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ABSTRACT
The aim of this research was to examine the relationship between marketing
stimuli (price promotion, mass distribution, self service, prominent store display,
small size),

customer characteristics (excitement, esteem), customers’ product

awareness from word of mouth, social norms, and impulse purchasing behavior of
hypermarket customers in Bangkok.
There are currently 87 branches of key hypermarkets in and around Bangkok
paving the way for customers to make easy and perhaps impulsive purchases. There is
an increase in the number of hypermarkets in Bangkok and also an increasing number
of people shopping at these hypermarkets in recent years.
Data was collected from 400 participants using questionnaires. An analysis of
the data proved that all the independent variables except self service had a positive
relationship with impulse purchasing behavior of hypermarkets customers. The
strongest relationship was between social norms, word of mouth and impulse
purchasing behavior. Conversely, a relatively weak relationship was found between
price promotion, mass distribution and impulse purchasing behavior while no
relationship was found between self service and impulse purchasing behavior of
hypermarket customers.
These findings indicate that marketers have yet to find the relevant in-store
stimuli and implement wherever it is needed to further promote customers’ impulse
decisions. On the other hand, these findings illustrate that customers should be
cognizant of in-store stimuli present in hypermarkets to trigger impulsive behavior.
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CHAPTER 1
GENERALITIES OF THE STUDY

1.1 Introduction of the Study
1.1.1 Global Context
The great influence of impulse behavior on customer buying suggests it is an
area of important study (Bayley and Nancarrow, 1998; Hausman, 2000). In the U.S.A.
alone, impulse buying generated over $4 billion in annual sales (Kacen and Lee, 2002,
cited in Park, Kim and Forney, 2006). With the growing acceptance of multi-channel
retailing, customers are constantly exposed to marketing stimuli that promote impulse
buying (Dawson and Kim, 2009). The studies done on impulse purchasing behavior
in the last four decades demonstrates that almost ninety-percent of the customers
make an impulse purchase (Welles, 1986, cited in Hausman, 2000). In addition, thirty
to fifty-percent of all purchasers can be considered impulse buyers (Hausman, 2000).
Recent researchers agree that impulse purchasing is increasing among
customers because of its hedonic and affective components (Hausman, 2000). There
is an underlying upward trend in unplanned purchasing (Cobb and Hoyer, 1986) and
tendencies to shop in supermarkets and hypermarkets increase this trend of
purchasing impulses (Welles, 1986 cited in Bayley and Nancarrow, 1998).
Though, it is researched that impulse buying has an ongoing upward growth, it
is to be mentioned that the financial crisis of 2007 - 2008 had an impact on this
upward movement of impulse purchasing among consumers all around the world. The
aspect of financial crisis when considered from a bird’s eye view had negative
impacts on both on business consumers and non-business consumers. The kinds of
negative impacts on the consumers of different phase of walks are uncertainty and
loss of jobs, decreased disposable income and higher product/service prices, etc. in
the US, the approximate loss of jobs in this period was 1.2 billion ((Mueller, J et al.,
10

2009). All these above mentioned negative impacts caused by financial crisis
encouraged the consumers to plan their purchases better clearly recognize their need.
These facts give a global context of the subject matter of the study.

1.1.2 National and Local Context
The present radical change in hypermarkets in the recent past all over the
world shows that there is great interest among customers to shop in hypermarkets,
rather than going to smaller shops for particular items. The rapid growth of
hypermarkets in Thailand indicates that it is among the most dynamic retailers in Asia
(Silayoi and Speece, 2004). Hypermarkets are leading in growth; Tesco, Makro,
Carrefour and Big C are among forerunners in this radical growth of major chain
hypermarkets across the country (Silayoi and Speece, 2004).

The present

hypermarkets in Bangkok permit customers to shop for all their needs under one roof.
Access to greater variety and assortments in large scale at one shopping center will
increase the probability of a perfect match to the need of the customers. This can
happen at hypermarkets since it holds lot of variety and assortments (Hoch, J., 1999).
Thailand opened its first department store in 1956 (Feeny, et.al., 1996, cited in
Shannon and Mandhachitara, 2008). In the early 1990s, there were around 50
supermarkets in the Bangkok alone (Smith and Mandhachitara, 2000, cited in
Shannon and Mandhachitara, 2008).
In 1990s, ‘Makro’ sprouted as a new hypermarket in Bangkok. Liberalization
in foreign direct investment in 1997 began to show an incline toward western styled
hypermarkets (Shannon and Mandhachitara, 2008). Table 1.1 shows the development
of the hypermarkets from the year 1996 to 2006.
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Table 1.1 Bangkok grocery retail stores and market share 1999 and 2006
Number

Number of

Share of

Share of

of stores

stores

market

market

Type of stores

1996

2006

1996

2006

Hyper market

24

174

49

60

Supermarkets

43

114

15

10

Convenience stores

1,500

6,310

9

13

Mom and pop stores

200,500

125,000

18

9

195

210

8

8

202262

1318058

100.0

100.0

Fresh markets
Total

Source: Shannon and Madhachitara (2008) Casual path modeling of grocery shopping
in hypermarkets, Journal of Product and Brand Management, Vol.17, No.5, pp. 327340.
Hypermarkets in Bangkok are gaining ground. Seventy-percent of shoppers in
Bangkok visit hypermarkets near their homes at least once a month; the frequency of
visits is rated as 2.1 trips to hypermarkets per month (www.foodnavigator.com,
accessed on 22/03/2010).

There are four main hypermarkets in Bangkok: Big C, Carrefour, Tesco Lotus
and Makro. The total number of hypermarkets in Table 1.1 is 174 in the year 2006.
However, the total numbers of key hypermarkets: Big C, Carrefour, Makro and Tesco
Lotus have reached 236 in the year 2010 (www.bigc.co.th, www.carrefour.co.th,
www.siammakro.co.th, www.tescolotus.com, accessed on 22/03/2010).

Several informative websites have reported the purchasing trends of Thai
customers in hypermarkets. There is an increased flow of customers in hypermarkets
diverted from department stores and small side street markets and a survey conducted
by AC Nielsen’s Thailand found that seventy-percent of all shoppers in Bangkok
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visited a hypermarket at least once a month (www.highbeam.com, accessed on
22/03/2010).

1.1.3 Overview of Hypermarkets

Tesco Lotus

Tesco Lotus is a hypermarket chain established both in Thailand and China.
The stores in Thailand are operated by Ek-Chai Distribution Co. Ltd. It was
established in 1998 by a joint venture of the Charoen Pokphand Group and Tesco, a
British giant supermarket chain. Their logo is shown below:

Source: http://images.google.co.th, accessed on 22/03/2010.

Tesco Lotus serves up to 29 million customers each month employing 36,000
staff across their stores in Thailand. It offers 36,000 items covering customer products,
fresh foods, hardware and electric appliances. Tesco has a food court area serving
different menus for customers. Tesco wants to be a leader of “sell for less” allowing
promotion discounts. They also have other comparatively small stores such as: Tesco
Lotus Value, Talad Lotus, Tesco Express and Plus Shopping Mall etc. Tesco has 25
branches in and around Bangkok.
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Big C

Big C runs its business in the form of hypermarkets in a modern retail style,
under Big C Supercenter Public Company Limited. It has 67 branches in Thailand
and 26 out of them are in and around Bangkok. Big C’s logo is shown below:

Sources: http://images.google.co.th, accessed on 22/03/2010.

“Big” refers to its large size structure and wide selection of merchandise
available, over 100,000 items offered to their customers. “C” refers to its loyal
customers or customer centric. It offers a comfortable shopping environment with a
wide range of assorted goods at reasonable prices. It also provides a one-stop
shopping experience to its customers. The majority of the space at Big C is allotted to
the sale of customer goods and food items at reasonable prices. Big C provides its
products under four major heads such as: dry food, fresh food, home décor and
accessories, clothing and accessories and electric appliances.
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Carrefour
Carrefour was opened in Thailand in 1996 and extended to 30 branches over
the years nationwide having 7,000 employees and having 27 branches in and around
Bangkok. The company logo is shown below:

Source: http://images.google.co.th, accessed on 22/03/2010.

The Carrefour group has grown to become one of the world’s leading
distribution groups for over forty-years. This group is considered as the second
largest retailer in the world and the largest in Europe. They have operating grocery
store formats such as: hypermarkets, supermarkets, hard discount and convenience
stores covering 12,500 stores around the world. To serve the purpose of being a
hypermarket, Carrefour has everything under one roof with a range of 20,000 to
80,000 food and non-food items with attractive prices. They always try to open up
their centers in broad catchment areas in and around Bangkok or elsewhere. There is
a lot of choice, quality and innovations in the products they sell at the best prices.
Their emphasis is on price as their strategy and tries to improve the ranges of
products and services which mean they try to adapt to local needs by extending
product ranges.
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Makro
It is a hypermarket, which has an operation of wholesale cash and carry trade
centers throughout Thailand. There are forty-four Makro stores and nine of them are
located in and around Bangkok. The company logo is shown below:

Source: http://images.google.co.th, accessed on 22/03/2010.
Makro is also a one-stop wholesale provider with a wide variety of customer
goods under one roof. One does not need to squander time going into different places
to find what he or she wants. Makro sells at an exceptionally lower price and they
guarantee that every item purchased in there is cheaper than that sold at other shops
with excellent quality. Every store of Makro is designed with a wide product range
and assortment to serve its customers. It serves food and non-food products focusing
on medium size business, retailers and individual customers.

1.2 Statement of the Problem
The present radical change in the hypermarket in the recent past years all over the
world demonstrates that there is great interest among customers to shop in
hypermarkets, rather than going to smaller shops as mentioned previously. This is the
reason why this research has considered hypermarkets as the locations where impulse
purchase occurs. The hypermarkets leading this growth and development are as
previously shown: Tesco, Makro, Carrefour and Big C which are the forerunners in
this radical growth of major chain hypermarkets across Thailand (Silayoi and Speece,
2004).
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In this rapidly growing context of hypermarkets in Bangkok, there is a great
amount of impulse purchasing done by hypermarket customers in Bangkok, because
of their frequent visits. Hence, there is an ongoing tendency that consumers encounter
by the impulse purchasing cues that are present in the hypermarket environment. The
research question here is: what are the relationships between the cues that trigger the
impulse purchasing behavior of hypermarket customers in Bangkok?

1.3 Research Objectives
The purpose of this study is to investigate the impulse purchasing behavior of
hypermarket customers in Bangkok in relationship to the cues that trigger this type of
behavior. Therefore, the research objectives of this study are as follows:
1. To study the relationship between factors such as: price promotion, mass
distribution, self service, prominent store display, small size and impulse
purchasing behaviour of hypermarket customers.
2. To study the relationship between customer characteristics such as:
excitement, esteem and impulse purchasing behaviour of hypermarket
customers.
3. To study the relationship between customers’s product knowledge from word
of mouth, social norms and impulse purchasing behaviour of hypermarket
customers.
The researcher wants to study these above mentioned objectives in order to
examine the relationships mentioned so as to provide with the information to
marketers to improve the in-store stimuli conditions further to increase the impulse
purchasing behaviour of customers.
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1.4 Scope of the Research
This research is intended to study and measure the impulse purchasing
behavior of hypermarket customers in Bangkok, in relation to price promotion,
prominent display, small size of the product, self-service and mass distribution of
products, and customer characteristics such as self esteem and excitement and the
product knowledge from social norms and word of mouth. The study conducted here
is not a product based research but a generic study on impulse purchasing behavior in
relations to some of the selected variables.
The target population of this study is the key hypermarket customers in
Bangkok, both male and female, over 18 years of age. The geographical areas chosen
will be 16 hypermarkets located in and around the Bangkok area.

1.5 Limitations of the Research
There can be many contributing factors related to impulse purchasing
tendencies of hypermarket customers, all of which cannot be identified and studied
during the brief period covered in this study. The sample population is hypermarket
customers in Bangkok only; therefore, this study’s conclusions cannot be generalized
to the whole population in Thailand. The research does not study product specific
impulse purchasing behavior; rather it studies impulse buying behavior of
hypermarket customers in general. The data collected in this study covered the period
of April – May, 2010 and its results might not be applicable in the future, as customer
behavior changes.

1.6 Significance of the Study
The research findings will help marketers and retailers to further understand
that they need to implement more factors and cues as in-store stimuli in order to
trigger the sensitive characteristics of customers from all walks of life, and urge them
18

to buy impulsively. The findings of this study also provides information for
hypermarket customers in Bangkok to help them become aware of their impulsive
buying behavior when they encounter factors relating to their impulse buying
behavior.

1.7 Definition of Terms
Customer: A person or an organizational unit that plays a role in the consummation
of a transaction with an organization ( Sheth and Mittal, 2004).

Excitement: shopping experience may encourage emotions such as feeling uplifted
or energized. These notions support a link between excitement and impulse buying
motives (Harmancioglu et al., 2009)

Esteem: a desire for other’s respect and not to be perceived as immature or irrational.
Those customers who are in need of high esteem control their impulse purchase
which is considered to be an immature action (Harmancioglu et al., 2009). Hausman
(2000) believed that those who want to satisfy their esteem needs make impulse
purchases.

Hypermarket: a hypermarket can be defined as a self-service retailing format that
offers a wide assortment of products in a retail area over 2,500m2 feet (Cataluna, et al.,
2005).

Impulse purchasing behavior: Impulse is referred as “a strong, sometimes
irresistible urge; a sudden inclination to act without deliberation” (Rook, 1987, p.189).
Impulse buying comes into effect when a customer is stimulated by stimuli present in
his/her shopping environment (Rook, 1987).
19

In-store-stimuli: are promotional techniques employed to increase unplanned
purchase of products. They include factors such as price off promotions, displays and
samplings etc (Abratt and Goodey, 1990).

Purchasing Behavior: can be defined as behavior that involves two types of
purchases: trial purchases which is an exploratory part of purchase; repeat purchases,
which usually signify that the product meets with the consumer’s approval and that
the consumer is willing to use it again.

Social Norms: can be perceived as perceptions of significant others’ preferences
about whether one should engage in behaviour. A customer may want to fulfill
referent’s expectation when purchasing. It can be also considered as customer’s
relevant others who play a great role in influencing customers to make purchase
decision (Harmancioglu et al., 2009).

Word of Mouth: is an opinion of others towards a product or service. It has a
tremendous managerial significance because it can exert considerable influence over
customer’s purchasing decision especially of new products (Harmancioglu et al.,
2009).
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CHAPTER 2
LITERATURE REVIEW
This chapter reviews previous literature on impulse buying behavior. The first
section elucidates the factors of impulse buying that are considered in this research.
The second section explicates the classifications of impulse buying. The third section
clarifies the meaning, definition, and generality of impulse buying behavior followed
by traditional and modern view of impulse buying. The final section explores the
previous empirical studies done in relation to impulse buying behavior.

2.1. Factors of Impulse Buying Behavior
The rapid growth of hypermarkets with an array of products has increased the
impulse purchasing of customers around the world. Though, impulse buying is
socially undesirable, most of the customers are triggered by the cues or factors such
as low price, mass distribution, self-service, prominent store display, light weight and
ease of storage that drive them to purchase impulsively.

