154 40
Female 230 60

Total 384 100

Civil Status. Table 3 shows the civil status
of the respondents as to civil status. Wherein
out of 384 respondents, the majority are mar-
ried comprises of 204 or 53% and 180 or 47%
are single. The result registered an insignificant
difference in percentage probably because the
survey was done randomly and that there is
usually a good mixture of shoppers as per civil
status that goes to malls. This may be true be-
cause malls offer different products and activi-
ties targeting different segments.

Table 3. Frequency and percentage distribution
of respondents according to civil status

Civil Status Frequency Percentage
Single 180 47
Married 204 53

Total 384 100

Highest Educational Attainment. Table 4
shows the respondents’ profiles as to educa-
tional attainment. The majority of the respond-
ents finished college with 51 or 70%, followed
by the respondents that finished high school
with 59 or 15%, then 51 or 13% respondents
finished a post-graduate degree, and only 6 or
2% respondents finished elementary. More
shoppers are college graduates, possibly be-
cause they are already working and may be as-
sumed to have the economic capacity to shop
compared with the others.

Table 4. Frequency and percentage distribution
of respondents according to highest edu-
cational attainment

Gender Frequency Percentage
Elementary 6 2
High School 59 15
College 268 70
Post Graduate 51 13

Total 384 100

Occupation. Table 5 results ably support
the preceding table which assumes that the big-
gest percentage of the respondents are work-
ing thus have the economic capacity to shop.
According to Khaniwale, 2015, the job of a per-
son affects his/her buying decision. Consumers
select products suitable to their profession and
/or are obliged for them in their professional
life.

Table 5. Frequency and percentage distribution
of respondents according to occupation

Occupation Frequency Percentage
Employed 322 87
Self-employed 40 10
Student 3 1
Unemployed 9 2

Total 384 100
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Monthly Income. Table 6 result shows that
31% of the shoppers have an income monthly
between 10,001 to 20, 000 and nearly 20,001
to 30,000 or 30%. Since most of the respond-
ents are college graduates and mostly em-
ployed, this is possible that most of them have
the above-mentioned income. This likewise re-
iterates the economic capacity of the respond-
ents to shop.

Table 6. Frequency and percentage distribution
of respondents according to monthly income

Monthly Income Frequency  Percentage
Below 5,000 34 9
5,001-10,000 60 16
10,001 - 20,000 120 31
20,001 - 30,000 115 30
Above 30,000 55 14
Total 384 100

Impulse Buying. Table 7 shows the impulse
buying assessment of the respondents. In gen-
eral, most of the respondents agree to a moder-
ate extent on four out of five statements. It can
be observed that most of the respondents be-
lieve that shopping gives them a certain feeling
of elation or that they do it to lessen their
stress. David (2008), said that the moderation
stage of impulse buying can be satisfying; a high
level of impulse buying can have a driven effect
and can function as a way to be off from nega-
tive affective states, depression, and low-es-
teem. It can be gleaned that the respondents do
enjoy impulse buying as they do not feel re-
morse after they have done it. Punj (2011), said
that the impulsive buying effect of the interac-
tion between the state (condition) and the trait,
the more exciting the stimuli or the probability
of the inner motivation, the possibility of a per-
son to make an impulse purchase.

The majority of the respondents are having
a hard time controlling themselves by when
they see good offerings which are supported
the previous questions confirming their love
for impulse buying. According to Marconi, et al.
(2017), said that “a person who is impulsive is
likely to do an impulse purchase more often,

wherein they have a hard time controlling their
buying impulses”.

Given the average mean rating of 3.73 or
agree to a moderate extent for impulse buying,
it is safe to conclude that while consumers are
impulse buyers they are so up to a certain ex-
tent only. This means that while they enjoy do-
ing impulse buying they still have control over
such impulses. This is safe to assume given that
the majority of the respondents achieved
higher education and are employed thus having
more control over their impulses.

Visual Merchandising Influencers

Table 8-11 presents the data results under
visual merchandising influencers. This includes
window display, in-store display, floor mer-
chandising, and promotional signage.

Window Display. By looking at the table,
there was not much difference between the re-
sults of those that agreed to moderate extend to
those that agreed how window displays affect
the consumers’ buying behavior. A window dis-
play is a valuable technique and marketing
strategy that has a huge effect on shoppers get-
ting inside the store. This is evident by the an-
swers given by the respondents where there is
a combined result leaning towards agreeing
though the Grand Mean is 4.25 shows “agree to
a moderate extent.” This provides a glimpse of
how respondents are moderately influenced by
window displays which may be sufficient
enough to lure them into the store

According to a study made by Karbasivar
and Yarahmadi (2011), an individual’s choice
of the retail store made effect by the store ap-
pears physically and the first impressions usu-
ally happened at the front level.

