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ARTICLE INFO ABSTRACT

Impulse merchandise is something like a new product, some samples, or an associate
previously established product at a ridiculously low price. Customers may not have planned
ahead of time to purchase the products they needed to picture the merchandise and those
they planned to purchase. The retail units are large enough since it has to ensure the
accessibility of consumers in their close vicinity. The number depends upon the size and
intensity of population along with the topography of the area. The identification of a proper
psychology of consumers is difficult and establishing the sale is a critical affair in retail
business. The decision of customers depends largely from the psychology and attitude
point of view as against the economics and other rational factors. Here, in this research
paper total 170 customers were interacted and asked questions on impulsive buying
behaviour at the retail points of the Bhubaneswar city. The results have been concluded
with maximum choice of retail malls to purchase are from city and semi-urban areas of
customers and maximum male person prefer to come over here and they have that
strong ability to purchase either for personal or business purpose.

Keywords- Retail, Impulsive Buying, Malls, Customers, Selling

INTRODUCTION

The term "impulse shopping" refers to a customer's hesitant purchase, which is an important element of
consumer behavior. Many of the selling promotion combinations that influence consumer behavior for
Impulse shopping while shopping in a retail environment include: advertising, personal marketing, publicity,
and packaging. The importance of impulse shopping behavior is recognized by researchers and marketers
worldwide, and it has been extensively researched in recent years.

An impulse purchase, also known as impulse buying, is an unanticipated choice to buy a product or service
made by a consumer right before making a purchase. An impulse purchaser, impulse buyer, or compulsive
buyer is someone who frequently makes such purchases. According to research findings, emotions, feelings,
and attitudes have a critical influence in purchase whether triggered by viewing the goods or being exposed to
a well-crafted advertising message.

The impact of store display on purchasing decisions, particularly drive purchasing decisions, has been
discussed for a long time as an example of discussion. The retail revolution in India is underway.

In today's retail market, retailers who engage in store promotion activities style their stores to increase short-
term sales (Kacen, J. J., Hess, J. D., & Walker, D. (2012) from impulsive purchasing. Higher data on the
various affects of product and store aspects on three impulsively shopping for items will be critical in
establishing the best promotional strategies. Retail store, display is considered a number one selling device
that is considering a vicinity of the purpose of Purchase stimulants that urge the client to purchase the product
due to impulsive powers. S. M. Kalla and A.P. Arora (2011)

Several research on impulse shopping have been conducted in various nations, but the focus has been
primarily on customers in the United States, and it has been discovered that shoppers in the United States are
significantly more impulsive than shoppers in other countries. In the United States, 80 percent of shopping for
certain product categories is impulsive. Impulse shopping is defined as a spontaneous purchase within a store
with no prior intention of purchasing a certain goods. The layout of items in the store, lighting, and
background music all have an impact on shopper impulse purchases.

CHARACTERISTICS OF IMPULSE BUYING BEHAVIOUR
Rook (1987) known impulse shopping for behaviour with descriptors like a spontaneous, intense, exciting,
urge to shop for with the buyer usually ignoring the implications. whereas newer analysis during this space
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discusses impulse shopping for as a attribute instead of as a classification of a buying deal call, researchers
agree that buyers vary in their impulse buying tendency (Puri, 1996; Rook & Fisher, 1995). while not having
previous data of a replacement product or intention to buy a definite item, a client is exposed to stimuli,
suggesting that a necessity may be happy through the acquisition.

Youn and Faber (2000) determine many differing types of internal states and environmental/sensory stimuli
that function cues for triggering impulse shopping for. Internal cues embrace respondents’ positive and
negative feeling states. Environmental/sensory cues embrace atmospherical cues in retail settings, marketer-
controlled cues, and selling combine stimuli (Youn & Faber, 2000).

TYPES OF IMPULSE BUYING
Stern (1962) proposed the Impulse-Mix consisting of four distinct types of impulse buying, namely pure,
reminder, suggestive and planned impulse buying.

