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ABSTRACT  

This study just discusses the effect of visual merchandising & store environment whether it is 

affecting the impulse buying behavior. According to Parboteeah(2005) states that Impulse 

buying is a pervasive and exclusive feature of consumers’ lifestyle. Retailers obligate 

elongated comprehended the supremacy of impulse buying, which have subsidized a 

substantial quantity of profits to their reserves as discussed by Munusamy, Lau, &Shankar 

(2010). Visual merchandising is a significant constituent of store surroundings. It facilitates 

stores to draw and stimulate customers to use up additional instance in the store, aid them to 

pick products the customers are gaze for, cheer them to acquire objects designed or 

unexpected in addition to prognostic a high-quality icon of the store stated by Bastow, 

Zetocha, & Passwitz(1991). Puja Walia Mann (2013) states that the store environment is 

helps a vendor, since it unswervingly involve consumers wholly shopping practices. It is as 

well a determine factor in touching consumers store option decision for shopping among 

customers. A conceptual model was developed by the researcher just to discuss the impact of 

impulse buying behavior. The study discusses the relationship among visual merchandising, 

store environment impacting impulse buying behavior. The study shall be a revelation to 

understand consumers mind towards impulse buying behavior. 

Keywords : Impulse buying behavior, Store Environment, Visual Merchandising.  

INTRODUCTION 

Alam Zeb e.tal (2016) refers to that Impulse buying is a abrupt and impulsive choice to do 

something in a meticulous method to acquire goods. Some products acts has a stimulus in 

impulse buying. Consequently exhibiting of products has got escalating significance for the 

deal of shopping products. Kotler (1973), states that the impulse buying totally depends on 

the marketers environmental supremacy all through a store's environment. Vidya (2014) 

refers Impulse purchase is a general occurrence in the existing marketing world. Consumers 
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are confidential as numerous decision making approach. Now, the manufacturer and 

marketers revolve to persuade the patron’s impulse buying. 

Clover (1950), Stern (1962); Rook (1987), Peck and Childers (2006), Chang et.al (2011). 

Discusses that many researchers show a keen interest towards the impulse buying behavior of 

the consumers for more than 6 decades. Muruganantham1(2013) refers that the numerous  

Hypermarkets, Multiplex malls, Mega marts are the novel features of contemporary retailing 

situation in main place in India. The retail business in India have appeared solitary of the 

majority vibrant and speedy mounting industries by means of numerous domestic and foreign 

players inflowing into the bazaar. 

Abratt and Goodey (1990) examined that the impulse buying in supermarkets might be a 

great deal of curiosity to the producer as well as vendor universally. Piron (1991) challenge 

describe the impulse buying by means of evaluation of precedent research mechanism and 

establish with the purpose of the previous study exposed impulse buying to be very related to 

unexpected purchase stated by Clover (1950), West (1951). 

Schiffman (2010) states that  Impulse buying is measured have pertinent in these days 

shopping situation by means of the ground-breaking transaction promotion, imaginative 

messages and suitable employ of expertise in the retail stores. The shopping atmosphere 

comprises the store dimension, ambience and devise and set-up while the advertising 

surroundings is the variety of sales and advertising actions. Impulses be able to be persuade 

while a consumer bump into a related visual spur in the retail environment discussed by 

Piron(1991).  

REVIEW OF LITERATURE 

VISUAL MERCHANDISING 

Silayoi & Speece (2007) refers that the visual presentation, aims is to communicate to trade 

and business worth, superiority, structure the identity of consumers. The  Visual 

merchandising to tutor consumers and augment the store & company’s design and hold up 

abundant and exhibit merchandise with every extra and with garnishes. The retail stores 

endeavor to get enhanced with their representation of store, and present their products to 

consumers in such a means that able to grasp their notice, manufacture them authentic to the 

brands so that customers can construct purchase decision.  
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Walters (1987) examines that visual merchandising is the movement which manage 

merchandise assortment by means of efficient merchandise display. Ebster & Garaus( 2011) 

refers to visual merchandising as the art and science of at hand harvest in the majority 

visually attractive technique, lay emphasis on  the communiqué with the clientele through 

metaphors and arrangement. The highest intellect of burn up a great quantity of money for the 

notion of visual merchandising is to boost the corporation auction by mounting an exclusive 

delineation for the companionship itself to uphold a long-term customer base. Effectual 

visual merchandisings help boost up the auction of products that will approximately sell 

themselves. Retailers chase from side to side visual merchandising the fundamental purpose 

of pull towards you customers in sort to advertise merchandize discussed by Bastow, 

Zetocha, & Passwit (1991). Visual merchandising be  consequence concerned with uniformly 

how the artifact & brand be visually commune to the client and also whether this implication 

is make sense of properly designed by Wanninayake & Randiwela (2007).  