2.1.1 Low Price
Price is an important factor in a customer’s purchase decision. A customer
pays attention to prices, compares prices and makes use of this information in
purchase decisions (Diaz, 2004). Since, the customers compare the prices, high
involvement products are less likely to be bought by the customer on impulse because
these products are more expensive and they take more time and effort to buy (Bayley
and Nancarrow, 1998). Therefore, low-involvement products with low price are more
likely to be bought impulsively. Thus, short-term cuts on the prices have become the
normal strategies applied by the manufactures and retailers or the shopping mall
operators. In-store stimuli such as price promotion, sampling, coupons (Abrat and
Goodey, 1990), signs, and some of the promotional technique are considered to be
21

impulse triggers (Kollat and Ronald, 1969). At what price level an item becomes an
impulse item cannot be precisely determined (Stern, 1962).

2.1.2 Mass Distribution
“The more numerous the outlets in which an item is available, the more
opportunities the customer has to find and buy it” (Stern, 1962, p.61). Therefore, the
array of numerous products boosts the impulse purchasers.
Impulse purchases have been found to occur in such retail settings as:
drugstores, supermarkets, department stores, and variety and specialty stores
including gift shops, florists, book, barber, hardware, auto supply, lumber and
furniture stores (Kollat and Willett, 1969). Mass distribution of products works as a
stimuli to arouse the hidden impulse buying tendency of customers and they become
inclined to act upon the stimulation by making impulse purchases.
All kinds of retail markets offer many varieties or assortments of products.
Customers value great variety, therefore, retailers should focus on offering a variety
to their customers (Hoch, et al., 1999). Mass distribution of multiple products paves
the way for the impulse buyers to purchase items from the assortment lot without
much reasoning. The impulse customers have everything at their disposal to be
purchased in a single visit when they encounter huge number of products displayed
before them. Mass distribution of commodities under a single roof can cause the
customers to make shopping trips of two kinds: ‘regular’ and ‘quick’. “Regular” trips
involve purchasing for most grocery needs on a single store visit. “Quick” trips
involve purchasing a few items at more frequent time intervals (Messinger and
Narasimhan, 1997).
Customers rank the variety of assortment right behind location and pricing
when naming reasons why they patronize their favourite stores. Variety is more
important to customers; therefore, they are more likely to go to a store that offers
22

more of a variety. When particular desires are not well formed, a perception of variety
matters even more because of a desire to become more educated about what is
available while maintaining a degree of flexibility. A perception of variety also
matters when there is a motive or need for variety (Hoch, et.al., 1999).
Shoppers use product assortments and other in-store stimuli to remind them of
their shopping needs; that is, shoppers make some purchase decision in the store
rather than relying solely on a shopping list (Kollat and Willett, 1969). Since, there is
an array of products from which customers can make a selection, they would always
opt for self-service in selecting and purchasing an item.

2.1.3 Self-Service
Self service, encouraged in most of the recent hypermarkets, triggers the
impulse buying behavior of customers. Self –service activities and transactions can be
performed by the customer without the assistance or need of an employee (Globerson
and Maggard, 1991). “Certainly, self-service permits the shopper to buy more
quickly and with greater freedom” (Stern, 1962, p.61). Self-service allows the
customer to know the product by touch and feel, which helps them make a purchasing
decision (Bultez and Naert, 1998). Therefore, “one way to improve profitability is to
let the customer do some of the work” (Globerson and Maggard, 1990, p.35).

2.1.4 Prominent Store Display
Impulse purchasing habits are increasing among the customers because of the
increased, well organized and attractive display of all the products the retailers have.
Impulsive buying is estimated to account for over $4 billion of annual sales in the
United States and has been linked to a rapid increase in technologies, allowing for
instant gratification through the immediate accessibility to products desired (Zhang
and Shrum, 2008).
23

Displays of all kinds of items are more appealing to the customers and their
emotions. Displays are very important when it comes to the supermarkets, because
there is ‘self-service’ encouraged in most of the hypermarkets. Since there is selfservice, the customer can see the product, touch the product and know the product in
order to make a purchasing decision. Thus, in self-service selling situations, display is
an important marketing instrument (Bultez and Naert, 1998). Since there is an array
of product displayed in hypermarkets, the customers impulse mood will be evoked
which might lead to a purchase. However, they always consider the size of the
product an important factor in purchasing it ultimately.

2.1.5 Small Size or Light Weight
The factors other than the price, self-service, mass distribution and prominent
display, the size or the light weight influences the impulse purchasing behavior of the
customers (Stern, 1962). Further studies in this field show that the problems
concerning weight will have an influence on making a purchasing decision in impulse
purchasing. If the item is heavier, the customer may not intend to buy impulsively
(Stern, 1962). On the other hand, if the product is light weight and small in size,
impulse purchasing behavior will be more prone to occur (Stern, 1962). Even though
the item purchased on impulse can be handy enough, the customers usually appraise it
merely from the point of its easy storage.

2.2 Impulse Buying
Impulse buying is referred to as an immediate purchase without a pre-plan for
a specific product to be purchased (Beatty and Ferrell, 1998). It happens when self
control resources of the customer depletes and when he/she experiences greater
impulse buying urges and these urges can be interpreted as increased impulse-buying
behavior (Zhang and Shrum, 2009).
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There are some physical behaviors which appear in customers when they
experience impulse purchasing behavior. Some of the physical signs also would
denote this impulsiveness. Bayley and Nancarrow (1998) brought forth these physical
behaviours and signs in a pyramidal form in figure 2.1.

Figure 2.1 Impulse Shop Pyramid

Impulsive
Quick

My Own
No Thinking About the Price
Lots of Carrier Bags

Same Item in
Different Colours

Ignore any Distractions
Exited

Pupils Dilated

Sources: Bayley and Nancarrow (1998) Impulsive purchase: A Qualitative
Exploration of the Phenomenon, Qualitative Market Research: An International
Journal, Vol. 1, No.2, pp. 99-114.
Impulse buying is referred to as “incipient behavioural responses” that occur
when motivation and some activating stimulus are encountered. Example for such an
encounter is that a person feels like eating when he or she is hungry. Impulse
behavior is the result of an unplanned and spontaneous impulse. Therefore, impulse
purchasing occurs when the customer encounters a sudden urge to purchase
something without a prior plan (Bameister, 2002).
Some researchers have appraised an impulse as a positive behavior. For
example, a spontaneous gift for an ill friend, a sudden decision to pick up the tab for a
meal, or simply taking advantage of a two-for-one in-store special are impulse buying
instances that may represent kind, generous, and practical activities, respectively.
When, impulse buying is more virtuously motivated, it is likely to draw out more
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positive normative evaluations (Rook and Fisher, 1995). Conversely, some other
researchers view that impulsive behavior has a long history of being associated with
immaturity, primitivism, foolishness, defects of the will, lower intelligence and even
social deviance and criminality (Rook and Fisher, 1995).
Impulsive behavior is something interesting when it happens, because it
contradicts the long term goal (such as saving money) and the person who is yielding
to the impulse normally regrets because he/she was moved by the impulse to purchase
a particular item without thinking. Therefore, the shoppers lose control of their
behavior ending up in purchasing several commodities (Baumeister, 2002).
The shoppers who are most vulnerable to the impulse purchasing when going
to the malls are those have not prepared or not made a list of potential purchases.
Impulse purchasers are happier to purchase rather than use them. Ultimately, some of
the impulse purchasers are not the final customer of the product but they only try to
derive satisfaction of acquiring or purchasing it from the shopping mall or elsewhere
moved by their impulse (Baumeister, 2002).
Researchers have found that personal differences tend to affect impulse
behavior. These researchers are of the opinion that those persons who are most interdependent tend to inhibit the impulse buying than that of those who are independent.
And those persons who are inter-dependent are considered to be more patient with
their decision than those who are independent who make hasty decisions. Therefore,
the studies suggest that those who have more patience are able to keep their impulse
controlled suppressing the impulse purchasing (Zhang and Shrum, 2009).
Studies done by Dawson and Kim (2009) showed that there are some internal
and external cues influencing the impulse buying of online customers. They viewed
that presence of an impulse buying tendency is similar in all customers, whether it be
purchasing brick and mortar, or online shopping. External cues could be promotions
(e.g. free shipping), suggestions (e.g. reviews and recommendations), sales (e.g.
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clearance sale), ideas (e.g. gift ideas) etc. Internal cues could be affective state
(emotional state, mood) or cognitive state and normative evaluations, judgments on
the appropriateness of purchasing an item. These external and internal cues along
with impulse buying tendency affect the consumption impulse. Figure 2.2 shows the
antecedents of consumption impulse.

Figure 2.2 Revised CIFE (Consumption Impulse Formation Enactment) Model for
Impulse Buying Online.
External Trigger
Cues of Impulse
Buying
Impulse Buying
Tendency

Consumption
Impulse

Online Impulse
Purchase Decision.

Internal Cues of
Impulse Buying
Normative
Evaluations

Source: Dawson and Kim (2009), External and Internal Trigger cues of impulse
buying online. Direct Marketing: An International Journal, Vol.3, No.1, pp 20-34.

Unplanned purchases or impulse purchases can be categorized from other
forms of purchases. To do so, we may have to explain the concepts of other
categories of purchase. Prior to the task of categorizing purchases, it would be of
great importance to understand the meaning of ‘purchase behavior’. Purchase
behavior is that behavior which involves trial purchases, repeat purchases and longtem commitment purchases. When a consumer buys a product for the first time in a
smaller quantity, this purchase could be called trial purchases. So, we can say, this as
an exploratory part of the purchasing behavior. In this ‘trial purchase’ the consumer
attempts to evaluate the product by direct use. Therefore, consumers are given
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chances by the marketers for trial purchase by providing them with sample products
in small quantities. In trial purchases if the consumer is satisfied, then consumers are
likely to purchase the product repeatedly. ‘Repeat purchase’ presupposes the approval
of the consumer about the product they already tried for the first time. Therefore,
there are chances of willingness to purchase again and again in larger quantity. ‘Trial
purchase’ is not possible always in the case of some of the durable goods such as
refrigerators, television sets or washing machines. Therefore, the consumers jump
into long term commitment through purchase ( Schiffman and Kanuk, 2007). There
are four categories of purchase pointed out in Abratt and Goodey (1990). They are
shown in the table 2.1.

Table 2.1 Categories of Purchase
Specifically Planned Purchase

Purchases done with a specific plan of
purchasing a specific brand or item when
shopping.
Generally Planned Purchase
Purchases done on items without having
a specific brand but planning only a
specific product category in mind.
Substitute Purchase
Purchases done on another item than
specifically planned item
Unplanned Purchase
Purchases done on items which are not at
all planned or not in mind
Source: Abratt and Goodey (1990), Unplanned Buying and In-store Stimuli in
Supermarkets, Managerial and Decision Economics, Vol. 11, No.2, pp.111 – 121.
Studies by Shoham and Brencis (2003) showed unplanned purchases and the
customers tendency to buy items off the list resulting in a compulsive purchase
tendency. Compulsive purchasing, a repetitive purchasing tendency, is a negative
facet of consumption. Therefore, impulse purchasers can be aware of the fact that
their way of purchasing impulsively can lead to compulsive purchases which in the
long run will have negative consequences. This is shown in figure 2.3.
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Figure 2.3 A model of Compulsivity

Unplanned
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Compulsive
Purchase
Tendency

Gender

Source: Shoham and Brencis (2003), Compulsive Buying Behavior, Journal of
Customer Marketing, Vol. 20, No.2, pp.127 – 138.

2.2.1 Definition of Impulse Buying
The concept of impulse is defined by different researchers who have explored
it in their research studies. Impulse is referred as “a strong, sometimes irresistible
urge; a sudden inclination to act without deliberation” (Rook, 1987, p.189). Impulse
buying comes into effect when a customer is attracted by stimuli present in his/her
shopping environment (Rook, 1987). Impulse purchasing is an ‘unplanned’ purchase.
An ‘unplanned’ purchase can be measured by studying the difference between the
actually purchased goods and the intended purchase list on post purchase. Rook
(1987), considers impulse purchasing as ‘in-store planning’ that the customer makes
when encountered by the stimuli present there. It is a reactive behavior in response to
some stimulus (Rook, 1987).
Rook (1987), further explicates impulse purchasing as something that is an
immediate urge and which happens all of a sudden and in an unavoidable manner
with customers ending up buying something. Impulse buying is more prone to happen
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when customers are not worried or when they give little importance to the
consequence of buying a product.
When impulse behavior is considered in the realm of consumption of products,
it turns to be characterized as a conflict between the desire to consume and the will
power to resist it (Zhang and Shrum, 2009). Impulse purchasing is considered to be
something “fast”, “urgent”, “forceful”, “emotional”, “spontaneous” when compared
to contemplative buying. When the impulse purchasing behavior occurs, the customer
does not think more but just grabs the product instead of choosing the best one.
Absence of “forethought” can also be called impulsive buying when a customer
purchases a product or service without a prior plan (Rook, 1987).
Impulse purchasing is explained as a “spur of the moment” which fosters
customers to impulsively purchase (Kollat and Ronald, 1969). It is also defined as
“purchase decision made in-store” without a prior plan (Abrat and Goodey, 1990).
O'Guinn and Faber (1989) have found the impulse buying as a “temporal
variable indicating a purchase characterized by spontaneity or lack of planning”. It is
can also be considered as “time inconsistent preferences” arising from the struggle
between willpower and desire for an item. Impulse buying had been explained as an
urge to buy (Beatty and Ferrell, 1998). It could be summarized in Rook’s (1987)
perspective as a persistent feeling to buy something immediately or urgently.

2.2.2 Antecedents to Impulse Buying
Impulse buying behavior had been a prominent study realm in the area of
marketing in the 1980s and early 1990s (Rook, 1987, Rook and Fisher, 1995).
Marketers think that customer’s impulsive buying can affect their realm of selling
products and maximising profits (Rook, 1987). Researches dating back thirty-five
years suggest that impulse purchasing is widespread among different customers and
in different customer product categories (Rook, 1987).
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Impulsive consumption results from the rivalry between pleasure-seeking
goals that are triggered upon exposure to a pleasurable consumption situation and
self-regulatory goals aimed at resisting the temporary urge. An impulse buyer can
easily advance in impulse purchases when the self-regulatory goals are suppressed by
the situational factors (Zhang and Shrum, 2009) and these situational factors can refer
to certain stimuli affecting the impulse purchasing behavior of a customer such as
shelf location and shelf display or anything equivalent (Rook, 1987).
Impulses are resistible, but customers fail to resist them. And, their failure of
resisting the impulse leads to more purchase. Though impulse is irresistible, it can be
controlled. There are impulses which are truly genuine such as the need to breathe or
urinate. Even though there may be some restrictions or control over these impulses
under any circumstance or unexpected circumstances one cannot inhibit these impulse
for survival. It is not the same case when it comes to the purchase of any product or
service. Impulses to buy an item are not equivalent to truly genuine impulses
(Baumeister, 2002).
The impulse purchase of products and failure of self-control by customers are
connected to each other directly. Failing in self-control leads to ego depletion and this
in turn leads to impulse buying. Stress makes self-control incapable thus causing ego
depletion. However, the depleted ego gets restored while a person is asleep. But, as
the person is awake, stress starts and ego depletes. People who have less sleep are
more prone to fail in self-control depleting the ego and thus end up in making impulse
purchases (Baumeister, 2002).
Impulse purchasing can be reduced if there is a previously planned purchasing
list of items.