In-Store Display. To a certain extent, in-
store displays influence consumers to make an
impulse purchase. According to Baker et al.
(2002), a better layout will lessen the stress
linked with purchasing and can make it more
enjoyable. In the study made by Hulte’'n and
Vanyushyn (2011) they stated that in-store dis-
plays are tools that have an impact on buyers’
impulse buying behavior.
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Table 7. Impulse Buying Assessment

Impulse | S8A | A |AME DME| D | 5D | TOT | WM | DM
AL

Buying Freq. | Freq. | Freq. | Freq. | Freq. | Freg.

Behavior k] b % % % %

Igo
shopping 54 113 | 107 | 30 53 27 | 384 401 | AME

to change
my mood 14 29 29 2 14 7 100

Iam
excited 28 124 109 51 43 28 384 | 3.90 ANE
when I
make an 2 32 29 13 11 7 100
impulse
purchase
Ifeel
regret 24 33 76 111 a9 51 384 | 3.06 DLIE
after I
make an 8 9 20 29 23 13 100
impulse
purchase
Thave
difficulty 40 94 106
controlling
myurgeto | 19 25 29 15 15 7 100
buy when
Tzeza
good offer
When I see
a zood 51 101 o4 G0 59 19 384 | 3.92 ANE
deal, I
tend to 13 2% 25 16 15
buy more
than what
I intended
to buy

Grand 3.73 =AME

28 384 [ 3.78 ANE

e
=1
[=1]
w

100

3]

Mean

Table 8. Influence of Window Display

Item/Statem | SA A 8D | TO| W | DM

4 3
AM | DM
ent E E TA | M
Fre | Fre

I tend to
enter a store
when I am 145 | AME
attracted by 18 35 30 8 6 3 100
an eye-
catehing
window
display

I feel
compelled to
enter the 417 | anE
store when I 10 35 33 10 9 3 100
see an
interesting
window
display

I tend to
choose which
store to shop
depending on
eye-catching
window
displavs

Grand Mean 4 256 = AME

69 135 | 115 | 32 23 10 | 384

39 133 | 126 | 40 34 12 | 384

42 120 | 122 | 63 28 9 3584

11 31 | 22| 17 7 2 | 100 | 415 | AME
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Table 9. Influence of In-Store Display

ImpulseBuying | SA | A |AME| DM | D | sD | TO | WM| DM

Freq | Freq | Freq | Freq | Freq. | Freq.

% % % % % %
I get an idea of
what I want to 61 132 | 135 33 17 [ 384
buy after looking
through in-store 16 | 2| 3| o 4 2 | 100 | 24| AME
displays

When I seea
product featuring 31 a7 148 63 34 11 384
a new style or
design in display, 3.99 | AME
I tend to buy it a 25 39 16 ] 3 100
When I seea
product that I like 27 113 | 135 70 28 11 384
on in-store
dizplay, I tend to 403 | AME
buy it -
I tend to rely on
store dizplays 31 110 | 117 73 41 12 384
when I make a B
decision to 385 | AME
purchase a :
product

Grand Mean 410=AME

Floor Merchandising. The second state- made an attractive technique, the chances for
ment has the highest mean rating, wherein consumers doing an impulse purchase. (Han,
those respondents that agree has also the high- 1991)
est percentage. The more the store stimuli,

Table 10. Influence of In-Store Display

Item/Statement | SA A | AME| DM D TOTA | WM | DM

Freq | Freq | Freq | Freq | Freq | Freq

WhenIzeea

product that 25 107 | 127 | 623 44 13 384

catches my eye, I

tend to try it 3.90 | AN
ithout lockin

;r;os'glh o g | e | 33| 18| 11| 3 | 100 E

whole section

When I walk
along the aisle, I 37 135 | 120 | 60 it 3 384
tend to look

421 | AM
through the g 35 31 16 8 1 100
products cloze to

me E

1tend to try

products that 3T 116 | 128 | 62 38 a 384 | 411 AM

catch my eve

when I pass by g 30 34 16 g 2 100 E
Grand Mean 407=AME
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Promotional Signage. Looking at the table
of all the statements except the last one, re-
spondents that agree to the statements have
the highest percentage. This indicates that pro-
motional signage has a great influence on con-
sumers’ impulse purchases. As mentioned by

Table 11. Influence of Promotional Signage

Roorda (2013), the buying of products on im-
pulse can be influenced by in-store advertising
and in-store promotions. And shoppers may
recognize that they need a product because of
such.