A. Pure impulse buying:

This is a legitimate purchasing approach that differentiates from other impulse purchases. Buying "novelty or
escape” disrupts the shopping routine. A client who rarely buys gums and candies considers at the checkout a
fresh gum with appealing packaging and desires it based on the presentation or fresh flavor while waiting in
line at the grocery store. In this scenario, buying the gum is called an impulsive purchase since it goes beyond
regular purchasing behavior and meets an immediate want driven by an emotional appeal.

B. Reminder impulse buying:

This form of purchasing impulse is based on prior experiences and knowledge of a certain product. For
example, when shoppers see a specific product at a store, they are aware that the item is practically out of stock
at home, recall an advertisement or previous experiences in making decisions, and then make the buy. The
purchase of the reminder impulse is triggered by such past variables.

C. Suggestive impulse buying:

Suggestive impulse buying occurs when customers view a product and desire to buy it even though they have
no knowledge about it. The difference between reminder and suggestive impulsive buying is that customers do
not have prior experience or understanding of a certain item and make an assessment of the item's quality and
attributes while shopping. Furthermore, suggestive purchase impulse can be defined as "rational or functional"
purchasing and distinguished from sheer purchasing impulse, which is caused by emotional variables.

D. Planned impulse buying:

Customers visit a store with a shopping list in hand, but due to special price discounts or coupons they
expect to purchase more products, which is referred to as programmed purchasing impulses

E. Nature of Impulse buying:

In that the purchase is done without much thought, impulse purchasing is not reflective. Individuals under the
influence of a shopping impulse are less likely to contemplate the repercussions or think carefully before
making a purchase. Instead than fixing a pre-existing problem or locating an item to fill a predetermined need,
the person's attention is concentrated on the immediate satisfaction of reacting to the need to buy. In fact, the
impulsive purchase is immediate, as is typical of impulsive behaviour.

CONSUMER BUYING BEHAVIOUR

Consumer Buying Behaviour covers how individuals, groups, and organizations select, purchase, use, and
dispose of items, services, thoughts, or experiences to suit their needs and desires. Multiple factors influence
consumer purchasing behavior, including private, psychological, social, and cultural factors.

Consumer purchasing behavior is limited to purchase time, product kind, group, and people purchasing the
products. Consumer purchase behavior consists of a series of decisions made by the consumer across time
(what, why, when, how much, and how often). Marketers must learn about consumers' reactions to various
product aspects in order to maintain a strong competitive advantage. Consumer incentives include marketing
Ps.

Consumers have various characteristics such as age, gender, education, working groups, and so on. Each group
will have diverse needs, which will necessitate a variety of product and service selections. It's an intriguing
problem to investigate how different buyers choose between different products. Individual private elements
include perception, motivation, attitude, learning, personality, and self-concept. External forces that can
influence customer purchasing behavior include cultural differences, socioeconomic situations, and social class
influence. External impacts are divided into micro and mini environments. These settings do not directly
influence the consumer's decision, but rather filter via the individual's traits. As a result, understanding the
consumer market and purchasing customer behavior is critical to marketer success.

While low costs continue to be important to the core Indian customer, the market will shift fast to a price-plus
platform in the coming years. The customer will seek a better pricing equilibrium here based on their
experience with quality, comfort, consistency, innovation, and shopping. The recent financial recession has
made Indian consumers more conservative. Purchasing points (POP) will become more important, and brands
and distributors will be the time of reality if they fulfill their obligation to the client. As a result, even if they are
high-value seekers, wise companies and distributors will spend more effort in store not just to improve the
store's interiors, but also the overall shopping experience.
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In terms of purchasing behavior, there is a trend toward "family" shopping, which is related to the growing
time poverty of most Indians in this crucial customer segment. Hoping together saves time for the family while
also providing some extra time together. Modern retail optimizes multi-dimensional core customers including
time savings, improved shopping experience, and combining shopping with enjoyment and leisure. As a result,
when given the choice between traditional retail markets and a well-planned, well-maintained (mall) shopping
complex, this shopper is more likely to choose the latter. Sensory marketing is important in modern retail
outlets (malls) because multiple businesses compete under one roof. It is advantageous when the stimulus fits
the other brand components.