Visual merchandising augment the pleasant appearance of a store and its apparent image 

from the perspective of customers. A positive frame of mind dole out as a background prompt 

for evaluate the seeming quality, image of a product and store and purchase intention 

discussed by Bakamitsos & Park (2000). 

STORE ENVIRONMENT 

The preponderance of customers is embellished by internal issue in Impulsive outlook of 

consumer. Impulse buying of consumers is usually shaped by the stimuli. Marketers be a 

focal point for the consideration of consumers intended for impulse buying from end to end 

marketing factors, when consumers exhibit spur as advertising enticement stated by Rundh 

(2005). The retail scenery of stores is swaying the reply of customers for prospect store 

decision as well. Underwood (2003), refers that the store environment & physical appearance 

influence on consumer’s decision for selecting a store. 

Mihić & Kursan (2010) refers to how to the consumers stimulate by the store environment 

and leads to unplanned purchase. Most of the study talks about the positive relationship of the 

store environment and purchase outcomes. Mihić & Kursan (2010) discusses quite a lot of 

citations that physical adjacent or factors influencing the shopping environment like all-

purpose interior design ,shades, illumination effects, fragrance, music, consumer goods  and 

merchandise within the store, display of manufacturing goods , sale promotional, in store 

stimuli, product display etc.    
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IMPULSE BUYING BEHAVIOUR 

 Impulse buying behavior in rising nation stated by Kacen and Lee (2002) in India defends by 

Geetha, Sivakumaran and Sharma (2010) is a subject of immense awareness. The quick boost 

in impulse buying might as well be a element of the edifying conversion linked with 

transform in consumer buying habits, similar to that of diminish in future-oriented,  increase 

in impulse buying discussed by Wood(1998). Impulse buying have annoyed a variety of eras 

being connected with setting up to product oriented to consumer oriented. At first impulse 

buying was identical with unexpected buying claims by Clover (1950), West (1951) that 

inclined retail trade and income. 

Earlier studies discusses about the impulse buying of a product rather than discussing about 

the consumer personal traits as a feature influence impulse purchase discussed by Rook 

(1987). Later on only the concept of consumer’s investigating a variety of behavioral aspects 

of impulse buying. Rook (1987) refers that impulse buying converse about the consumer skill 

in an immediate, overwhelming and determined wish. Impulse buying as inadvertent, non-

reflective response, happen almost immediately following creature performance stimuli 

within the store.  

Rook and Gardner (1993) deems that the unplanned behavior linking to speedy decision-

making and propensity for instantaneous gaining of the manufactured goods.  

 Beatty and Ferrell (1998) described that Impulse buying pass on to instantaneous purchase 

which are devoid of some pre-shopping purpose moreover to purchase the precise 

manufactured goods group or to fulfil a precise necessitate. Impulse buying behaviors happen 

subsequent to understanding a trade longing by the customer and devoid of a large amount 

indication. The trade of a thing which is out-of-stock and remind all through bump into the 

manufactured goods barred beginning the concept of impulse buying.  

Engel and Blackwell (1982) refers to impulse buying is a deed assume with no beforehand 

contain deliberately documented or export aim shaped previously towards the store.  

 

 

 

Fig: Conceptual model of Impulse buying behavior  

Visual merchandising  Impulse buying behavior  

Store environment 
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CONCLUSION 

Aysen(2018) states that in the world of ferocious competition the impulse buying behavior is 

a dominant for companies to know the customer needs.& their behavior. Impulse buying 

behavior is through right away purchase anything in retail without a thought.  A conceptual 

model was developed to understand the buying habits of the consumers, what is the most 

prominent factor influencing the impulse buying habits of thee consumers. The study proves 

that the consumers look into both the visual merchandising effects and store environment 

effects too purchase goods from the retailers. 

Muhammad Tariq Khan (2015) deems that the impulse buying behavior shares around 27 to 

80 percent of the general products purchased. This study traces and talks about the aspect that 

stimulate and arouse the advocate to buy impulsively and influential the share of items buy 

spontaneously to total purchase.  

Kongakaradecha & Khemarangsan (2012) reviews that more than 6 decade researchers have 

keen attention on impulse buying behavior, this concept by itself is a ambiguity, which 

describes for a significant quantity of the merchandise sold every year across a extensive 

series of manufactured goods categories. At the moment almost 70 per cent of every one 

buying decision is finished at the point of purchase, creation impulse buying accounting for a 

considerable quantity of goods sell transversely a broad range of product categories. These 

study demonstrate so as to approximately 90 per cent populace create acquire on impulse 

infrequently and flanked by 30 per cent and 50 per cent of all acquire purchaser themselves 

categorize as impulse purchase behavior. 
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