6 5 4 3 2 1
Impulse SA AM | DM SD | TO| W | DM
Buying E E TA | M
Behavior Fre | Fre | Fre | Fre | Fre | Fre L

q- q q- 9q. q- q-

% % % % % %
IfI
inteizztzii_zg offer 72 30| 117| 3% 18 8 384
(reduced price,
sales promotion, 19 34 30 10 5 2 1pp | 448 | AM
etc.) on in-store E
signs, I tend to
buy
Sales/clearance N -
signs entice me 63 122 | 118 47 21 3 384 | 3.77 | AM
to loock through E
the products 16 F5 31 12 51 1 100
WhenIseea
special 60 140 | 120 42 19 3 384 | 444 | AM
promotion sign, T B
2o to the 16 36 31 11 5 1 100

| products
I likely
femmorebkely | 5o | s02| 237| 51 | 28 | 7 | 384
unintended 404
purchaseifthe | 15 | 27 | 36 | 13 | 7 2 |100] 77| am
product has a E
sale or clearance
sign
Grand Mean 422 = AME

With all the influencers, promotional sign-
age has been the most influential to consumers
with a tendency to make impulse purchases. All
have a descriptive mean of agreeing to a mod-
erate extent, weighted is different for each of
the variables under the different visual mer-
chandising influencers. For the grand mean, all
influencers as well have the same descriptive
mean of agreeing to a moderate extent. Floor
merchandising had the least influence on shop-
pers to make an impulse purchase. While pro-
motional signage has been the most influential
to consumers more than to window display, in-
store display, and floor merchandising. The re-
sults could lead to an assessment that because
of the influence of different factors like social
media, consumers have different ways of
choosing products and services. That in some
cases consumers knew already what product
they will purchase or choose given that they
were able to access the internet.

Correlation of Respondent’s Profile with Im-
pulsive Buying Behavior

Based on the results, among the other pro-
file of the respondents, age and income have a
significant relationship as to consumers’ impul-
sive buying behavior. This is because most of
the respondents were of legal age to work and
earn between 10,001-30,000 pesos, thus it can
be deduced that the higher the age and income
is the more likely people tend to impulse buy.
As mentioned in the study of Asinya, et al
(2012), stated that the age of consumers has a
great impact to impulse buying behavior.

As for income results, it was confirmed in
the study of Sangalang, et al. (2017), who said
that “consumers’ earning level significantly in-
fluences consumers’ impulse buying behavior.
Impulse buying was considered great to shop-
pers with the capability of doing it”.

It was found that civil status has no signifi-
cant relationship to impulse buying behavior.
Result was contrary to the study of Bashar, et
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al. (2012) said that impulse buying behavior
was mostly on people that are married in com-
parison to those that are single.

It is the same with the highest educational
attainment and occupation which have a signif-
icant relationship with impulsive buying be-
havior. A similar result was revealed in the
study made by Priyanka & Rooble (2012) indi-
viduals with better jobs manifested more

impulse buying behavior since they have more
capability to buy products.

Moreover, gender and highest educational
attainment have no significant relationship
with impulse buying behavior, contrary to the
study made by Ahmed (2011) wherein the im-
pulse buying behavior has a significant differ-
ence with gender and in education. This study
was taken from a sample size of 160 Indian re-
spondents.

Table 12. Correlation of Respondent’s Profile with Impulsive Buying Behavior

Impulsive | Contingency | P-Value Decision Interpretation
Buying Coefficient
Behavior
Vs.
Age 0.8080 _000 RejectHo1 Associated
Gender 0.1334 0.0733 Accept Hol | Not associated
Civil Status 0.0558 0.7534 Aceept Hol | Not assoclated
Highest 0.1969 0.2160 Accept Hol | Not associated
Educational
Attainment
Occupation 0.1017 0.9105 Accept Hol | Not associated
Income 0.2299 0.0444 Reject Hol Associated

Correlation of Respondent’s Profile with Vis-
ual Merchandising Influencers

The results show that age and highest edu-
cational attainment have a significant relation-
ship with the window display. The results fur-
ther implied that respondents whose ages are
nearly 18-37, 268 or 70% finished college, and
87% are working. The higher the age and edu-
cational attainment of the respondents the
more likely they are affected by the window
display.

Based on the results, there is a relationship
between impulse buying behavior and visual
merchandising influencers. It shows that the
more the respondents are affected by window
displays the higher their likelihood to impulse
buy. As mentioned by Nishanov and Ahunjonov
(2016), window displays are thought effective
in a way of getting the shoppers’ attention as

well as to entice them to get inside the store.
They also mentioned that, once a buyer enters
the store, the function of other external factors
including promotional signage can have more
chances of consumer impulse buying. Also, as
explained by Cornelius (2010), attractive win-
dow displays are an important tool in getting
customers’ attention for the first time and lead-
ing them to enter the store.