Those customers who belong to this kind of disciplined way of

shopping and have a definite plan of purchasing list are only a minority. The majority
of customers do not plan and thus, are impulse purchasers (Baumeister, 2002).
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Impulse purchasers are exposed to in-store stimuli which influence them to
buy impulsively. In-store stimuli are “shelf position”, “price-off promotion”,
“sampling”, “displays”, “coupons”, and “in-store-demonstrations”. All these
stimulate customers and they end up in impulse purchasing (Abrat and Goodey, 1990,
p.112). Some other in-store stimuli are “displays”, “signs”, and “shelf extenders” and
also some of the promotional techniques which trigger the impulse purchasing
decision by the customer (Kollat and Ronald, 1969, p.80).
Kollat and Ronald (1969) opined that impulse purchase is a logical and
efficient way of making purchasing decision. While a customer is exposed to an array
of products with a lot of alternatives, the customer can make a logical decision as to
what is exactly he/she is in need of and make a purchasing decision.
Harmancioglu et.al., (2009) viewed that new product knowledge and
customer’s excitement and esteem work as antecedents to impulse buying intention
and behavior. Shopping experiences might lead to satisfying hedonic desires and an
up-liftment of feelings and fun. These feelings of upliftment and fun in the shopping
experience can increase the excitement and esteem of customers motivating impulse
buying intention. Rook and Fisher (1995) found that customers tried to suppress their
feeling of impulse tendencies because they wanted to be perceived as mature, rational
and not just moved by impulse tendencies. Conversely, Housman (2000) found that
customers made impulse purchases to satisfy their esteem and self-actualization needs.
However, Harmancioglu et.al., (2009) argued that esteem may foster impulse
intentions but hinder impulse purchasing behavior.
Product knowledge gained by customers by means of word of mouth and
social influences also cause impulse buying intention. Existence of ‘communicating
members of a social system’ fosters the purchasing decision of other customers. The
dynamism of word-of-mouth has an influencing power on customers’ purchase
intentions. Ajzen and Fishbein (1980) refer to social norms as customers’ relevant
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others’ preference which influences their purchase intentions. Customers try to
comply with relevant others’ expectations or what others think when making
purchases (Harmancioglu et al., 2009). These above mentioned concepts such as
esteem, excitement, word-of-mouth and social norms are shown in figure 2.4.

Figure 2.4 A model of Impulse Buying Behavior.
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Source: Harmancioglu et.al., (2009), Impulse Purchases of New Products: An
Empirical Analysis, Journal of Product & Brand Management, Vol.18, No.1 pp. 27 –
37.

Kollat and Ronald (1969) opined impulse purchase as logical, although Rook
(1987) cautioned that impulse behavior occurs without forewarning of any future
consequences. Thus, it is very important to bring control over the impulses otherwise
the person who enacts it can face psychological problems in the future.

2.2.3 Traditional and Modern View of Impulse Buying
Traditional views on impulse behavior portray impulsive behavior as mostly
associated with negative facts such as: immaturity, primitivism, foolishness, and it is
even described as the “defects of the will” (Rook, 1995). Impulsive behavior has been
linked with ‘being bad” and with negative consequences in the areas of personal
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finance, post purchase satisfaction, social reactions and overall self-esteem (Rook
1987; Rook and Hoch 1985, cited in Rook and Fisher, 1995).
Recent views on impulse buying consider it as an enigma fostering large
percentage of sales internationally (Hausman, 2000). In this contemporary epoch,
impulse purchasing has turned to be a ife-style trait (Rook, 1987, cited in
Harmancioglu et.al., 2009, p.28). Therefore, among the modern customers there is a
strong feeling of accepting impulse purchase as a contemporary lifestyle trait
(Gardner and Rook, 1988, cited in Harmancioglu et.al., 2009).

2.3 Classifications of Impulsive Buying
There are four classifications of impulse buying: pure impulse buying,
reminder impulse buying, suggestion impulse buying and planned impulse buying
(Stern, 1962, cited in Adelaar et al., 2003).
Impulse buying takes place at different times, in different economic
conditions and with different cultural backgrounds. Also, this situation varies from
shopper to shopper for the same item (Stern, 1962). Therefore, it is important to
explain the classifications of impulse buying in order to better understand the subject
matter of this research study.

2.3.1 Pure Impulse Buying
“Pure impulse is a novelty or escape purchase which breaks a normal buying
pattern” (Stern, 1962, cited in Adelaar et al, 2003, p.59). Pure impulse buying can
refer to the items purchased by the customer that were not in the item list prior to
entry into the shopping place (Adelaar et al., 2003). Some of the studies showed that
planned and designed budget can limit pure impulse buying. Anyone who is led by
true impulse is limited in their impulse buying because of their limited budget.
Therefore, those who budget their shopping can withstand impulse buying.
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Stern (1962), argued that some housewives are able to control their impulse
buying because they know how much to spend and how much to buy for their daily
purpose. So, they put a blockage to the impulse which arises in them. It happens
because they plan what to buy prior to their entry in to the stores.

2.3.2 Reminder Impulse Buying
Reminder impulse buying “occurs when a customer is reminded of being low
on a product or is in need of an item when he/she sees it at the store or recalls an
advertisement about the item and previous decision to buy” (Stern,1962, cited in
Adelaar et al., 2003, p.250). Reminder impulse gives meaning to the word “reminder”
itself. When a customer enters into a shopping mall or anything equivalent, he/she
comes across varieties of product. The customer, then, is reminded of the product that
is in short supply and is moved immediately by impulse resulting in purchasing of
them (Stern, 1962). Reminder impulse can occur when the customer is reminded of
the need of a particular item when he/she sees them in the store displayed (Shoham
and Brencis, 2003). This kind of unplanned purchases can happen when ‘in-storeneed’ recognition happens (Iyer, 1989, cited in Shoham and Brencis, 2003).
As seen in some cases when a shopper is subjected to a variety of products,
the shopper’s attentions will be focused on certain products which he/she has seen in
an advertisement prior to his/her visit to the shop. This prior influence from an
advertisement might move the shopper by impulse to buy a product he/she does not
need (Stern, 1962).
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2.3.3 Suggestion Impulse Buying
Suggestion impulse buying “occurs when a shopper sees a product for the
first time and visualizes a need for it” (Stern, 1962, cited in Adelaar et al., 2003,
p.250). Therefore, suggestion impulse buying presupposes the customer to be amidst
a variety of products. The customer amidst the variety of products assumes the future
need for an item and would believe these items would be of great help to keep
inventory complete. In suggestion impulse buying there is no need for prior
information about the product from any source of information, but the need only
arises when the customer is exposed to an array of products and makes an immediate
decision on purchasing it. The customer will only enquire about the product at the
point of purchase (Stern, 1962)

2.3.4 Planned Impulse Buying
Planned impulse buying “occurs when a customer enters a store with the
intention of purchasing certain items, but recognizes that he/she may purchase other
items dependent upon sale promotions” (Stern,1962) (cited in Adelaar et al. p.250,
2003). Therefore, planned impulse buying takes place when the customer has a list of
products that he or she would like to purchase and also has an intention to purchase
any product that would fall under promotion or under coupon sales or under anything
equivalent. In this case, the customer would intend to purchase if there is a favourable
price variation on products (Stern, 1962).
Shoppers, amidst the variety of products, change their minds to purchase some
of their previously planned products because there are chances to discover, explore
and compare the quality and function of products at the point of purchase. Such kind
of atmosphere enhances planned impulse. Therefore, we can state that the shopping
center substitutes the shopping list and becomes a catalogue of customer’s purchase
(Stern, 1962).
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2.4 Previous Empirical Studies
Previous empirical studies pave the way for a better understanding of the
subject matter of the research. Therefore, it is significant to bring into this research
some of the previous studies done by outstanding researchers in the field of impulse
buying behavior and its impact on marketing.
Rook and Fisher (1995) considered Normative Influences on Impulse Buying
as the subject matter of their study and they identified a hypothesized relationship
between the trait and normative aspects of impulse buying. These researchers
conducted two different studies and compared them to study the relationship between
the trait and normative aspects impulse buying. Impulse buying as a trait refers to the
tendency of customer to buy spontaneously, immediately and kinetically. Conversely,
a normative aspect of impulse buying is referred to the act of making appropriate
judgment at the point of purchase. The study was conducted on 212 undergraduates
using exploratory factor analysis, correlation tests and confirmatory factor analysis to
measure the samples. The respondents in the study were given choice alternatives in
purchasing. ANOVA was employed as the treatment of data. The study concluded
that customers might evaluate the appropriateness of buying something on impulse. It
means that normative evaluation works to moderate between the impulse trait and
actual impulse buying although future researchers needed to find out how, when and
to what extent normative evaluations actually occur.
Abratt and Goodey (1990) studied unplanned buying and in-store stimuli in
supermarkets. The main objective of this study was to discover and understand the
importance of the stimuli that triggers or sets off customer impulse buying. The
researchers presumed that manufactures and retailers spend a large sum in order to
promote impulse buying through in-store promotions and other in-store stimuli such
as on shelf promotions, price off promotion, samplings, and displays. Conversely,
manufactures and retailers need some information about the extent to which in-store
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stimuli trigger impulse purchasers and study the efficiency of their implemented
stimuli resources designed to stimulate additional sales. For this study, 450 customers
were selected from 15 major supermarkets in South Africa and the results were
compared with similar studies conducted in United States and United Kingdom. The
samples were mixed from an economic, social and cultural point of view. A
descriptive study was done on supermarkets of South Africa and data obtained were
compared to similar studies conducted in United States and Europe. The 450 samples
consisted of married and unmarried customers who shopped weekly or monthly with
or without the list of purchase items. A qualitative approach was used and face to face
interviews were conducted at the entrance of the supermarkets to know their purchase
intentions and also at the check out points to know the actual purchases made. The
difference observed between the intention to purchase and the actual purchase was
used to determine the nature of unplanned purchase/buying. The interviews were
conducted by fully trained interviewers and interviewees were not informed in
advance about the interview that was intended at the check out points. The findings of
this research stated that unplanned buying is higher in United States than in South
Africa. However, in-store stimuli play an important role in triggering the impulsive
buying among customers across different cultures.
Hausman (2000) studied customer’s motivation to engage in impulse buying
behavior. This study also explored the need for novelty, social interaction, and fun as
contributors to impulse buying behavior. This study explored 272 samples.
Demographic characteristics of samples were of all age groups, male and female,
married or unmarried. ANOVAs were conducted to establish the different levels of
impulse buying among respondents. The study viewed that impulse buying was not
always considered negative though some of the previous studies had viewed it as
negative. Impulse buying behavior represented a rational alternative to more time
consuming search behaviours. The customers do not feel impulse purchasing
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behavior is wrong because they buy products for fun, fantasy and for personal
gratification. This study also proposed impulse purchase as a valued pastime and
impulse purchase could be an alternative to planned decision making.
Dawson and Kim (2009) have studied external and internal trigger cues of
impulse buying online. The objective of this study was to investigate the internal
factors of impulse buying and external cues on websites that are related to impulse
buying behavior. The samples for the study were undergraduate students of 18 years
and above from a U.S. north western university. There were two pre-tests conducted
to identify impulse cues and to evaluate content validity of the findings. The study
explored the effect of different external cues on impulse buying behavior. Some of
the external cues identified through pre-tests were promotions, ideas, sales and
suggestions. This study conducted a web experiment and survey for research on
impulse buying online. Based on the results of pre-tests, mock web sites were
designed with trigger cues and without trigger cues. Experiment conditions included
all the external cues identified from pre-tests such as: sales (clearance, sales, bold sale
price on product etc), promotions (percent off, buy 1 get 1, coupon, etc), ideas (new
styles/fashion, favourites etc), suggestions (price point items, recommendations etc).
This study’s findings showed no significant differences between external triggers. A
positive correlation was identified between customer’s impulse buying tendency and
online impulse buying and between costumer’s affective state and online impulse
buying. The study found a negative correlation between cognitive state and actual
impulse purchase online. It could also be stated that there was a positive correlation
between customer’s normative evaluation and actual online impulse buying behavior.
Rook (1987) conducted a study on impulse buying that explored how an
individual experiences impulse buying and how he or she copes up with this behavior.
The study also explained the negative consequences of the impulse purchasing
behavior. This study’s objectives were to identify components of impulse buying and
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to observe to what extent customers’ subjective experience corresponds with the ideas
of impulse buying. Data was collected from 133 respondents which included 65
males and 68 females. These respondents were selected from on campus and off
campuses in the western United States. Respondents were approximately equally
represented both males and female aged between 8 to 89 of whom 66 were married
and 67 were single. All of them belonged from the lower middle to upper middle
class groups. The method used for collecting data was personal interviews and selfcompleted questionnaires. A content analytic procedure – mechanism for quantifying
qualitative data – was conducted to analyze respondent’s verbal protocols. The
findings showed that the 80% of the respondents reported that they had some negative
consequences of their impulse purchasing behavior. One of the negative
consequences of impulse purchasing behavior stated in this study is the financial
problems faced by impulse purchasers after they have yielded to their impulse. The
study’s results demonstrated that people differed from one another in the intensity of
impulse purchasing and also in their ability to control the impulse buying.
Tuldhar (2004) studied impulse buying behavior in the purchase of mobile
commerce service. These services consisted of SMS (short message service) and
MMS (multi media messaging service). This study’s objective was to discover the
influences of the tendencies toward the impulse buying and the involvement of
service related impulse purchasing of SMS service and MMS service. Selfadministered questionnaires were administered to collect the data for this study. The
samples consisted of 784 students of Assumption University, Thailand. The
respondents ranged from teenagers to adults of 49 years. Of 784 questionnaires, 392
each were distributed to one of the two services (SMS and MMS). All of the
respondents possessed advanced mobiles phones having the facility of SMS and
MMS. This study utilized Pearson’s Correlation Coefficient to test its hypotheses.
The findings of this study showed that there were customers of SMS services who
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valued it as interesting, relevant and involving and therefore, discounts and
promotional methods like free messages promoted the impulse buying of this service.
Conversely, the research identified that MMS was less important to the customers and
at the same time MMS service did not lead customers to be impulsively motivated in
purchasing this facility. Therefore, the study suggested that the customers should be
intimated about the importance of the MMS prior to marketing this service in order to
increase the knowledge of MMS and encourage the customers to impulsively
purchase.
Table 2.2 Summary of Previous Studies
Author

Title

Rook and Fisher
(1995)

Normative
Influences on
Impulse Buying
Behavior

Findings
 Customers
might
evaluate
the
appropriateness of buying on impulse.
 Normative
evaluation
works
to
moderate between the impulse trait and
actual impulse buying.
 Future researchers needed to find out
how, when and to what extent normative
evaluations actually occur.

Abratt
and Unplanned Buying
Goodey (1990)
and In-Store
Stimuli in
Supermarkets

 In-store stimuli play a major role in
triggering the impulsive buying among
customers across different cultures.
 Unplanned buying is higher in United
States than in South Africa.

Hausman (2000)

 Impulse buying was not always
considered as negative.
 Impulse buying behavior represented a
rational alternative to more timeconsuming search behaviours.
 The customers do not believe impulse
purchasing behavior is wrong because
they buy products for fun, fantasy and
for personal gratification. Impulse
purchase is a valued pastime.
 Impulse purchase could be an
alternative to planned decision making.

Multi-method
investigation of
Customer
Motivations in
impulse buying
behavior.
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Author

Title

Dawson and Kim
(2009)

External and
Internal Trigger
Cues of Impulse
Buying Online.

 There are no significant differences
between the external trigger cues.
 There is a positive correlation between
customer’s impulse buying tendency
and online impulse buying.
 There is a positive correlation between
customer’s affective state and online
impulse buying.
 There is a negative correlation between
cognitive state and actual impulse
purchase
 There is a positive correlation between
customer’s normative evaluation and
actual online impulse buying behavior.