A congruent stimulus has an unconscious impact on the customer and can have a positive impact on choice,
resulting in higher impulsive purchases. Brand equity can be increased by including a sensory dimension into
the marketing approach, resulting in a stronger bond between the brand and the consumer. However, the
authors contend that in order to profit from a sensory branding investment, a strong brand base is essential.
Sensory branding is becoming increasingly popular and is projected to be the future of strategic branding.
Consumer behavior is the study of how people, communities, and organizations choose, purchase, consume,
and dispose of goods, services, ideas, or experiences to meet their needs and desires. A consumer's purchasing
behavior is influenced by cultural, societal, and personal factors. Cultural variables have the greatest and most
profound influence.

F. Cultural Factors.

Culture, subculture, and socioeconomic class are all significant impacts on consumer purchasing behavior.
Culture is the primary influence on a person's desires and behavior. The developing youngster gets a set of
values, perceptions, preferences, and behavior through his family and other relevant institutions.

Each culture is made up of smaller subcultures that give additional identification and socialization for its
members. Subcultures include nationalities, religions, racial groups, and geographic locations. When
subcultures get large and affluent enough, corporations with ten distinct marketing campaigns geared to
service them emerge.

Almost every human society is socially stratified. Stratification can also take the shape of a caste system, in
which members of distinct castes are reared for specific duties and cannot change their caste membership.
More commonly, it takes the shape of social classes, which are hierarchically arranged divisions in a
community that share comparable values, interests, and behaviors among its members.

There are several characteristics that distinguish social classes. For starters, people in each class tend to act
more evenly than people from two distinct social groupings. Social class is determined by a combination of
criteria such as occupation, earnings, wealth, education, and value orientation. The degree of this mobility
varies depending on how rigid the social stratification is in a given community. In several sectors, including
retail, social classes influence product and brand preferences.

G. Social Factors:

The social variables are the roles and status of reference groups, family, and social. A reference group of
individuals comprises of all organizations that directly or indirectly affect their attitudes or behaviour. Group
shaving a direct influence on a individual is called group membership. Some membership organizations are
primary groups, such as family, friends, neighbors, and colleagues, with whom the individual interacts
relatively continually and informally. People also belong to secondary organizations such as religions,
professional organizations and trade unions, which tend to be more formal and involve less ongoing
interactions.

People are affected in at least three respects by their reference groups. Reference groups expose a person to
fresh sand lifestyles of behaviour and impact the self-concept of sand attitude; they generate conformity
pressures that can affect real product and brand decisions. Individuals are also affected by organizations not
belonging to. A group of aspirations are those that a person hopes to enter; dissociative groups are those whose
values or behaviour an individual denies.

LITERATURE REVIEW

A good research topic can only be formulated if the researcher is able to detect gaps in previous or present
study. To identify the research gap and develop new research, a researcher must thoroughly review existing
studies that have been completed in related fields. Every researcher, regardless of subject domain, extensively
reviews previous research in their field as a reference. This assists the researcher in identifying the research
gap and then formulating the objectives and framing the hypothesis that will contribute to the current study.
An detailed literature analysis assists the researcher in understanding the various methodologies employed by
past researchers for conducting the research work.

The present paper focuses on key studies in the field of impulse buying as well as confirmed research on the
major variables employed in the current study. The researcher will identify the research gap based on the
exhaustive literature evaluation before establishing the objectives and for the current study.
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IMPULSE BUYING

Even though impulse buying is considered as a developing term in the field of marketing especially in India we

can trace back its evolution in the West way back in the 1950“s when Clover (1950) discovered that Impulse

Buying as a phenomenon can be identified in some of the products or product categories alone which are more

often sold when compared to the other products or product categories.

After a decade or so Stern (1962)] contributed to the definition of Impulse Buying by adding 4 types of impulse

buying viz.