A study made by Bashar and Ahmed (2012),
wherein results are the same where window
display, floor merchandising, and promotional
signage are positively correlated. However, the
result shows that in-store display and impulse
buying are not correlated. The study was taken
from a sample size of 250 Indian respondents
and used the same statistical tool which is Pear-
son correlation.
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Table 13. Correlation of Respondent’s Profile with Visual Merchandising Influencers

Visual Contingency P-Value Decision Interpretation
Merchandising Coefficient
Influencers vs.
Window Display
Apge 03707 00 Reject Ho2 Associated
Gender 0.1334 0.0732 Accept Ha2 Not associated
Civil Status 0.0773 0.5110 Accept Ha2 Not associated
Highest 02758 016 Reject Ho2 Associated
Educational
Attamment
Occupation 0.1017 0.9105 Accept Hal Not associated
Income 02541 00091 Reject Ho2 Associated
In-Btore Display
Ape 05509 N Reject Ho2 Associsted
Gender 0.0670 0.6300 Aceept Ha2 Not associated
Civil Status 0.0861 0.4082 Accept Ha2 Not associated
Highest 0.1610 0.5870 Aceept Ha2 Not associated
Educational
Attamnment
Occupation 0.1680 0.2568 Accept Hal Not associated
Income 0.1436 0.7307 Accept Hal Not associated
Floor Merchandising
Ape 02212 o Reject Ho2 Associated
Gender 0.1086 0.2202 Accept Ha2 Not associated
Civil Status 0.0989 09849 Accept Ha2 Not associated
Highest 0.2017 0.1789 Aceept Ha2 Not associated
Educational
Attamnment
Occupation (0.1680 0.2566 Accept Ha2 Not associated
Income 02452 00171 Reject Ho2 Associated
Promotional Sipnage
Age 01512 0 Reject Ha2 Associated
Gender 01745 20072 Reject Ho2 Associsted
Civil Status 0.0115 0.9970 Accept Ha2 Not associated
Highest 02252 00579 Reject Ho2 Associsted
Educational (Marginally
Occupation 0.1315 0.6627 Accept Hal Not associated
Income 03285 0058 Reject Ho2 Associated

Conclusion and Recommendation

Based on the findings of the study typical
buyers of malls are with an age range of 18-27
and income of about 10,001 - 20, 000 and
20,001- 30,000. Most females are mall-goers
and mostly are college degree holders. Gender,
civil status, highest educational attainment,
and occupation do not have an impact on con-
sumers doing unplanned purchases. Consum-
ers who mostly go shopping are the ones that
already earn a living. Respondents are impulse
buyers only to a certain extent. This means that
while they enjoy doing impulse buying, they
still have control over such impulses. Window
display and promotional signage have an influ-
ence on those consumers with different educa-
tional backgrounds.

For the correlation of respondent’s profile
versus impulsive buying behavior, age and in-
come were found to have a significant relation-
ship with the respondents’ impulse buying be-
havior thus rejecting the first hypothesis, while
gender, civil status, highest educational attain-
ment, and occupation have no significant rela-
tionship with the respondents’ impulse buying
behavior thus accepting the first hypothesis.
Correlation of respondent’s profile versus floor
merchandising, age, and income have signifi-
cant relation thus rejecting the second hypoth-
esis two, while the rest have no significant rela-
tion thus accepting hypothesis two. Correlation
of respondent’s profile versus promotional
signage, age, gender, highest educational at-
tainment, and income have significant relation
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thus rejecting the two, only status and occupa-
tion have no significant relation thus accepting
the second hypothesis.

Retailers are advised to also target their
marketing efforts to males as well as other age
groups as they are also susceptible to making
impulse purchases. Companies including visual
artists should create concepts to enhance their
appeal to attract shoppers. Retailers may pro-
mote impulse buying by creating a store envi-
ronment that will attract more shoppers to
make an impulse purchase. Display the most at-
tractive products that may provoke a desire to
shoppers to make purchases upon entering the
store. Companies must continue to improve
and increase in-store promotions as these at-
tract more impulse purchases. This was based
on the result of the study. Future researchers
may conduct studies with a different group of
respondents as this study is only limited to mall
shoppers within a specific area, and for the
other researchers, other variables may also be
used in assessing consumer’s buying impul-
siveness not limited to visual merchandising as
they may also identify specific products.
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