Rook (1987)

Buying Impulse

 One of the main negative consequences
of the impulse purchasing is financial
problems
 The customers differ from one another
with the intensity of impulse purchasing
and their ability to control impulse
buying.
 Impulse purchasing is a sudden and
powerful urge to buy something
immediately without thinking of its
consequences.

Impulse Buying
Behavior in the
Purchase of
Mobile Commerce
Services

 SMS services are valued as interesting,
relevant and involving. Discounts and
promotional methods promoted the
impulse buying of SMS services.
 MMS did not impulsively motivate the
customers to purchase this service.
 The customer should be intimated about
the importance of the MMS prior to this
marketing in order to increase the
knowledge of MMS to influence
impulse purchase.

Tuldhar (2004)

Findings

2.5 Summary of Previous Studies and Theories
Impulse purchasing behavior is considered to be an immediate purchase
without a pre-plan for a specific product to be purchased or it can be considered as a
strong, sometimes irresistible urge; a sudden inclination to act without deliberation.
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Impulse purchase behavior is classified into pure impulse buying, reminder impulse
buying, suggestion impulse buying and planned impulse buying. Many researchers
viewed that there are several marketing stimuli which are externally present
(promotions, display,clearance sale etc.) related to impulse purchasing behavior. In
the same way internal state of the customer (emotional state, mood, normative
evaluations etc.) is related to impulse purchasing behavior. In-store stimuli play an
important role in triggering the impulsive buying among customers across different
cultures though people differ from one another in the intensity of impulse purchasing
and also in their ability to control the impulse buying. Some of the researchers have
observed that inter-dependent persons tend to inhibit the impulse buying than that of
those who are independent.

However, normative evaluation works to moderate

between the impulse trait and actual impulse buying. Some of the researchers
considered impulse purchase as a valued pastime and impulse purchase could be an
alternative to planned decision making.
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CHAPTER 3
RESEARCH FRAMEWORKS

The purpose of this chapter is to present the conceptual framework for the
study. The first section in this chapter, the theoretical framework, studies the
variables identified and examined by the previous researchers on impulse buying
behavior which contribute to the conceptual framework of the research. The second
section of this chapter introduces the conceptual framework. In the third section, the
researcher has outlined the hypotheses to investigate the relationship between each
variable. In the last section, the operationalisation of the dependent and the
independent variables associated with impulse buying behavior are explained.

3.1 Theoretical Framework
Several frameworks developed by previous researchers to show the
relationships between variables in this study and will be discussed below.
Bayley and Nancarrow (1998) studied impulsive buying and unplanned
buying in a retail context. Giving a qualitative approach to unplanned purchasing and
impulsive purchasing, the authors provided insights on these above terms using
enabling techniques as ‘pyramiding’. These researchers viewed that there are some
changes such as excitement and pupil dilatation in customer’s behavior when he/she
is impulsively motivated. These physical behaviours appear in customers when they
encounter the product with their impulse purchasing behavior. Bayley and Nancarrow
(1998) brought forth these physical behaviours and signs in a pyramidal form shown
in figure 3.1.
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Figure 3.1 Impulse Shop Pyramid
Impulsive

Quick
My Own

Ignore Any Distractions

No Thinking about the Price

Lots of Carrier Bags

Excited

Pupils Dilated

Same Item in Different Colors

Sources: Bayley and Nancarrow (1998) Impulsive purchase: A Qualitative
Exploration of the Phenomenon, Qualitative Market Research: An International
Journal, Vol. 1, No.2, pp. 99-114.

Studies done by Dawson and Kim (2009) showed that there are some internal
and external cues influencing the impulse buying of online customers. External cues
or external factors in this study are the marketing stimuli present on website. They
postulated that the presence of impulse buying tendency is similar in customers may
it be in brick and mortar or online shopping. External cues could be promotions (e.g.
free shipping), suggestions (e.g. reviews and recommendations), sales (e.g. clearance
sale), ideas (e.g. gift ideas) etc. Internal cues could be affective state (emotional state,
mood) or cognitive state and normative evaluations, judgments on the appropriateness
of purchasing an item. These external and internal cues along with impulse buying
tendency affect the consumption impulse. Figure 3.2 shows the antecedents of
consumption impulse.
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Figure 3.2 Revised CIFE (consumption impulse formation enactment) model for
impulse buying online.
.

External
Trigger Cues
of Impulse
Buying
Impulse
Buying
Tendency

Consumption
Impulse

Online Impulse
Purchase
Decision.

Internal Cues
of Impulse
Buying

Normative
Evaluation

Source: Dawson and Kim (2009), External and internal trigger cues of impulse
buying online, Direct Marketing: An International Journal, Vol.3, No.1, pp. 20-34.
Shoham and Brencis (2003) investigated compulsive buying behavior of
Israeli customers. These researchers considered gender, unplanned purchases and
tendency to buy items off one’s product list as preceding factors influencing
compulsive buying behavior. Unplanned purchase happens because of customer’s
unfamiliarity with the store layout or time pressure. It would mean that customers
might buy what is right in front of them rather than searching around in the shopping
centers if they are not familiar with the layout. If gender is considered as antecedent
of compulsive buying, women are considered less compulsive because of their ability
to plan prior to entering shopping centers. Figure 3.3 indicates the antecedents of
compulsive purchasing tendency studied by Shoham and Brencis (2003).
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Figure: 3.3 A model of Compulsivity
Unplanned
Purchases

Tendency to
Buy Items
off One’s
Product List

Compulsive
Purchase
Tendency

Gender

Source: Shoham and Brencis, (2003), Compulsive Buying Behavior, Journal of
Customer Marketing, Vol. 20, No.2, pp.127 – 138.
Harmancioglu et.al. (2009), examined the motivations – esteem and
excitement - and cognitive process – prior knowledge and involvement - involved in
making an impulse purchase of new products. In their studies, they found that
customer’s excitement, esteem and knowledge about the new product through word
of mouth and from yielding to social norms work as antecedents to impulse buying
behavior. Shopping experiences might lead to satisfying hedonic desires, upliftment
of feelings and fun which can also turn to be moment of excitement.
Customers try to suppress their impulsive behaviours in order to appear
mature in making purchase decisions. Hence, those who desire high esteem, control
such behaviors, not entering to impulse purchases (Harmancioglu et.al., 2009).
Conversely, Hausman (2000) viewed that those with high need of self esteem,
impulsively purchased items to gratify their needs. Since, there are contradicting
theories about esteem versus impulse buying, Harmancioglu et.al., (2009) viewed that
esteem may foster impulse intentions, but can become a hindrance to impulse
purchase behavior.
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There are three forms of customer knowledge: 1) subjective, which is believed
to be possessed by customer about a product or service. 2) Objective, the actual
knowledge about the product or service and experience and knowledge gained from
actual interaction with the product or service. 3) Product knowledge gained from
word of mouth by opinion leaders and social influences spread the knowledge about a
product or service which results in influencing the customers to impulsively purchase.
Figure 3.4 represents these antecedents of impulse buying behaviour.

Figure: 3.4 A model of Impulse Buying Behavior.
Customer
Characteristic:
Excitement.
Customer
Characteristic:
Esteem

Impulse
Buying
Intention.

Impulse
Buying
Behavior.

New Product
Knowledge.

Word of Mouth

Social Norms

Source: Harmancioglu et.al., (2009), Impulse Purchases of New products: An
Empirical Analysis, Journal of Product & Brand Management, Vol.18, No. 1, pp. 27 –
37.

3.2 Conceptual Framework

Figure 3.5 shown below is the conceptual framework for this study adapted
from previous studies. These are the three sets of variables suggested by some of the
previous researchers on studying the subject matter of impulse purchase in different
retail contexts. Stern (1962) identified nine product related factors which are
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influential to impulse purchasing and therefore, 5 out of those nine variables are
considered in this study under the head of ‘marketing stimuli’. Harmancioglu et.al.,
(2009) studied customer characteristics and product awareness as antecedents of
impulse buying behaviour.

Figure 3.5 Conceptual Framework
Marketing Stimuli
Price Promotion
Mass Distribution
Self Service
Prominent Store Display
Small Size

Customer
Characteristics
Excitement
Esteem

Impulse Purchasing
Behavior of
Hypermarket
Customers

Product Awareness
Word of Mouth
Social Norms

The factors such as price promotion, mass distribution, self service, prominent
store display and small in size are related to the impulse buying tendency of the
customers when they are shopping. The knowledge of the product from word of
mouth and the social norms has an effect on the impulse purchasing intention and
purchasing behavior. According to some previous studies, individual characteristics
such as excitement and esteem are also influential in impulse purchasing behavior.
Therefore, the conceptual

framework is posited by the researcher to study the

relationships between independent variables such as factors: price promotion, mass
distribution, self service, prominent store display, small size; customer characteristics :
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esteem and excitement; product knowledge : word of mouth and social norms and the
dependent variable, impulse purchasing behavior of hypermarket customers.

3.3 Hypotheses
This study will test the following hypotheses:

Hypothesis 1
H a : There is a significant relationship between price promotion and impulse
purchasing behavior of hypermarket customers.
H 0 : There is no significant relationship between price promotion and impulse
purchasing behavior of hypermarket customers.

Hypothesis 2
H a : There is a significant relationship between mass distribution and impulse
purchasing behavior of hypermarket customers.
H 0 : There is no significant relationship between mass distribution and impulse
purchasing behavior of hypermarket customers.

Hypothesis 3
H a : There is a significant relationship between self service and impulse purchasing
behavior of hypermarket customers.
H 0 : There is no significant relationship between self service and impulse purchasing
behavior of hypermarket customers.
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Hypothesis 4
H a : There is a significant relationship between prominent store display and impulse
purchasing behavior of hypermarket customers.
H 0 : There is no significant relationship between prominent store display and
impulse purchasing behavior of hypermarket customers.

Hypothesis 5
H a : There is a significant relationship between small size and impulse purchasing
behavior of hypermarket customers.
H 0 : There is no significant relationship between small size and impulse purchasing
behavior of hypermarket customers.

Hypothesis 6
H a : There is a significant relationship between excitement and impulse purchasing
behavior of hypermarket customers.
H 0 : There is no significant relationship between excitement and impulse purchasing
behavior of hypermarket customers.

Hypothesis 7
H a : There is a significant relationship between esteem and impulse purchasing
behavior of hypermarket customers.
H 0 : There is no significant relationship between esteem and impulse purchasing
behavior of hypermarket customers.

Hypothesis 8
H a : There is a significant relationship between word of mouth and impulse
purchasing behavior of hypermarket customers.
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H 0 : There is no significant relationship between word of mouth and impulse
purchasing behavior of hypermarket customers.

Hypothesis 9
H a : There is a significant relationship between social norms and impulse purchasing
behavior of hypermarket customers.
H 0 : There is no significant relationship between social norms and impulse
purchasing behavior of hyper market customers.

3.4 Operationalization of Variables
Table 3.1 Dependent and independent variables, their operational components
and measures
Concept

Operational
Components
Price promotion
Price discounted offer
It would
include:
weekend offers,
buy one get one
free, reduction
of price for a
time period.
Mass distribution
Assortment of products
Same product of
different brands,
high quality and
low quality
products,
substitute
products.
Self service
Permits the shopper to No external
purchase quickly with more pressure to buy
freedom.
an item. Not
bound by time,
shop at leisure
Prominent
store Favourable shelf position Display,
display
and distinctive packaging
lighting, colour,
packaging
Small size

Definition

Products that can be easily Light weight
transported or handled

Measure
Interval
(5 point
Likert Scale)

Interval
(5 point
Likert Scale)

Interval
(5 point
Likert Scale)

Interval
(5 point
Likert Scale)
Interval
(5 point
Likert Scale)
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Concept
Excitement

Esteem

Word of Mouth

Social Norms

Impulse
purchasing
behavior of
shopping mall
customers

Definition

Operational
Components
Encouraging emotions such Novelty,
as; feeling uplifted or Variety,
energized during shopping Surprise
experience.

Measure

That
hinders
impulse
purchase behavior or desire
to gain others’ respect or
not to be perceived as
immature or irrational.

Interval

Respect
from
others,
high
need,
high
desire,
selfactualization
need
Communication
of Innovation
innovation over time by the New products
members of a social system.
Or an act of pursuing
information about a product
from others.

Significant
others’
preferences about whether
one should engage in a
behavior or the act of
complying with others’
expectation in performing
behavior and motivation.
Impulse purchases (Hodge,
2004) are unplanned,
decided “on the spot”, stem
from reaction to a stimulus
and involves an emotional
reaction or a cognitive
reaction, or both.

Referents’
expectation,
others
preference.

Interval
(5 point
Likert Scale)

(5 point
Likert Scale)

Interval
(5 point
Likert Scale)

Interval
(5 point
Likert Scale)

Without
prior Interval
plan, buy off
one’s
product (5 point
list, defect of Likert Scale)
will to resist,
unplanned,
quick feeling to
purchase.
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CHAPTER 4
RESEARCH METHODOLOGY

This chapter provides an overview of the research methodology of this study.
The first section discusses the methods used in this study. The second section will
discuss the respondents of the research which indicates the target population, and
sampling procedures. The third section presents the research instruments for data
collection and the fourth discusses about the collection of data. The fifth section
presents the statistical treatment of data and explains descriptive method and
Pearson’s product moment correlation coefficient. The final section, presents
statistical tools used for hypotheses testing.

4.1 Methods of Research Used
The research method used in this study is considered descriptive in order to
examine the impulse buying behavior of hypermarket customers in Bangkok.
Descriptive research seeks to determine the answers to who, what, when, where and
how questions (Zikmund, 2003). It can also be referred to as statistical research which
describes data and characteristics about the respondents being studied. In this study,
the main focus is on how the customers are responding to the cues that trigger
impulse purchasing encountered while in hypermarkets.
The research methodology used in this study is a survey, a method of using
self-administered questionnaires to collect primary data by communicating directly to
the selected sample of respondents (Zikmund, 2003). This type of data collected
through self-administered questionnaires is inexpensive, quick and an accurate means
of gathering information from the selected respondents of the study (Zikmund, 2003).
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4.2 Respondents and Sampling Procedures
4.2.1 Target Population
Zikmund (2003) identified population as the complete group of people,
companies, hospitals, stores, college students, or the like that share some set of
characteristics. He opined that the target population for the research study can be
considered as the complete group of specific population elements relevant to the
research project.
This study examines the impulse purchasing behavior of hypermarket
customers in Bangkok over 18 years old, both male and female, who have completed
shopping at hypermarkets in Bangkok.

4.2.2 Determining Sample Size
The process of sampling is to use a small number of items, or a specific group
of the population to make a conclusive report or study a representation of the
population (Zikmund, 2003). The samples in this study are considered specific in
nature, therefore, the researcher needed to determine a specific size to the population
proportions.
The researcher used proportions as given below:
Statistical error = 5%
Confidence level = 95%
Corresponding z-value = 1.96.

Therefore, the sample size =

(Zikmund, 2003).

Where, n = number of items in sample
Z2 = square of the confidence level in standard error units
p = estimated proportion of success
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q = 1-p, estimated proportion of failures
E2 = Square of the maximum allowance of proportions of error.
Therefore, this above formula can be replaced with values and calculated as
given below:

Hence, the appropriate number for the sample should be 385 respondents.
However, in order to increase accuracy, this study used 400 samples.