¢ Planned — Where in the shopper has already planned for the purchase but some of the product categories
which the shopper purchases have been decided by the shopper at the moment.

e Reminder — This type creates an impulse purchase when the shopper looks at a specific product inside the
shop and reminds about it.

e Suggestion — Wherein the consumer purchases a new product entirely depending upon the suggestions
provided by the family or friends or the salesman at the stores. Over here the shopper doesn“t have any prior
experience about the product.

e Pure — In this type of impulse the consumer breaks all the conventional methods of purchases and directly
procures the products or the product categories whichever is pleasing at that moment.

Towards the beginning of 2000 the Impulse Buying phenomena was spread across the globe because of the
Liberalization policies framed by many countries. Wood (1998) opines in his study that retailers shouldn*“t
concentrate more on the no: of purchases happening in the store instead they need to come forward and try to
understand the experiences of the consumers facing in that retail environment and if needed can take
feedbacks from the shopper for improvisation.

Dholakia (2000) in their research proposed that impulsive buying behaviour outbursts in a shopper only if any
of the following one or all the three factors exists in a shopper and they are the stimulus created from the
marketing, the situational factors and then the impulsivity trait. If any one of the factors influences a shopper
higher than the other or if all the factors are influencing the shopper, then in that situation a shopper might go
for an impulse purchase

Verplanken and Herabadi (2001) discovered in their research that shoppers who feel very low, self-esteems,
negative moods etc. will go for impulse purchases more when compared to others.

Kacen and Lee (2002) opined that most of the impulse purchases happens through the spontaneity that
arouses in a shopper and it is fascinating which forces the shopper to go for an impulse purchase. At the same
time the impulse purchases are less purposeful as compared to the traditional planned purchases.

Koski (2004) stated that the Impulse Purchasing is boosted up due to many factors viz. invisibility, easy access,
ample products, promotion, credit cards etc. Whereas there are some factors which inhibits the shopper to go
for impulse purchases they are, deferred satisfaction, poor feeling of purchase environment, possibility of
comparing prices and goods, lack of self-control.

Huang & Chuang (2005) have investigated a relationship between “Emotional Intelligence (EI) and Impulsive
Buying Tendency (IBT)”. The study resulted stating that those consumers who had higher Emotional
Intelligence resulted in lower impulse behaviour than the lower Emotional Intelligence consumers. Even
though impulse buying is considered as a pleasurable activity its depicted as an activity driven by the feelings
of low and self-esteem consumers.

Park & Kim et al., (2006) in their study identified that most of the impulse purchases do happen because of the
mediating effect of the hedonic motive inside an individual. The study that they have conducted revolved
around the fashion and impulse buying in that also the major mediating effect was done by the hedonic
motives.

PERSONAL FACTORS

Bellenger, et al., (1978) In their study identified that the age of the consumers falling between 18 — 39 exhibits
more impulse tendency than the other age groups. There is an inverse relationship between the age and the
impulse buying and it can be ascertained as non — monotonic.

Akyuz (2018) in their study resulted that the younger generation (19 - 29) do purchase the products
impulsively. Whereas those Men who goes through a study of the product to decide whether to make the
purchase of the products impulsively or not.

CONSUMER TRAITS

Those characteristics displayed by customers impact them in either direction while making an impulse buy.
The current part is concerned with consumers who exhibit characteristics that urge them to make an impulse
buy.

Unsalan (2016) identified that the time plays a dominant role in deciding whether an individual purchase
impulsively or not. The shopping companion influences an individual in a positive or in a negative manner to
the temptation of impulsive purchase. The money acts as the decision maker to fulfil the impulsive purchases
done by an individual. The individuals go for an impulse purchase due to the generation of the desire by the
external & internal stimuli.
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Pradhan (2016) Normal decision-making process is affected by an individual’s impulse purchase. An irrational
moment takes place in the individual when the sense of impulsiveness triggers.

Iram & Chacharkar (2017) The desire for a particular product is triggered (realized) by the hedonistic or
pleasure which exists in an individual. OR. Only when the hedonistic or pleasure trigger. Triggering of
hedonistic / pleasure goals creates a desire inside an individual to purchase a particular product impulsively.
Al - Zyoud (2018) The impulse buying behavior on online medium do considers the chances of getting a like,
commenting on the purchase, reviewing and rating the product after the purchase are considered as high
chances which is possible with the social media.

RESEARCH GAP:

Several research on impulse shopping have been conducted in various countries, but the focus has been
primarily on customers in India, and it has been discovered that shoppers in India are significantly more
impulsive than shoppers in other countries. In India, 80 percent of shopping for certain product categories is
impulsive. Impulse shopping is defined as a spontaneous purchase within a store with no prior intention of
purchasing a certain goods. The layout and background music all have an impact on shopper impulse
purchases. But no research has been identified for Bhubaneswar city.

The elementary shifts in customer’s disbursal behaviors have sweeping implications not only for makers,
marketers, and retailers of shopper products and services, except for Indian’s and Indian society. The foremost
necessary issue is to understand the nature of this change in retail behavior and consumption patterns and
thereby the change in the Bhubaneswar City.

RELEVANCE AND SCOPE OF RESEARCH :

The country’s greatest economic and social progress have been those with a strong retail sector. The retailing
become such a popular method of conducting business when consumer in the market have a choice or
impulsiveness to buy. The benefits that a vibrant retailing sector offers—an easy access to a variety of products,
freedom of choice, and high levels of customer service. Retailing encompasses selling through the malls, retail
stores etc. The buying attitude has undergone changes during time and retail are also equipped in that line to
fetch a good command market by creating certain new rules, schemes, promotional methods to create a
positive attitude towards the products to purchase. But they manage in such a way the consumers are
confused and have that impulsive ness in buying which create directly gain to the market. The present study is
based on the consumers of the retail in Bhubaneswar city and the questionnaire was served to the ongoing and
outgoing customers of retail from Reliance retail, fresh, Vishal Mega mart, Kolkata Bazar, V2 etc. A total of 170
customers from different age groups, gender types were responded fully to all the 10 questions asked to them.

OBJECTIVE OF RESEARCH:

The following Objectives are mentioned below as:

¢ The alternative behind buying products that refers to psychology behind picking products

¢ The role of environment in selecting products, and its’ influence on buying behavior. more effectively

RESEARCH METHODOLOGY:

A well-structured objective based questionnaire was prepared and served to nearly 200 customers of Retail in
Bhubaneswar city as sample.

The questionnaire were collected personally and was entered in SPSS to find the results of cross matrix results
of demographic factors and factor analysis.

ANALYSIS AND INTERPRETATION OF RESULTS :

With fast evolving lifestyles and the increasing disposable income of urban consumers, there exists a definite

opportunity for lifestyle and high-end products. With more than 33 per cent of the Indian consumer base

present in rural areas and the urban and sub-urban market is a key growth driver for Retail. In Indian context,
consumers are more or less are influenced by advertisements. These are explained as:

e Indian consumers are highly adaptable to new and innovative products. For instance, the market
acceptance of men’s fairness creams clearly demonstrates an opportunity for companies to offer new
products targeting specific customer segments.

e Indian and multinational retail players have leveraged India as a strategic sourcing hub for cost-
competitive product development and manufacturing for their international markets.

CONSUMER BEHAVIOUR TOWARDS PURCHASE:

Studying, why should a consumer become customer, what he buys, mode he selects to buy, why his buying
behaviour becomes repeated and if not then what pattern he follows all these activities which sound interesting
are part of consumer behaviour. Although to study all these activities on need to analyze these norms on the
basis of social, psychological, and economical. Consumer behaviour focus on the decisions of the customers
followed to buy a product it could be taken individually or it could also come in group. To work on this idea on
needs to study psychographic, behavioural and demographic variables. It is also known that in buying a
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product family, peer friends, society also exerts pressure and therefore it tries to study all these aspects from
these views as well to study this consumer behavior. It’s very obvious companies have more interpret the
consumer buying pattern. It helps a lot in organizing our marketing strategies and also helps us to present
improved product offerings.