4.2.3 Sampling Procedure
This study uses multi-stage sampling. In this procedure, smaller areas are
randomly selected in a series of steps. Stage one of these sampling techniques allows
to pick up different areas representing samples. Zikmund (2003) mentioned that
probability samples are based on chance selection procedures. Because the
probability sampling process is random, the bias inherent in the non-probability
sampling procedure is eliminated. Randomness is a characteristic of a procedure
whose outcome cannot be predicted because it is dependent on chance. David et.al.
(2000) indicated that simple random requires minimum knowledge of population in
advance and it is easy to analyze data and compute errors. Since there are 87 branches
of hypermarkets (Big C, Carrefour, Tesco Lotus and Makro) in and around Bangkok,
it is difficult to determine which branch of hypermarket should be chosen. The simple
random sampling is justifiably used in this research. Therefore 18% (16) of the total
branches of 87 hypermarkets were selected. For selecting 16 hypermarkets, the
researcher at the first phase, created 87 lots containing the names of locations of key
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hypermarket. And in second phase the researcher drew 16 hypermarket locations
from the container and they were assigned to be sample units in this research. The
reason behind selecting 16 hypermarket locations is to align the idea of the researcher
to gain at least 25 questionnaires from whatever locations should be selected. The
researcher considered these key hypermarkets in Bangkok as the places of possible
impulse purchasing venues because they cover most of the geographical area of
Bangkok. Therefore, people who were shopping in key hypermarkets in Bangkok
were possible targets for this research. Table 4.1 shows the key hypermarkets in
Bangkok and surrounding areas. Silayoi and Speece (2004) identified hypermarkets
such as Big C, Tesco Lotus, Carrefour and Makro as the ‘key hypermarkets’ in
Thailand based on the assumption that they are self-service retailing format that offers
a wide assortment of products in a retail area over 2,500m2 feet (Cataluna et al., 2005).
Table 4.2 shows the selected hypermarkets for the study.
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Table 4.1 Key Hypermarkets in Bangkok and surroundings
Big C
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
26.

Tesco Lotus
Bangna
Bangplee
Chaengwattana
Dao Kanong
Donmuang
Ekkamai
Fashion Island
Huamark
Ladprao
Lam Lukka
Navanakorn
Omyai
Phetkasem
Rajdamri
Rama 2
Rangsit
Rangsit Khlong
6
Rat Burana
Rattanathibeth
Samrong
Samutprakarn
Saphan Kwai
Sukhaphiban 3
Suksawat
Tiwanon
Wong Sawang

1.
2.
3.
4.

5.
6.
7.
8.
9.
10.
11.
12.
13.
14.
15.
16.
17.

18.
19.
20.
21.
22.
23.
24.
25.

Seacon
Square
Minburi
Rama II
Fortune
Town
Ratchada
Sukapiban 1
Sukhumvit
50
Bangkhae
Rama IV
Ramindra
Chaengwatt
ana
Laksi
Rama III
Prachachue
n
Ekamai
Bangkapi
Ramindra
(Express)
Ladprao on
Paholyothin
Rd.
Silom S&A
Aree
Ladprao 120
Vipawadee
Senanikom
Suthisan
Bangpakok
Phongphet

Carrefour
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
26.
27.

Klong 3
Chaengwattana
Bang Kae
Bang Bon
Bangpakok
Bang Po
Bang Yai
Lum Lukka
Prachauthit
Petchkasem
Rama 2
Rama 4
Rang Sit
Ratchadapisek
Rattanathibet
Ram Intra
Romklao
Ladprao
Srinakarintr
Suanluang
Sukhapiban 1
Sukhapiban 3
Suwintawong
Sam Rong
Nong Chok
Issaraparb
On Nuch

Makro
1. Lardprao
2. Chaengwa
t-tana
3. Srinakarin
4. Bangbon
5. Charansan
itwongse
6. Sathorn
7. Samsen
8. Rangsit
9. Ramintra

Sources: www.bigc.co.th, accessed on 22/02/2010, www.siamfuture.com, accessed on
22/02/2010, www.carrefour.co.th, accessed on 22/02/2010, www.makro.co.th, accessed
on 22/02/2010.
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Table 4.2 Location of Selected Hypermarkets
Store Brand
Big C

Locations
1. Bangplee
2. Donmuang
3. Lam lukka
4. Rangsit

Tesco Lotus

1. Fortune Town Ratchada
2. Chaengwattana
3. Bangkapi
4. Aree

Carrefour

1. Klong 3
2. Lamlukka
3. Rama 2
4. Rattanathibet

Makro

1. Lardprao
2. Ramintra
3. Sathorn
4. Srinakarin

Total

16

Quota Sampling Technique
Quota sampling is a non-probability sampling procedure that ensures that certain
characteristics of a population sample will be represented to the exact extent that the
investigator desires (Zikmund, 2003). Quota sampling technique is used in this study
to identify the sample size for sampling units of each hypermarket selected for the
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study. The total sample size for this study is 400. Therefore, the sampling size for
each sampling unit is allocated as shown in table 4.3.

Table 4.3 Breakdown of the questionnaires to each selected sampling units.
Store Brand

Locations

Number of
Questionnaires

Big C

Tesco Lotus

Carrefour

Makro

Total

1. Bangplee

25

2. Donmuang

25

3. Lam lukka

25

4. Rangsit
1. Fortune town, Ratchada

25
25

2. Chaengwattana

25

3. Bangkapi

25

4. Aree

25

1. Klong 3

25

2. Lamlukka

25

3. Rama 2

25

4. Rattanathibet

25

1. Lardprao

25

2. Ramintra

25

3. Sathorn

25

4. Srinakarin

25
16

400
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Non-probability Sampling
Since the population chosen is unknown, the researcher used non-probability
sampling techniques in this study. The researcher’s judgment and convenience are the
basis by which non-probability sampling is conducted. The probabilities of elements
in the population who are the sample subjects are not determined (Malhotra, 1999).
The technique of non-probability sampling used for this research is convenience
sampling. It is a technique that attempts to obtain a sample of convenient elements.

Convenience Sampling
Convenience sampling is that procedure of collecting information from
members of the population who are conveniently available to provide information
(David and Cosenza, 1993). Using this approach, the researcher collected data from
respondents in the 16 selected hypermarkets in Bangkok and surrounding areas.
These locations cover approximately 18% of the 87 key hypermarkets situated in and
around Bangkok. These locations also represent most of the geographical area of
Bangkok and surroundings.

4.3

Research Instrument for Data Collection

4.3.1 Questionnaire
The instrument for this study is a self-administered questionnaire. Selfadministered questionnaire, defined by Zikmund (2003), is that which is filled in by
the respondents. The objective of designing these questionnaires is to collect the
information and data regarding the factors relating to impulse purchasing behavior of
hypermarket customers in Bangkok, Thailand.
The questionnaire begins with screening questions to ask respondents if they
are above 18 years old and if they have finished shopping at the hypermarket.
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Part one: Factors relating to impulse purchasing behavior of hypermarket customers,
are tested in this section. These factors/cues are: price promotion, mass distribution,
self service, prominent store display and small size. The questions for this section
have been adapted from studies by Stern (1962); Bayley and Nancarrow (1998); Kim
(2003). A 5-point Likert scale is used.

Part two: Customer’s characteristics: excitement and esteem are measured here with
3 questions on a 5-point Likert scale. These questions are adopted from
Harmancioglu et.al., (2009).

Part three: Customer’s product knowledge from word of mouth and social norms
related to impulse purchasing is measured with 3 questions each on a 5-point Likert
scale. The questions used here are based on Harmancioglu et.al., (2009).

Part four: Dependent variable - impulse purchasing behavior of hypermarket
customers is measured with 4 questions on a 5-point agreement scale, indicating
“strongly disagree”, “disagree”, “mixed feelings”, “agree” and “strongly agree”. All
these questions are adapted from Rook and Fisher (1995).

Part five: Contains the demographic questions which are useful for the further
analysis of statistical data. It provides information such as: age, gender, educational
level, employment status and income.
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4.3.2 Pre-test
The pre-test is fundamental for checking the actual performance of the
questionnaire prepared under actual conditions (Churchill and Lacobucci, 2002). It is
to also know the reliability of the questionnaire for the final survey. The pre-test
sample should have at least 25 sampling units (Vanichbancha, 2003). Thus, the
researcher analyzed 30 questionnaires allocating 10 each to Big C (Ramkhamhaeng),
Tesco Lotus (Bangkapi) and Makro (Ladprao). Cronbach’s coefficient alpha was
used to test the reliability. If Cronbach’s alpha level is more than or equal to 0.6, the
variables selected for the study are reliable (Sekaran, 1992). The pre-test was
conducted within the period of March 20th to 27th, 2010. The results of the pre-test are
shown in the table 4.4.

Table 4.4 Reliability Analysis of Pre-test
Variables

Number of items

Number of Cases

Cronbach’s Alpha

3
3
3

30
30
30

0.653
0.669
0.758

3

30

0.671

3
3
3
3
3

30
30
30
30
30

0.867
0.860
0.736
0.710
0.865

4

30

0.669

Price Promotion
Mass Distribution
Self-service
Prominent Store
Display
Small Size
Excitement
Esteem
Word of Mouth
Social Norms
Impulse purchasing
behavior

4. 4 Collection of Data
There are two types of data, primary and secondary. Primary data is the data
which are gathered specifically for the research project at hand and secondary data
are previously collected data for some purpose other than the one at hand (Zikmund,
2003). Therefore, the secondary data for this study was collected from journals,
library database of Assumption University, company web-sources and thesis. To
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collect the primary data, the researcher instructed two other associates to distribute
more than ten each questionnaire in the selected hypermarkets. They felt the difficulty
of approaching the Thai customers at the exit because associates were non-Thais.
They could collect the filled questionnaires within the time period of 3 hours.

4.5 Statistical Treatment of Data
To analyze the data for the study, Statistical Package for Social Sciences (SPSS)
is used. A descriptive statistical model is used to describe the information about the
sample and the population (Zikmund, 2003).

Descriptive Analysis
Descriptive analysis is used to analyze demographic information of this study.
Transferring of collected raw data into frequency distribution, percentage distribution,
mode and mean in order to interpret the results can be called as descriptive analysis
(Zikmund, 2003).
Pearson’s Product Moment Correlation Coefficient
Within this study, Pearson’s product moment correlation coefficient (Pearson
correlation) will be used to test the 9 hypotheses. Pearson’s “product moment
correlation, ‘r’, is the most widely used statistic, (X and Y). It is an index used to
determine whether a linear or straight-line relationship exist between X and Y. It
indicates the degree to which the variation in one variable, X, is related to the
variation in another variable, Y. Because it was originally proposed by Karl Pearson,
it is known as the ‘Pearson correlation coefficient’. It is also referred to as a simple
correlation, bivariate correlation, or merely the correlation coefficient” (Malhotra,
2004, p.518).
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Where, r = The correlation coefficient between X and Y
xi = The individual’ score on the X variable
yi = The individual’ score on the Y variable
x = Sample mean of X
y = Sample mean of Y
Pearson’s product moment coefficient measures the strength of the linear
relationship and is not designed to measure nonlinear relationship. “Correlation
coefficients (r) range from +1.0 to -1.0. If the value of r is 1.0, there is a perfect
positive linear (straight-line) relationship. If the value of r is –1.0, there is a perfect
negative linear relationship, or a perfect inverse relationship. N correlation is
indicated if r = 0. A correlation coefficient indicates both the magnitude of the linear
relationship and the direction of the relationship” (Zikmund, 2003, p.551). Table 4.6
shows r-value, which measures the strength of association.
Table 4.5 Interpretation of Correlation Coefficient
Correlation (r)

Interpretation

1

Perfect positive linear relationship

0

No linear relationship

-1

Perfect negative linear relationship

.90 to .99

Very high positive correlation

.70 to .89

High positive correlation

.4 to .69

Medium positive correlation

0 to 0.39

Low positive correlation

0 to -0.39

Low negative correlation

-.4 to -.69

Medium negative correlation

-.70 to -.89

High negative correlation

-.90 to -.99

Very high negative correlation

Source: Hussey (1997), Business Research: A practical guide for undergraduate and
postgraduate students, p. 227
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4.6 Statistical Tools Used for Hypotheses Testing
The summary of null hypothesis and the methods used for statistical treatment
is presented in table 4.6.

Table 4.6 Statistics Used for Hypotheses Testing
No.

Hypothesis Description

Statistical
technique used

H1

There is no significant relationship between price promotion Pearson
and impulse purchasing behavior of hypermarket customers.

H2

There is no significant relationship between mass distribution Pearson
and impulse purchasing behavior of hypermarket customers.

H3

Correlation

There is no significant relationship between self service and Pearson
impulse purchasing behavior of hypermarket customers.

H4

Correlation

Correlation

There is no significant relationship between prominent store Pearson
display and impulse purchasing behavior of hypermarket Correlation
customers.

H5

There is no significant relationship between small size and Pearson
impulse purchasing behavior of hypermarket customers.

H6

There is no significant relationship between excitement and Pearson
impulse purchasing behavior of hypermarket customers.

H7

Correlation

There is no significant relationship between word of mouth Pearson
and impulse purchasing behavior of hypermarket customers.

H9

Correlation

There is no significant relationship between esteem and Pearson
impulse purchasing behavior of hypermarket customers.

H8

Correlation

Correlation

There is no significant relationship between social norms and Pearson
impulse purchasing behavior of hypermarket customers.

Correlation
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CHAPTER 5
PRESENTATION OF DATA AND CRITICAL DISCUSSION OF RESULTS
In this chapter, the researcher presents the research findings in order to answer
the research questions and research hypotheses. This chapter consists of three sections.
The first section represents the descriptive analysis of demographic factors and
variables. The second focuses on nine hypotheses testing. And the last section refers
to the summary of hypotheses test results.
The researcher distributed a total of 530 questionnaires to the selected
hypermarkets and 400 filled questionnaires were returned by the respondents.

5.1 Descriptive Analysis
In this part, the researcher used frequency and percentage to summarize the
demographic factors such as age, gender, education, job occupation, and monthly
income.

Table 5.1 The Frequency and Percentage of Age
Age
Frequency Percent
18 - 20
69
17.25
21 - 30
228
57
31 - 40
76
19
41 - 50
20
5
More than 50
7
1.75
Total
400
100
Table 5.1 shows that the highest percentage of respondents’ age was 57%
(228) ranging from 21 to 30, 19% (76) of respondents from 31 to 40, 17.25% (69) of
those aged 18 to 20, 5% (20) of respondents from 41 to 50, and 1.75% (7) of those
above 50, respectively.
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Table 5.2 The Frequency and Percentage of Gender
Gender
Frequency Percent
Male
140
35
Female
260
65
Total
400
100
Table 5.2 shows that the highest percentage of respondents’ gender was 65%
(260) of female, and 35% (140) of male, respectively.

Table 5.3 The Frequency and Percentage of Level of Education
Education
Frequency Percent
High school or below
109
27.25
Diploma
75
18.75
Bachelor Degree
164
41
Master Degree or above
52
13
Total
400
100
Table 5.3 shows that the percentage of respondents’ level of education was
41% (164) of Bachelor degree, 27.25% (109) of high school and below, 18.75% (75)
of diploma, and 13% (52) of Master degree and above, respectively.