DEMOGRAPHIC FACTORS::

Demographic factors are those factors influencing consumer behavior which are age, gender, income,
occupation and education. Demographic factors are important as consumer belonging to similar demographics
have a like buying patterns. Based on the research study researchers would know what brands are favored by
the male/female consumers, also depend on the income and occupation based upon the choice for consumers.

Domicile And Age:
TABLEI. CROSS RELATION OF AGE AND DOMICILE OF RESPONDENTS
Domicile
Urban | Semi-urban | Sub head | City | Rural | Total
Male Count 28 19 40 52 7 146
% within gender | 19.2% 13.0 % 27.4 % 35.6% | 4.8% | 100.0%
Female Count 6 6 5 2 5 24
% within gender | 25.0% | 25.0% 20.8% 8.3% 20.8% | 100.0%
Total Count 34 25 45 54 12 170
% within gender | 20.0% | 14.7% 26.5% 31.8% | 7.1% 100.0%

Source: Own Compilation from Collected data

Table- 1 indicates the cross relationship of age and domicile of the respondents of retail consumers. Maximum
of 170 respondents have been included in this present study from and 54 out of the total are found from city
area followed by sub-urban areas (45). It is further observed that maximum of respondents belong to male
groups (146) followed by female customers of retail (24). Minimum respondents are marked from rural areas
than other domicile groups. It is concluded that maxim respondents belong to city areas of which majority
belongs.

DOMICILE AND OCCUPATION:

Here from the consideration of occupation, it has been categorized as business, service, Professional, senior
citizen, and House wife. These five categories of professionals have been correlated with their gender type and
the following analysis has been made.

TABLEII. SHOWS THE CROSS MATRIX RESULTS OF OCCUPATION AND GENDER

Occupation
Business | Service | Professional Housewife Sfer.uor Total
citizen
Male Count 68 48 15 9 6 146
% within gender 46.6% 32.9 % 10.3 % 6.2% 4.1 % 100.0%
Female Count 5 11 1 5 2 24
% within gender 20.8% 45.8% 4.2% 20.8% 8.3% 100.0%
Total Count 73 59 16 14 8 170
% within gender 42.9% 34.7% 9.4% 8.2% 4.7% 100.0%

Source: Own Compilation from Collected data

Here the table 2 indicates more numbers of business man followed by Service holders category in regard to
the occupational status of the respondents. In measuring the cross matrix variables, more respondents are
more in male category a Minimum of 8 were from senior citizen group.

MONTHLY INCOME AND OCCUPATION:

In the following analysis, occupation has been correlated with their income level. In changing of their Income
level their taste, preferences and desire changes. Here the changes have been measured for gender and income
as both of the factor responsible for the motivating towards purchase of their own preference and desire to
purchase.
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TABLE III. SHOWS THE CROSS MATRIX RESULTS OF GENDER AND MONTHLY INCOME
Monthly Income
Less than | Less than | Less than | Less than | Total
20,000 40,000 60,000 1Lakh
Count 61 77 8 0 146
Male —
% within gender | 41.8% 52.7 % 5.5% 0.0 % 100.0%
Count 11 9 3 1 24
Female —
% within gender | 45.8% 37.5% 12.5% 4.2% 100.0%
Count 72 86 11 1 170
Total —
% within gender | 42.4% 50.6% 6.5% 0.6% 100.0%

Source: Own Compilation from Collected data

Table- 3 indicates the cross relationship of gender type and income per month (average) of the respondents of
in the Retail market. Maximum of 170 respondents have been included in this present study 86 respondents
are having less than 40000 INR of monthly income followed by72 respondents those are of below 20000
income per month. Only one respondents aiss marked that has income of less than 1lakh per month , who is a
female.

So, it is concluded that those are having income less than 40000 per month and from sub urban areas having
business and male are dominating this analysis as sample.

FACTOR ANALYSIS: INFLUENCE OF FACTORS ON IMPULSIVE BUYING:

TABLE IV. COMMUNALITIES OF INFLUENCE OF FACTORS ON IMPULSIVE BUYING
Monthly Income
Initial | Extraction

Q.1 | Funny and attractive prices 1.000 .536
Q.2 | Quality and frequent designed updated catchy product designs | 1.000 .335
Q.3 | Advertisement campaign at local level 1.000 .585
Q.4 | targeting all segments of customers 1.000 .510
Q.5 | Mantra of effective use of products 1.000 .423
Q.6 | Impact of brand ambassador (celebrity) 1.000 .507
Q.7 | Influence of emotion in product development and features 1.000 .517
Q.8 | Effectiveness of brand 1.000 .637
Q. fulfilling the criteria of a social class 1.000 471
Q.10 | Well targeted market for all time availability 1.000 .600

Extraction Method: Principal Component Analysis
Source: Own Compilation from Collected data.

Table 4 indicates communalities of factors, which indicate the proportion of the variance in response to the
factors important for the ‘Influence of factors on impulsive buying . The extraction communalities are
estimates of the variance in each variable accounted for the components as the initial values are also high and
equal to 1.0 in all the cases. Further, in the extraction values in the communalities in this table are reflected
high i.e. on Q8 and Q10 for 0.637 and 0.600 respectively, which indicates that the extracted components
represent the variables more significant and other variables also can be considered for further measurement.
Table 5 indicates total variance analysis with initial Eigen values which shows the variance explained by the
initial solution and sum of squared loadings. In the initial Eigen values for factors were taken those were above
one. So it indicates that, four factors were responsible for the question on ‘Influence of factors on impulsive
buying, out of the total ten factors.

TABLE V. COMMUNALITIES OF INFLUENCE OF FACTORS ON IMPULSIVE BUYING

Component | Initial Eigen values Extraction Sums of
Squared Loadings
(Unroasted) & Rotated

Total | % of Variance | Cumulative % | Total | % of Variance | Cumulative %

1 1.472 | 14.721 14.721 1.472 | 14.721 14.721

2 1.402 | 14.023 28.744 1.402 | 14.023 28.744

3 1.166 | 11.658 40.402 1.166 | 11.658 40.402

4 1.080 | 10.803 51.205 1.080 | 10.803 51.205

5 955 9.553 60.757

6 920 9.197 69.954

7 .892 8.916 78.870
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8 .826 8.262 87.132
9 743 7430 94.561
10 .544 5.439 100.000

Extraction Method: Principal Component Analysis
Source: Own Compilation from Collected data.

The second part of the table 5 shows the extracted components of loading factors. They explain nearly 51
percent of the variability in the original ten variables, so it is suggested that the four latent influences are
associated with purchase behavior, but there remains unexplained due to lot of variations. Here, the
complexity of the data set by using these components can be considerably reduced the, with only a 49 percent
loss of information. Thus, about 49 percent of the variation explained by the initial solution is not lost due to
the factors uniqueness to the original variables for Influence of factors on impulsive buying in both rotqted and
unrotated measurement.
TABLE VI. COMPONENT MATRIXA

Component

1 2 3 4
Q.1 | Funny and attractive prices .674 | .107 | .011 | .620
Q.2 | Quality and frequent designed updated catchy product designs | -.256 | .244 | -.245 | .387
Q.3 | Advertisement campaign at local level -180 | .011 | .556 | .494
Q.4 | targeting all segments of customers .507 | 116 | .474 | .326
Q.5 | Mantra of effective use of products .362 | 224 | .118 | .381
Q.6 | Impact of brand ambassador (celebrity) .351 | .489 | .248 | -.052
Q.7 | Influence of emotion in product development and features 274 | .621 | .194 | -.138
Q.8 | Effectiveness of brand .603 | .044 | .518 | .055
Q.9 | fulfilling the criteria of a social class .543 | -.405 | .434 | -.028
Q.10 | Well targeted market for all time availability .307 | .690 | .055 | -.160

Extraction Method: Principal Component Analysis
a. 4 components extracted.
Source: Own Compilation from Collected data.