Table 5.4 The Frequency and Percentage of Occupation
Job
Student
Government officer
Business employee
Housewife
Others
Total

Frequency Percent
198
49.5
45
11.25
84
21
44
11
29
7.25
400
100

Table 5.4 shows that the highest percentage of respondents’ occupation was
49.5% (198) student, 21% (84) of business employee, 11.25% (45) of government
officer, 11% (44) of housewife, and 7.25% (29) of others, respectively.
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Table 5.5 The Frequency and Percentage of Monthly Income
Income
Less than 10,000 THB
10,001 - 30,000 THB
30,001 - 50,000 THB
More than 50,000 THB
Total

Frequency Percent
217
54.25
141
35.25
26
6.5
16
4
400
100

Table 5.5 shows that the highest percentage of respondents’ monthly income
was 54.25% (217) of less than 10,000 Baht, 35.25% (141) of 10,001 to 30,000 Baht,
6.5% (26) of 30,001 to 50,000 Baht, and 4% (16) of more than 50,000 Baht,
respectively.
The researcher applied mean measurement for factors which are related to
impulse purchasing behavior in hypermarket for each question (price promotion,
mass distribution, self-service, prominent display, small size, excitement, esteem,
word of mouth, and social norms)
All the above factors are tested on 5-point scale ranking from strongly
disagree to strongly agree as follows:
5-point scale

Descriptive rating

1.00 – 1.80

Strongly disagree

1.81 – 2.60

Disagree

2.61 – 3.40

Neutral

3.41 – 4.20

Agree

4.21 – 5.00

Strongly agree
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Table 5.6 The Mean of Price Promotion
Question
If I see an interesting promotional offer (reduced price,
sales promotion and etc.) on in-store signs, I buy it.

Mean

S.D.

3.81

.921

3.89

.883

A coupon has led me to buy the product which I did not
plan before.

3.50

1.036

Price promotion

3.731

.732

A "buy-one-get-one-free" has led me to buy the product.

From Table 5.6, the results reveal that the highest mean score, 3.89 is obtained
for the statement “A "buy-one-get-one-free" has led me to buy the product”, while the
lowest mean score, 3.50 is for the statement on “A coupon has led me to buy the
product which I did not plan before”. However, the overall mean of price promotion
is 3.731 which means respondents rated price promotion within the agree level.
Table 5.7 The Mean of Mass distribution
Question
When I see assorted products throughout the store, I tend to
buy some of them.

Mean

S.D.

3.59

.833

Mass distribution of multiple products allows me buy items
in a single visit.

3.83

.873

Existence of varieties of products reminds me of what I
really need to buy.

3.95

.780

Mass distribution

3.787

.622

From Table 5.7, the results reveal that the highest mean score, 3.95 is obtained
for the statement "Existence of varieties of products reminds me of what I really need
to buy”, while the lowest mean score, 3.59 is for the statement on “When I see
assorted products throughout the store, I tend to buy some of them”. However, the
overall mean of mass distribution is 3.787 which means respondents rated mass
distribution within the agree level.
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Table 5.8 The Mean of Self-service
Question
Self-service allows me buy more items than planned.

Mean

S.D.

3.67

.923

I like to select the items that I buy on my own.

4.12

.839

Self-service permits me buy items spontaneously with
great freedom.

4.04

.863

Self-service

3.945

.689

From Table 5.8, the results reveal that the highest mean score, 4.12 is obtained
for the statement "I like to select the items that I buy on my own”, while the lowest
mean score, 3.67 is for the statement on “Self-service allows me buy more items than
planned”. However, the overall mean of self-service is 3.945 which means
respondents rated self-service within the agree level.

Table 5.9 The Mean of Prominent Display
Question
I tend to enter a store when I am attracted by an eyecatching window display

Mean

S.D.

3.79

.889

3.68

.840

I tend to depend on store displays when I make a decision
to purchase

3.59

.969

Prominent display

3.685

0.691

I get an idea of what I want to buy after looking through instore form/mannequin displays.

From Table 5.9, the results reveal that the highest mean score, 3.79 is obtained
for the statement “I tend to enter a store when I am attracted by an eye-catching
window display”, while the lowest mean score, 3.59 is for the statement on “I tend to
depend on store displays when I make a decision to purchase”. However, the overall
mean of prominent display is 3.685 which means respondents rated prominent display
within the agree level.
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Table 5.10 The Mean of Small Size
Question
I tend to buy spontaneously if the product is small in size.

Mean

S.D.

3.25

1.103

If the items are of light weight, I tend to buy.

3.27

1.104

The size of a product I buy is important to me.

3.57

1.079

Small size

3.361

0.917

From Table 5.10, the results reveal that the highest mean score, 3.57 is
obtained for the statement “The size of a product I buy is important to me”, while the
lowest mean score, 3.25 is for the statement on “I tend to depend on store displays
when I make a decision to purchase”. However, the overall mean of small size is
3.361 which means respondents rated small size within the neither agree nor disagree
level.

Table 5.11 The Mean of Excitement
Question
I feel a sense of excitement when I make an impulse
purchase

Mean

S.D.

3.49

.937

I love purchasing when I am in care free mood

3.66

.996

If I find something really nice it cheers me up.

4.07

.861

Excitement

3.742

0.722

From Table 5.11, the results reveal that the highest mean score, 4.07 is
obtained for the statement “If I find something really nice it cheers me up”, while the
lowest mean score, 3.49 is for the statement on “I feel a sense of excitement when I
make an impulse purchase”. However, the overall mean of excitement is 3.742 which
means respondents rated excitement within the agree level.

72

Table 5.12 The Mean of Esteem
Question
If I find something nice when shopping, I feel good

Mean

S.D.

3.74

.853

When I buy items spontaneously I feel a sense of
accomplishment.

3.54

.855

When I buy items, I feel a sense of achievement.

3.67

.908

Esteem

3.648

0.670

From Table 5.12, the results reveal that the highest mean score, 3.74 is
obtained for the statement “If I find something nice when shopping, I feel good”,
while the lowest mean score, 3.54 is for the statement on “When I buy items
spontaneously I feel a sense of accomplishment”. However, the overall mean of
esteem is 3.648 which means respondents rated esteem within the agree level.

Table 5.13 The Mean of Word of Mouth
Question
I rely on word of mouth/opinion leaders when purchasing a
new product.
Opinions of others
spontaneously.

encourages

me

buy

Mean

S.D.

3.51

.876

3.58

.878

3.47

1.038

3.520

0.750

products

I have heard about most of the products I buy from others.
Word of mouth

From Table 5.13, the result reveals that the highest mean score, 3.58 is
obtained for the statement “Opinions of others encourage me buy products
spontaneously”, while the lowest mean score, 3.47 is for the statement on “I have
heard about most of the products I buy from others”. However, the overall mean of
word of mouth is 3.520 which means respondents rated word of mouth within the
agree level.
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Table 5.14 The Mean of Social Norms
Question
I look for other's advice before I buy something new.

Mean

S.D.

3.47

.949

3.39

1.059

3.42

1.139

3.428

0.857

I tend to buy things according to the social norms.
I tend to buy things that are relevant to other's expectation
Social norms

From Table 5.14, the result reveals that the highest mean score, 3.47 is
obtained for the statement “I look for other's advice before I buy something new”,
while the lowest mean score, 3.39 is for the statement on “I tend to buy things
according to the social norms”. However, the overall mean of social norms is 3.428
which means respondents rated social norms within the agree level.

Table 5.15 The Mean of General Impulse Purchasing
Question
When I go shopping, I buy things that I had not intended to
purchase.

Mean

S.D.

3.31

1.046

I often buy things without thinking

3.29

1.158

I buy things according to how I feel at the moment.

3.65

1.054

3.64

1.137

3.473

0.858

I just wanted to buy things and didn't care what I bought.
General impulse purchasing

From Table 5.15, the result reveals that the highest mean score, 3.65 is
obtained for the statement “I buy things according to how I feel at the moment”,
while the lowest mean score, 3.29 is for the statement on “I often buy things without
thinking”. However, the overall mean of general impulse purchasing is 3.473 which
means respondents rated general impulse purchasing within the agree level.
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5.2 Hypotheses Testing
According to the reliability of data collecting instrument, the alpha test was
applied for this study at the sample of 400 respondents.
Table 5.16 Alpha Test
Variable
Price promotion
Mass distribution
Self service
Prominent display
Small size
Excitement
Exteem
Word of mouth
Social norms
General impulse purchasing

Cronbach's
Alpha
0.659
0.612
0.693
0.649
0.787
0.665
0.653
0.725
0.746
0.786

N of
Items
3
3
3
3
3
3
3
3
3
4

From the results of reliability tests shown in Table 5.16, the alpha score of all
variables are greater than 0.6, this outcome implies that the questionnaire used for this
study is reliable.
Hypothesis 1
H a : There is a significant relationship between price promotion and impulse
purchasing behavior of hypermarket customers.
H 0 : There is no significant relationship between price promotion and impulse
purchasing behavior of hypermarket customers.

Table 5.17 The Analysis of Relationship Between Price Promotion and Impulse
Purchasing Behavior by Using Pearson Correlation Coefficient
Impulse Purchasing
Behavior
Price
promotion

Pearson
Correlation
Sig. (2-tailed)

.264
.000
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The analysis using Pearson correlation in Table 5.17 indicates that the
significant level is equal .000 which is less than .05 (.000 < .05). It means that the
null hypothesis was rejected. Therefore, there is a relationship between price
promotion and impulse purchasing behavior at the .05 significant level.
Correlation coefficient is while .264 means that there is weak positive
relationship between price promotion and impulse purchasing behavior of
hypermarket customers in Bangkok.

Hypothesis 2
H a : There is a significant relationship between mass distribution and impulse
purchasing behavior of hypermarket customers.
H 0 : There is no significant relationship between mass distribution and impulse
purchasing behavior of hypermarket customers.

Table 5.18 The Analysis of Relationship Between Mass Distribution and Impulse
Purchasing Behavior by Using Pearson Correlation Coefficient
Impulse Purchasing
Behavior
Mass
distribution

Pearson
Correlation
Sig. (2-tailed)

.334
.000

The analysis using Pearson correlation in Table 5.18 indicates that the
significant level is equal .000 which is less than .05 (.000 < .05). It means that the
null hypothesis was rejected. Therefore, there is a relationship between mass
distribution and impulse purchasing behavior of hypermarket customers at the .05
significant level.
Correlation coefficient is while .334 means that there is weak positive
relationship between mass distribution and impulse purchasing behavior of
hypermarket customers in Bangkok.
76

Hypothesis 3
H a : There is a significant relationship between self service and impulse purchasing
behavior of hypermarket customers.
H 0 : There is no significant relationship between self service and impulse purchasing
behavior of hypermarket customers.

Table 5.19 The Analysis of Relationship Between Self-service and Impulse
Purchasing Behavior by Using Pearson Correlation Coefficient
Impulse Purchasing
Behavior
Self-service

Pearson
Correlation
Sig. (2-tailed)

.098
.051

The analysis using Pearson correlation in Table 5.19 indicates that the
significant level is equal .051 which is more than .05 (.051 > .05). It means that the
null hypothesis was failed to reject. Therefore, there is no significant relationship
between self-service and impulse purchasing behavior at the .05 significant levels.

Hypothesis 4
H a : There is a significant relationship between prominent store display and impulse
purchasing behavior of hypermarket customers.
H 0 : There is no significant relationship between prominent store display and
impulse purchasing behavior of hypermarket customers.

Table 5.20 The Analysis of Relationship Between Prominent Display and
Impulse Purchasing Behavior by Using Pearson Correlation Coefficient
Impulse Purchasing
Behavior
Prominent
display

Pearson
Correlation
Sig. (2-tailed)

.404
.000
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The analysis using Pearson correlation in Table 5.20 indicates that the
significant level is equal .000 which is less than .05 (.000 < .05). It means that the
null hypothesis was rejected. Therefore, there is a relationship between prominent
display and impulse purchasing behavior at the .05 significant level.
Correlation coefficient is while .404 means that there is moderate positive
relationship between prominent display and impulse purchasing behavior of
hypermarket customers in Bangkok.

Hypothesis 5
H a : There is a significant relationship between small size and impulse purchasing
behavior of hypermarket customers.
H 0 : There is no significant relationship between small size and impulse purchasing
behavior of hypermarket customers.

Table 5.21 The Analysis of Relationship Between Small size and Impulse
Purchasing Behavior by Using Pearson Correlation Coefficient
Impulse Purchasing
Behavior
Small size

Pearson
Correlation
Sig. (2-tailed)

.466
.000

The analysis using Pearson correlation in Table 5.21 indicates that the
significant level is equal .000 which is less than .05 (.000 < .05). It means that the
null hypothesis was rejected. Therefore, there is a relationship between small size and
impulse purchasing behavior of hypermarket customers at the .05 significant level.
Correlation coefficient is while .466 means that there is moderate positive
relationship between small size and impulse purchasing behavior of hypermarket
customers in Bangkok.
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Hypothesis 6
H a : There is a significant relationship between excitement and impulse purchasing
behavior of hypermarket customers.
H 0 : There is no significant relationship between excitement and impulse purchasing
behavior of hypermarket customers.

Table 5.22 The Analysis of Relationship Between Excitement and Impulse
Purchasing Behavior by Using Pearson Correlation Coefficient
Impulse Purchasing
Behavior
Excitement

Pearson
Correlation
Sig. (2-tailed)

.397
.000

The analysis using Pearson correlation in Table 5.22 indicates that the
significant level is equal .000 which is less than .05 (.000 < .05). It means that the
null hypothesis was rejected. Therefore, there is a relationship between excitement
and impulse purchasing of hypermarket customers at the .05 significant level.
Correlation coefficient is while .397 means that there is weak positive
relationship excitement and impulse purchasing behavior of hypermarket customers
in Bangkok.

Hypothesis 7
H a : There is a significant relationship between esteem and impulse purchasing
behavior of hypermarket customers.
H 0 : There is no significant relationship between esteem and impulse purchasing
behavior of hypermarket customers.
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Table 5.23 The Analysis of Relationship Between Esteem and Impulse
Purchasing Behavior by Using Pearson Correlation Coefficient
Impulse Purchasing
Behavior
Esteem

Pearson
Correlation
Sig. (2-tailed)

.383
.000

The analysis using Pearson correlation in Table 5.23 indicates that the
significant level is equal .000 which is less than .05 (.000 < .05). It means that the
null hypothesis was rejected. Therefore, there is a relationship between esteem and
impulse purchasing of hypermarket customers at the .05 significant levels.
Correlation coefficient is while .383 means that there is weak positive
relationship between esteem display and impulse purchasing behavior of hypermarket
customers in Bangkok.

Hypothesis 8
H a : There is a significant relationship between word of mouth and impulse
purchasing behavior of hyper market customers.
H 0 : There is no significant relationship between word of mouth and impulse
purchasing behavior of hypermarket customers.

Table 5.24 The Analysis of Relationship Between Word of Mouth and Impulse
Purchasing Behavior by Using Pearson Correlation Coefficient
Impulse Purchasing
Behavior
Word of mouth Pearson
Correlation
Sig. (2-tailed)

.516
.000

The analysis using Pearson correlation in Table 5.24 indicates that the
significant level is equal .000 which is less than .05 (.000 < .05). It means that the
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null hypothesis was rejected. Therefore, there is a relationship between word of
mouth and impulse purchasing behavior of hypermarket customers at the .05
significant level.
Correlation coefficient is while .516 means that there is moderate positive
relationship between word of mouth and impulse purchasing of hypermarket
customers in Bangkok.

Hypothesis 9
H a : There is a significant relationship between social norms and impulse purchasing
behavior of hypermarket customers.
H 0 : There is no significant relationship between social norms and impulse
purchasing behavior of hypermarket customers.

Table 5.25 The Analysis of Relationship Between Social Norms and Impulse
Purchasing Behavior by Using Pearson Correlation Coefficient
Impulse Purchasing
Behavior
Social norms

Pearson
Correlation
Sig. (2-tailed)

.590
.000

The analysis using Pearson correlation in Table 5.25 indicates that the
significant level is equal .000 which is less than .05 (.000 < .05). It means that the
null hypothesis was rejected. Therefore, there is a relationship between social norms
and impulse purchasing of hypermarket customers at the .05 significant level.
Correlation coefficient is while .590 means that there is moderate positive
relationship between social norms and impulse purchasing of hypermarket customers
in Bangkok.
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5.3 The summary of results from Hypotheses Testing
The results of hypotheses tests by Pearson Correlation Coefficient is
summarized in Table 5.26.

Table 5.26 The Summary of Results from Hypotheses Testing

Hypothesis
1
2
3
4
5
6
7
8
9

Statement
Price promotion and general impulse purchasing
Mass distribution and general impulse purchasing
Self-service and general impulse purchasing
Prominent display and general impulse purchasing
Small size and general impulse purchasing
Excitement and general impulse purchasing
Esteem and general impulse purchasing
Word of mouth and general impulse purchasing
Soci0al norms and general impulse purchasing

pvalue
0.000
0.000
0.051
0.000
0.000
0.000
0.000
0.000
0.000

rvalue
0.264
0.334
0.098
0.404
0.466
0.397
0.383
0.516
0.590

Relationship
Weak
Weak
No associate
Moderate
Moderate
Weak
Weak
Moderate
Moderate

In conclusion, eight out of nine hypotheses are supported. Hypotheses 1, 2, 4,
5, 6, 7, 8, and 9 are supported by significant levels of 0.000, respectively, while
hypothesis 3 was failed to reject null hypotheses. The relationship between variables
of hypotheses 1, 2, 6, and 7 are weak (r-value = 0.264, 0.334, 0.397, and 0.383,
respectively). While hypothesis 4, 5, 8, and 9 has moderate relationship (r-value =
0.404, 0.466, 0.516, and 0.590, respectively).
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CHAPTER 6
SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS

This chapter presents the summary, conclusions and recommendations of the
research. The first section in this chapter contains the summary of the findings based
on the statement of the problem and hypotheses. The next section discusses
implications of the research. And the last section of the chapter provides conclusions
and recommendations. The chapter ends with the final section, which offers
suggestions for future research.

6.1 Summary of the Findings
The objectives of this research is to study the relationship between marketing
stimuli such as: price promotion, mass distribution, self service, prominent store
display, small size and impulse purchasing behavior of hypermarket customers. In
addition, the study examines the relationship between customer characteristics such
as: excitement and esteem and the relationship between customer’s product
knowledge from word of mouth and social norms. Descriptive statistics is used to
analyze the data of the research. In order to test the correlation coefficient, product
moment correlation is used.

6.2 Summary of Respondent’s Personal Profile
The study shows that the 57% (228) of the respondents were between the ages
of 21 to 30, which represent the majority among the respondents. And the second
largest majority among respondents was 19% (76 respondents) aged between 31 to 40.
The age group of 18 to 20 years formed the third largest group of respondents
amounting to 17.25% that is to say the respondents were 69 in number. The
remaining respondents were 5% of 41 to 50 and 1.75% of respondents who were aged
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more than 50. However, the percentage of the female respondents was higher
accounting for 65% that is 260 of the total respondents while male respondents were
only 35% that is 140 respondents of the total. The majority of the respondents had the
educational qualification of Bachelor Degree that is to say, 41% (164) of the
respondents belonged to this category of education and the majority of the
respondents were students. Their percentage is 49.5 which is 198 respondents in
number. The majority of the respondents had the income level of less than 10,000
Baht. They accounted for 54.25% that is 217 respondents of the total respondents.

6.3 Summary of Hypotheses Testing
Pearson’s Correlation analysis was used in this research to test the hypotheses.
After having analyzed hypotheses, eight out of nine null hypotheses were rejected.
Hypothesis 1: There is a significant relationship between price promotion and
impulse purchasing behavior of hypermarket customers. From the correlation at 0.264
(Table 5.17), the result implied that the relationship between price promotion and
impulse purchasing behavior of hypermarket customers has a weak positive
relationship (Table 4.5).
Hypothesis 2: There is a significant relationship between mass distribution and
impulse purchasing behavior of hypermarket customers. From the correlation at
0.334 (Table 5.18), the result implied that the relationship between mass distribution
and impulse purchasing behavior of hypermarket customers has a weak positive
relationship (Table 4.5).
Hypothesis 3: There is a (no) significant relationship between self service and
impulse purchasing behavior of hypermarket customers. From the correlation at 0.098
(Table 5.19), the result implied that the relationship between self service and impulse
purchasing behavior of hypermarket customers has no significant positive
relationship (Table 4.5).
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Hypothesis 4: There is a significant relationship between prominent store display and
impulse purchasing behavior of hypermarket customers. From the correlation at 0.404
(Table 5.20), the result implied that the relationship between prominent store display
and impulse purchasing behavior of hypermarket customers has a moderate positive
relationship (Table 4.5).
Hypothesis 5: There is a significant relationship between small size and impulse
purchasing behavior of hypermarket customers. From the correlation at 0.466 (Table
5.21), the result implied that the relationship between small size and impulse
purchasing behavior of hypermarket customers has a moderate positive relationship
(Table 4.5).
Hypothesis 6: There is a significant relationship between excitement and impulse
purchasing behavior of hypermarket customers. From the correlation at 0.397 (Table
5.22), the result implied that the relationship between excitement and impulse
purchasing behavior of hypermarket customers has a weak positive relationship
(Table 4.5).
Hypothesis 7: There is a significant relationship between esteem and impulse
purchasing behavior of hypermarket customers. From the correlation at 0.383 (Table
5.23), the result implied that the relationship between esteem and impulse purchasing
behavior of hypermarket customers has a weak positive relationship (Table 4.5).
Hypothesis 8: There is a significant relationship between word of mouth and impulse
purchasing behavior of hypermarket customers From the correlation at 0.516 (Table
5.24), the result implied that the relationship between word of mouth and impulse
purchasing behavior of hypermarket customers has a moderate positive relationship
(Table 4.5).
Hypothesis 9: There is a significant relationship between social norms and impulse
purchasing behavior of hypermarket customers. From the correlation at 0.590 (Table
5.25), the result implied that the relationship between social norms and impulse
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purchasing behavior of hypermarket customers has a moderate positive relationship
(Table 4.5).

6.4 Conclusion and Implications
Eight out of nine variables show low or medium positive relation with impulse
purchasing behavior of hypermarket customers in Bangkok. The results of the
hypothesis test show the following conclusions:
From the hypotheses 1, the study identified that price promotion has a
significant positive relationship with impulse purchasing behavior of hypermarket
costumers in Bangkok, which means the null hypothesis is rejected. This implied that
in-store stimuli such as price promotion, sampling, coupons (Abrat and Goodey,
1990), signs and some of the promotional technique are considered to be impulse
triggers (Kollat and Ronald, 1969). In a global survey conducted by The Nielsen
Company, an overwhelming 88 percent of Thai customers vote Good Value for
Money as the most important consideration when choosing a hypermarket, exceeding
the global average (Khooha, 2008). Nielsen also finds 85 percent of Thai customers
consider “good value” as a top consideration when choosing a grocery store –
outperforming other considerations like product range, location/convenience and
environmental friendliness, etc (Khooha, 2008).
From the hypotheses 2, the study identified that mass distribution has a
significant positive relationship with impulse purchasing behavior of hypermarket
costumers in Bangkok, which means the null hypothesis is rejected. It implied that
shoppers use product assortments and other in-store stimuli to remind them of their
shopping needs; that is, shoppers make some purchase decision in the store rather
than relying solely on a shopping list (Kollat and Willett, 1969). Variety is more
important to customers; therefore, they are more likely to go to a store that offers
more of a variety. When particular desires are not well formed, a perception of
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variety matters even more because of a desire to become more educated about what is
available while maintaining a degree of flexibility. A perception of variety also
matters when there is a motive or need for variety (Hoch, et.al., 1999).
From the hypotheses 3, the study identified that self-service has no significant
positive relationship with impulse purchasing behavior of hypermarket costumers in
Bangkok, which means the null hypothesis is not rejected. This might be because,
with increased experience in shopping in hypermarkets, Thai people, especially in
Bangkok, have got used to selecting products by themselves without the intervention
of store personnel.
From the hypotheses 4, the study identified that prominent store display has a
significant positive relationship with impulse purchasing behavior of hypermarket
costumers in Bangkok, which means the null hypothesis is rejected. It implied that
displays of all kinds of items are more appealing to the customers and their emotions.
Displays are very important when it comes to the hypermarkets, because the customer
can see the product, touch the product and know the product in order to make a
purchasing decision. Thus, in self-service selling situations, display is an important
marketing instrument (Bultez and Naert, 1998).
From the hypotheses 5, the study identified that small size has a significant
positive relationship with impulse purchasing behavior of hypermarket costumers in
Bangkok, which means the null hypothesis is rejected. It implied that the size or the
light weight influences the impulse purchasing behavior of the customers. If the item
is heavier, the customer may not intend to buy impulsively. On the other hand, if the
product is light weight and small in size, impulse purchasing behavior will be more
prone to occur (Stern, 1962).
From the hypotheses 6 and 7, the study identified that excitement and esteem
have a significant positive relationship with impulse purchasing behavior of
hypermarket costumers in Bangkok, which means the null hypotheses are rejected. It
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implied that customer’s excitement and esteem work as antecedents to impulse
buying intention and behavior. Shopping experiences might lead to satisfying hedonic
desires and an upliftment of feelings and fun. These feelings of upliftment and fun in
shopping experience can increase the excitement and esteem of customers motivating
impulse buying intention. Rook and Fisher (1995) found that customers tried to
suppress their feeling of impulse tendencies because they wanted to be perceived as
mature, rational and not just moved by impulse tendencies. Conversely, Housman
(2000) found that customers made impulse purchases to satisfy their esteem and selfactualization needs.
From the hypotheses 8 and 9, the study identified that word of mouth and
social norms have significant positive relationship with impulse purchasing behavior
of hypermarket customers in Bangkok, which means the null hypotheses are rejected.
It implied that Product knowledge gained by customers by means of word of mouth
and social influences also cause impulse buying intention. Existence of
‘communicating members of a social system’ fosters the purchasing decision of other
customers. The dynamism of word-of-mouth has an influencing power on customers’
purchase intentions. At the same time social norms also has a relationship with
impulse purchasing behavior. The Nielsen study showed that Asian shoppers are also
most likely to listen to word-of-mouth and friends who tell them where to get the best
value (Khooha, 2008). Ajzen and Fishbein (1980) refer to social norms as customers’
relevant others’ preference which influences their purchase intentions. Therefore,
customers try to comply with relevant others’ expectations or what others think when
making purchases (Harmancioglu, et al., 2009).
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6.5 Recommendations
The study revealed there are significant positive relationship between
marketing stimuli (price promotion, mass distribution, prominent store display and
small size), customer characteristics (excitement, esteem), product awareness (word
of mouth, social norms) and impulse purchasing behavior of hypermarket customers
in Bangkok. However, one of the marketing stimulus, self – service, stands out to be
not having significant positive relationship with impulse purchasing behavior of
hypermarket costumers in Bangkok.
According to the findings, price promotion has a positive relation with
impulse purchasing behavior of hypermarket costumers in Bangkok. Findings show
that the price promotions stimulate the costumers to impulsively purchase the product.
When the customers are in hypermarkets, they tend to pay attention to the price
promotional schemes of any product and purchase them. The customers want to make
use of that rare chance at once and get the products to themselves. Therefore, the
marketers can offer more promotional scheme to attract the costumers in each product
category in the hypermarket. Marketers should make the costumers aware about the
price promotions prior to their visit to hypermarkets through any proper means. Signs,
pole cards and the like might be used to provide information as well as to attract
attention. And also, marketers can call the attention of hypermarket customers to the
price promotion through the working staff in the hypermarket. Or there can be a
special area only for price promotion within the hypermarket itself. Customers can
make a pre-plan on what kinds of products they would purchase when they are
surrounded by price promotion products.
According to the findings, mass distribution has a positive relation with
impulse purchasing behavior of hypermarket costumers in Bangkok. Findings show
that the costumers value variety of products under one roof and they like to make a
quick purchase on what they want when there is an enormous range of products
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available in front of them. The costumers substitute the massively distributed
products as their shopping list. Therefore, marketers can locate the hypermarkets in
the very busy area of the city. It will attract many busy costumers to impulsively
purchase when they see the large volumes of products in front of them serving as
their shopping list.
According to the findings, prominent store display has a positive relation with
impulse purchasing behavior of hypermarket costumers in Bangkok. Findings show
that display of items in the hypermarkets shall stimulate the impulsive buying
behavior of costumers. Therefore, the marketers have to increase the ways and means
to display their product in an attractive manner to capture the mindset of the
customers as they enter to the hypermarkets. Display can be improved by arranging
proper lightings and creating a musical atmosphere when a customer approaches to
the product in order to attract the customers to the products. It can help the customers
to see the product at glance and making purchasing decision.
According to the findings, small size has a positive relation with impulse
purchasing behavior of hypermarket costumers in Bangkok. Findings show that the
customers believed that the small size factor has a relationship in stimulating their
impulse purchasing behavior. Therefore, the marketers have to promote more of light
weight product in hypermarkets in order to increase their sales by creating impulsivity
among costumers. Marketers have to think most modern technologies to adapt to their
production realm to make products a light weight and small in size. This will in turn
shoot up the impulsive purchasing behavior of customers.
According to the findings, excitement has a positive relation with impulse
purchasing behavior of hypermarket costumers in Bangkok. The atmosphere of the
shopping environment can influence customer emotions and their perceptions in
relation to the overall quality of the store in terms of the uniqueness of the product, and
service levels (Baker et al.,1994) the purchase price (Areni and Kim, 1993) and
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purchase volume (Milliman, 1982). For instance, the use of carefully selected music
creates an immediate distinction for a store by establishing the right mood. Music can
motivate the subconscious and create a first and lasting impression. Similarly, it is a
well known fact that colors tend to evoke emotions, reactions or moods in people,
marketers can therefore make use of brighter colors in their stores because sun colors
such as red, yellow and orange are said to increase excitement and create a sense of
fun (Schiffman and Kanuk, 2007).
According to the findings, esteem has a positive relation with impulse
purchasing behavior of hypermarket customers in Bangkok. Findings show that
purchases of items increased the esteem of the costumers and therefore they
purchased them impulsively. Hence, the marketers have to call for attention to
provide a wide assortment of goods in hypermarkets which will increase the esteem
of the customers while they are in hunt for an item proper to meet their needs.
Marketers also have to find out what items create esteem among customers.
According to the findings, word of mouth has a positive relation with impulse
purchasing behavior of hypermarket costumers in Bangkok. Finding show that word
of mouth could make the customers to impulsively purchase an item. Therefore,
marketers have to work towards creating authentic opinion leaders speaking about
their product from customers to customers. It will happen only when the customers
are satisfied with the product they purchased. Creating customer satisfaction is a key
point in letting the word of mouth happens by itself.
According to the findings, social norms have a positive relation with impulse
purchasing behavior of hypermarket costumers in Bangkok. Findings show that
relevant other’s opinion has made the customers to impulsively purchase. Studies
show that a customer would think about what others think about them if they
purchased certain items. To keep up the norms of society, the customers ended up in
purchasing items. Therefore, marketers have to make effort to bring into the notice of
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customers about what others think about when they buy certain items or marketers
should classify items according to the social standard of people. This needs more
effort and study about the prevailing social norms of the society concerning different
products.