The component matrix result maintains the cumulative percentage of variation explained by the extracted
components, but that variation is now spread more evenly over the components. The more changes in the
individuals suggest that the unrotated component matrix would be easier to interpret. Here, extracted factor
represented here are proved significant and the reason for which the impulsiveness is marked among the
consumers in the time of buying in retail as Q1:Funny and attractive prices (0.674), Q4:targeting all segments
of customers (0.507), Q8:Effectiveness of brand (0.603) and Qo: fulfilling the criteria of a social class(0.543)
out of 10 questions asked .

TABLE VII. COMPONENT MATRIXA

Component

1 2 3 4
Q.1 | Funny and attractive prices .315 | .034 | -.058 | .720
Q.2 | Quality and frequent designed updated catchy product designs | .003 | -.549 | .105 | .150
Q.3 | Advertisement campaign at local level -.066 | .038 | .667 | .366
Q.4 | targeting all segments of customers 714 | .060 | .037 | .048
Q.5 | Mantra of effective use of products .288 | .054 | -.033 | .579
Q.6 | Impact of brand ambassador (celebrity) -.320 | .303 | .527 | .188
Q.7 | Influence of emotion in product development and features 188 | .689 | .018 | .005
Q.8 | Effectiveness of brand .768 | .030 | -.085 | .033
Q.9 | fulfilling the criteria of a social class .468 | .326 | .070 | .216
Q.10 | Well targeted market for all time availability -.138 | .055 | .714 | -.324

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
Source: Own Compilation from Collected data

The table 7 produces a solution using Principal Component analysis, which is measured through Kaiser
Varimax rotation for Influence of factors on impulsive buying. The rotation maintains the cumulative
percentage of variation explained by the extracted components, but that variation is now spread more evenly
over the components. The more changes in the individuals suggest that the rotated component matrix would
be easier to interpret than the unrotated matrix. Here, extracted factor 1 is a combination of Q4 and Q8 factors.
Extracted factor 2 is a combination of Q2, Q7 and Qg factors. Extracted factor 3 is a combination of Q3, Q6 and
Q1o0. Extracted factor 4 is a combination of Q1 and Q5 factors. More association between the factors within the
group is observed. These 4 factors are representative of all the 10 factors and are not linearly correlated with
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each other. The factors represented here are proved significant and the reason for which the impulsiveness is
marked among the consumers in the time of buying in retail as Q1: Funny and attractive prices (0.315), Q4:
targeting all segments of customers (0.714), Q8: Effectiveness of brand (0.768) and Qg: fulfilling the criteria of
a social class (0.468) out of 10 questions asked.

So here the results are mostly same as urrotated matrix results and can be taken as significant factors
responsible for impulsive buying of customers in retail.

CONCLUSION

Retail stores tend to cluster together in order to attract sufficient customer traffic, in traditional town centres
(central business district) locations, suburban shopping centre, edge- of-town, on retail parks or in retail malls.
Retailing includes all the activities involved in selling goods or services directly to final consumers for their
personal and non-business use. The marketing includes various activities such as sales promotion, advertising,
public relations, etc. These activities are extremely important from the view point of reaching the customers.
The marketing of retail products are responsible for conducting extensive market research and understanding
customer attitude and impulsiveness. Here it is concluded that those are having income less than 40000 per
month and from sub urban areas having business and male are dominating this analysis as sample. So the
impulsiveness is marked more in these group of customers irrespective of their age, domicile and income and
occupation. Further these groups also responded on 10 factors and are not linearly correlated with each other.
The factors represented here are proved significant and the reason for which the impulsiveness is marked
among the consumers in the time of buying in retail as Funny and attractive prices), targeting all segments of
customers, Effectiveness of brand and fulfilling the criteria of a social class out of 10 questions asked .so the
retail malls have to pay more attention on all other six factors to create more market.
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