6.6 Further Research
This research limits the scope of the study to hypermarket customers in
Bangkok only. The data are collected from the target population at previously
selected hypermarkets – Big C, Carrefour, Tesco Lotus and Makro - in and around
Bangkok. Further studies can be done on finding out what particular category of items
make customers to impulsively purchase.
This research studied only nine factors that are relating to impulse purchase
behavior of hypermarket customers in Bangkok. Hence, future studies should identify
other variables which can be more related to impulse purchasing behavior of
hypermarket customers in Bangkok. It would be beneficial to have researched why
self-service could not relate to impulsive purchasing behavior of hypermarket
costumers in Bangkok while there is a boom in hypermarkets in Bangkok. The study
is conducted only in hypermarkets in Bangkok. It would be interesting to see if
similar results are obtained in other provinces in Thailand.
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Questionnaire

This questionnaire is a part of MBA Thesis programme at Assumption
University, Bangkok. The topic for thesis is “Impulse Purchasing Behavior of
Hypermarket Customers in Bangkok”.Kindly fill out the questionnaires in the
following pages. Your responses shall be kept confidential and be used only for
analyzing to find out results in this study.Thank you very much for your time and
consideration.
Screening Questions
Kindly answer the following before continuing to answer further questions.
1. Are you above 18 years old?

Yes

No (Stop the interview)

2. Have you finished your purchase from BigC/Carrefour/Tesco Lotus/Makro?
Yes

No (Stop the interview)

Indicate the level of your agreement as with each of the statements below;
1 Strongly Disagree
4 Agree

5

2

Disagree

3

Neutral

Strongly agree

Prominent
display

Self
service

Mass
distribution

Price
Promotion

Part one : Factors
1 2 3 4 5
1. If I see an interesting promotional offer (reduced price, sales promotion and etc.) 1 2 3 4 5
on in-store signs, I buy it.
2. A “buy-one-get-one-free” has led me to buy the product.
1 2 3 4 5
3. A coupon has led me to buy the product which I did not plan before.

1 2 3 4 5

4. When I see assorted products throughout the store, I tend to buy some of them.

1 2 3 4 5

5. Mass distribution of multiple products allows me buy items in a single visit.
6. Existence of varieties of products reminds me of what I really need to buy.

1 2 3 4 5
1 2 3 4 5

7. Self-service allows me buy more items than planned.

1 2 3 4 5

8. I like to select the items that I buy on my own.
9. Self-service permits me buy items spontaneously with great freedom.
10. I tend to enter a store when I am attracted by an eye-catching window display

1 2 3 4 5
1 2 3 4 5
1 2 3 4 5

11. I get an idea of what I want to buy after looking through in-store
form/mannequin displays.
12. I tend to depend on store displays when I make a decision to purchase

1 2 3 4 5
1 2 3 4 5
100

small size

13. I tend to buy spontaneously if the product is small in size.

1 2 3 4 5

14. If the items are of light weight, I tend to buy.

1 2 3 4 5

15. The size of a product I buy is important to me.

1 2 3 4 5

Esteem

Excitement

Part two: Characteristics
16. I feel a sense of excitement when I make an impulse purchase
17. I love purchasing when I am in care free mood

1 2 3 4 5
1 2 3 4 5

18. If I find something really nice it cheers me up.

1 2 3 4 5

19. If I find something nice when shopping, I feel good

1 2 3 4 5

20. When I buy items spontaneously I feel a sense of accomplishment.

1 2 3 4 5

21. When I buy items, I feel a sense of achievement.

1 2 3 4 5

Part three: Product knowledge

1 2 3 4 5

1 2 3 4 5

23. Opinions of others encourages me buy products spontaneously.

1 2 3 4 5

24. I have heard about most of the products I buy from others.
25. I look for other’s advice before I buy something new.

1 2 3 4 5
1 2 3 4 5

26. I tend to buy things according to the social norms.
27. I tend to buy things that are relevant to other’s expectation
Part four : Impulse purchasing behavior

1 2 3 4 5
1 2 3 4 5
1 2 3 4 5

General
impulse
purchasing

Social
Norms

Word of
Mouth

22. I rely on word of mouth/opinion leaders when purchasing a new product.

28. When I go shopping, I buy things that I had not intended to purchase.

1 2 3 4 5

29. I often buy things without thinking
30. I buy things according to how I feel at the moment.

1 2 3 4 5
1 2 3 4 5

31. I just wanted to buy things and didn’t care what I bought.

1 2 3 4 5
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Part Five
Demographic Data
32. Age
18 - 20

21-30

33. Gender
Male

31-40

41-50

More than 50

Female

34. Level of Education
High School or below
Bachelor Degree

Diploma
Master Degree or Above

35. Employment status
Student
Business Employee

Government Officer
Housewife

Other (please identify) _________
36. Income/Month
Less than 10,000 THB

10,000 – 30,000 THB

30,000 – 50,000 THB

more than 50,000 THB

Thank you so much for your valuable time.
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Questionnaire
แบบสอบถามฉบับนี้เป็ นส่ วนหนึ่งของวิทยานิพนธ์เรื่ อง “แรงกระตุน้ พฤติกรรมการซื้ อสิ นค้าในไฮเปอร์มาร์เก็ตใน
กรุ งเทพ” โดย Fr. Bipin C.J. นักศึกษาปริ ญญาโท มหาวิทยาลัยอัสสัมชัญ เพื่อใช้ศึกษาเรื่ อง คําตอบทุกข้อจะถูกใช้เพื่อการ
วิจยั เท่านั้น โดยข้อมูลส่ วนตัวและคําตอบของคุณจะถูกรักษาไว้เป็ นความลับ
คําถามคัดกรอง
1. คุณมีอายุ 18 หรื อมากกว่า 18
ใช่
ไม่ใช่
2. คุณเคยซื้ อสิ นค้าจากบิ้กซี คาร์ฟรู ์ เทสโก โลตัส หรื อแม็คโคร สาขากรุ งเทพภายในช่วงสามเดือนนี้หรื อไม่?
ใช่
ไม่ใช่
ด้ านปัจจัยต่ างๆทีม่ ีผลต่ อการซื้อสิ นค้า
กรุ ณาเลือกข้อมูลที่สะท้อนความคิดเห็นของคุณดังต่อไปนี้: ไม่เห็นด้วยอย่างยิ่ง (1), ไม่เห็นด้วย (2), เฉยๆ (3), เห็นด้วย (4),
เห็นด้วยอย่างยิง่ (5)

สิ นค้ามี
ขนาดเล็ก

ชั้นวางสิ นค้า

การบริ การ
ตนเอง

ด้านความหลากหลาย
ของสิ นต้า

ส่ งเสริ มการขาย
ด้านราคา

ส่ วนที่ 1: ด้านปั จจัยต่างๆที่มีผลต่อการซื้ อสิ นค้า
1. ถ้าฉันเห็นรายการส่ งเสริ มการขายที่น่าสนใจ เช่น ลดราคาสิ นค้า ฉันจะซื้ อสิ นค้า

1 2 3 4 5

2. โปรโมชัน่ “ซื้ อ 1 แถม 1” จะทําให้ฉนั ซื้ อสิ นค้านั้นๆ

1 2 3 4 5

3. คูปองส่ วนลดนั้นจะทําให้ฉนั ซื้ อสิ นค้าที่ฉนั ไม่ได้วางแผนที่จะซื้อมาก่อน

1 2 3 4 5

4. เมื่อฉันเห็นสิ นค้าในร้านถูกจําแนกเป็ นหมวดหมู่ ฉันมีแนวโน้มจะซื้ อสิ นค้าในร้านนั้น

1 2 3 4 5

5. ฉันอยากซื้ อสิ นค้าในร้านที่จาํ หน่ ายสิ นค้าหลายชนิด

1 2 3 4 5

6. ความหลากหลายของสิ นค้าทําให้ฉนั นึกถึงสิ นค้าที่ตอ้ งการจะซื้ อ

1 2 3 4 5

7. การบริ การตนเองทําให้ฉนั สามารถซื้ อสิ นค้าได้จาํ นวนมากขึ้น

1 2 3 4 5

8. ฉันชอบที่จะเลือกสิ นค้าด้วยตนเองมากกว่า
9. การบริ การตนเองทําให้ฉนั มีทางเลือก และอิสระในการเลือกซื้ อสิ นค้ามากขึ้น
10.ฉันจะเข้าร้านค้าก็ต่อเมื่อร้านนั้นมีการวางโชว์สินค้าที่น่าดึงดูดใจ

1 2 3 4 5
1 2 3 4 5
1 2 3 4 5

11. ฉันเกิดความคิดที่อยากจะซื้ อสิ นค้า เมื่อมองเข้าไปในร้านมีช้ นั วางสิ นค้าตัวอย่าง หรื อหุ่นโชว์สินค้า
12. เมื่อฉันจะตัดสิ นใจซื้ อสิ นค้า ฉันจะดูที่ช้ นั วางสิ นค้าเป็ นหลัก
13.ฉันจะซื้ อสิ นค้าทันทีถา้ มีขนาดเล็ก
14.ฉันจะซื้ อสิ นค้าที่มีน้ าํ หนักเบา

1
1
1
1

15.ขนาดของสิ นค้ามีผลต่อการตัดสิ นใจซื้ อสิ นค้ามาก
วนที่ 2: ลักษณะนิสัย
16. ฉันรู้สึกตื่นเต้น เมื่อฉันถูกกระตุน้ ให้เกิดความอยากซื้ อสิ นค้า
17.ฉันชอบซื้ อสิ นค้าเมื่อฉันอารมณ์ดี
18.ถ้าฉันพบสิ่ งที่ดีๆ จะทําให้ฉนั รู้สึกดี

3
3
3
3

4
4
4
4

5
5
5
5

1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5

ความน่าตื่น
ตาตื่นใจ
ความพอใจ

2
2
2
2

19. ระหว่างการซื้ อสิ นค้า ถ้าฉันเจอสิ่ งที่ดี จะรู้สึกดีมาก
20.เมื่อฉันซื้ อสิ นค้าทันทีทนั ใดแล้ว ฉันจะรู้ว่าเป็ นความสําเร็ จ
21.เมื่อฉันซื้ อแล้วฉันจะรู้สึกว่าฉับประสบความสําเร็ จ

1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
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บรรทัดฐาน
สังคม

ข้อมูลปาก
ต่อปาก

ส่ วนที่ 3: ข้อมูลของสิ นค้า
22. เมื่อฉันจะซื้ อสิ นค้าใหม่ ฉันจะหาข้อมูลสิ นค้าจากที่เล่ากันปากต่อปากมา

1 2 3 4 5

23. ความเห็นของคนอื่นชี้นาํ ให้ฉนั ซื้ อสิ นค้า

1 2 3 4 5

24.สิ นค้าที่ฉนั ซื้ อเกือบทั้งหมดล้วนได้ขอ้ มูลและคําแนะนํามาจากผูอ้ ื่น
25. เมื่อฉันจะซื้ อสิ นค้า ฉันมักจะขอความเห็น คําแนะนําจากผูอ้ ื่นอยู่เสมอ
26. ฉันจะซื้ อสิ่ งของตามค่านิยมทางสังคมเสมอ
27. ฉันจะซื้ อสิ่ งของที่สอดคล้องกับความคาดหมายของผูอ้ ื่น

1
1
1
1

2
2
2
2

3
3
3
3

4
4
4
4

5
5
5
5

แรงกระตุน้ ในการ
ซื้ อสิ นค้า

ส่ วนที่ 4: แรงกระตุน้ ที่ทาํ ให้ซ้ื อสิ นค้า
28. เมื่อฉันไปซื้ อสิ นค้า ฉันมักจะซื้ อสิ นค้าที่ไม่ได้ต้ งั ใจจะซื้ อ

1 2 3 4 5

29. ฉันซื้ อของโดยปราศจากการวางแผน
30. อารมณ์ของฉันในช่วงเวลานั้น มีผลต่อการซื้ อของ

1 2 3 4 5
1 2 3 4 5

31. ฉันเพียงแค่ซ้ื อของที่ฉนั อยากซื้ อ

1 2 3 4 5

ส่ วนที่ 5 ข้ อมูลทัว่ ไป
32. อายุ

18 - 20

33. เพศ

ชาย

21-30

41-50

มัธยมปลาย
ปริ ญญาตรี

ปวช / ปวศ
ปริ ญญาโท หรื อสูงกว่า

นักเรี ยน
พนักงานบริ ษทั
อื่นๆ โปรดระบุ _________

ข้าราชการ / พนักงานรัฐวิสาหกิจ
แม่บา้ น

น้อยกว่า 10,000 บาท

10,000 – 30,000 บาท
มากกว่า 50,000 บาท

35. อาชีพ

30,000 – 50,000 บาท

มากกว่า 50

หญิง

34. การศึกษา

36. รายได้

31-40
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APPENDIX C
Reliability of Questionnaire
(Pretest)
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Reliability Test Results for Variables

1. Variables = P1 P2 P3
Case Processing Summary
N
Cases

Valid
Excluded(a)
Total

%
30
0
30

100.0
.0
100.0

Reliability Statistics
Cronbach's
Alpha
.653

N of
Items
3

2. Variables = M1 M2 M3
Case Processing Summary
N
Cases

Valid
Excluded(a)
Total

%
30
0
30

100.0
.0
100.0

Reliability Statistics
Cronbach's
Alpha
.669

N of
Items
3
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3. Variables = S1 S2 S3
Case Processing Summary
N
Cases

Valid
Excluded(a)
Total

%
30
0
30

100.0
.0
100.0

Reliability Statistics
Cronbach's
Alpha
.758

N of
Items
3

4. Variables = D1 D2 D3
Case Processing Summary
N
Cases

Valid
Excluded(a)
Total

%
30
0
30

100.0
.0
100.0

Reliability Statistics
Cronbach's
Alpha
.671

N of
Items
3

5. Variables = L1 L2 L3
Case Processing Summary
N
Cases

Valid
Excluded(a)
Total

%
30
0
30

100.0
.0
100.0

Reliability Statistics
Cronbach's
Alpha
0.867

N of
Items
3
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6. Variables = X1 X2 X3
Case Processing Summary
N
Cases

Valid
Excluded(a)
Total

%
30
0
30

100.0
.0
100.0

Reliability Statistics
Cronbach's
Alpha
0.860

N of
Items
3

7. Variables = E1 E2 E3
Case Processing Summary
N
Cases

Valid
Excluded(a)
Total

%
30
0
30

100.0
.0
100.0

Reliability Statistics
Cronbach's
Alpha
0.736

N of
Items
3

8. Variables = W1 W2 W3
Case Processing Summary
N
Cases

Valid
Excluded(a)
Total

%
30
0
30

100.0
.0
100.0

Reliability Statistics
Cronbach's
Alpha
0.710

N of
Items
3

109

9. Variables = N1 N2 N3
Case Processing Summary
N
Cases

Valid
Excluded(a)
Total

%
30
0
30

100.0
.0
100.0

Reliability Statistics
Cronbach's
Alpha
0.865

N of
Items
3

10. Variables = I1 I2 I3 I4
Case Processing Summary
N
Cases

Valid
Excluded(a)
Total

%
30
0
30

100.0
.0
100.0

Reliability Statistics
Cronbach's
Alpha
N of Items
0.669
4

11. Demographic Variables =AGE GEN EDU JOB INC
Case Processing Summary
N
Cases

Valid
Excluded(a)
Total
Reliability Statistics
Cronbach's
Alpha
.600

%
30
0
30

100.0
.0
100.0

N of
Items
5
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