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EXECUTIVE SUMMARY

The research investigates the influence of visual merchandising on impulsive buying behaviour, a crucial area with profound implications for retailers and marketers. Visual merchandising focuses on creating visually appealing and enticing displays to attract customers, enhance the shopping experience, and ultimately drive sales. It involves the use of various design elements, such as colour, lighting, signage, layout, and product placement, to engage customers, stimulate their senses, and influence their purchasing behaviour. Visual merchandising plays a crucial role in stimulating impulsive buying behaviour by capturing customers' attention, creating desire, triggering emotional responses, facilitating product discovery, and enhancing the overall shopping experience.
Impulse buying, characterized by spontaneous and unplanned purchases triggered by stimuli in the shopping environment, is a phenomenon of significant interest. In-store displays serve as strategic tools employed by retailers to attract attention, evoke desire, and prompt impulsive purchases.
The study used visual merchandising elements like store layout, store promotional display, store product placements and tried to investigate its effects on consumer impulsive buying behaviour.
Findings indicate a direct correlation between engaging displays and increased impulse purchases, with displays effectively capturing attention and highlighting product features proving most influential. Additionally, demographic and situational factors, such as age, gender and occupation, influence the effectiveness of in-store displays. Understanding these dynamics has profound implications for retailers, enabling them to strategically design displays to appeal to consumer preferences and motivations, thereby enhancing sales and profitability. This research underscores the significance of in-store displays in shaping consumer behaviour and driving impulse purchases, offering valuable insights for retailers to optimize their display strategies and capitalize on consumer impulses. Continued research in this domain is vital for staying attuned to evolving consumer preferences and market dynamics in the retail landscape.
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CHAPTER 1
INTRODUCTION










1.1 INTRODUCTION TO STUDY

Visual merchandising is the practice of designing and arranging a store's layout, displays, and overall appearance in order to attract customers, showcase products, and enhance the shopping experience. It involves using visual elements such as signage, lighting, colour, and product placement to create an engaging environment that encourages customers to make purchases. Store Layout: The layout of the store determines the flow of customer traffic and influences how shoppers navigate through the space. Effective store layouts are intuitive and guide customers towards key areas and featured products.
Window displays are a vital component of visual merchandising, as they serve as the first point of contact with potential customers. Eye-catching and well-designed window displays can draw people into the store and generate interest in featured products or promotions. Displays within the store are strategically arranged to highlight specific products, promotions, or themes. These displays may include mannequins, shelving units, podiums, or interactive installations designed to showcase merchandise in an appealing manner. Clear and visually appealing signage helps customers navigate the store and locate products easily. In addition to providing information about products and promotions, signage can also reinforce branding and create a cohesive visual identity for the store. Visual merchandising is frequently updated to reflect seasonal trends, holidays, or promotional campaigns. Seasonal decorations, themed displays, and limited-time offers help keep the store fresh and exciting for customers.
In-store displays wield a profound influence on consumers' purchase decisions, acting as potent tools for brands and retailers to captivate attention, stimulate interest, and ultimately drive sales. These displays serve as strategic touchpoints within the retail environment, leveraging visual appeal, positioning, and messaging to sway consumer behaviour. 
By prominently showcasing products, in-store displays enhance visibility and awareness, ensuring that offerings stand out amidst the array of choices available. Moreover, they reinforce brand recognition and recall, fostering trust and affinity among consumers. Through interactive elements and engaging presentations, in-store displays facilitate direct interaction with products, encouraging trial and exploration. 
Additionally, well-designed displays capitalize on impulse buying tendencies, prompting spontaneous purchases through compelling packaging or promotional offers. Beyond mere transactions, in-store displays serve as educational platforms, providing valuable information about product features and benefits. By creating ambiance and enhancing the overall shopping experience, these displays leave a lasting impression on consumers, shaping perceptions and preferences. Thus, the impact of in-store displays transcends mere aesthetics, profoundly influencing purchase decisions and impulsive buying behaviour.
1.2 STATEMENT OF PROBLEM

The researcher here is trying to state how the elements of visual merchandising such as instore promotions and store layouts impact impulsive buying behaviour.
Effective visual merchandising can stimulate emotions, create a sense of urgency, and strategically position products to capture the attention of shoppers. In the case of home decor products, visual merchandising helps create a sensory and emotional shopping experience, inspiring customers, and assisting them in making informed decisions for their homes. Home decor products also have psychological importance because it is driven by the state of mind that is aesthetic rather than its utility. The different elements of visual merchandising that drives consumer decision making while purchasing home decor products can help understand their psychological motivators and this can be turned product attributes which cater to meeting those needs and guide sales in a more relevant way.


1.3 LITERATURE REVIEW

1.3.1 STORE LAYOUT

It is well-known that store layout designs can have positive effects on both consumer behaviour and consumers’ overall store perception. According to Lewison (1994) the store layout influences both shopping atmosphere and shopping behaviour of consumers visiting the store. A well-designed store layout can contribute to a positive shopping atmosphere. Another important store layout aspect is the allocation of products on shelves. Efficient shelf space allocation management does not only minimize the economic threats of empty product shelves, it can also lead to higher consumer satisfaction, a better consumer relationship (Fancher, 1991).
Aisle design the first considered main determinant of a shop design is the structure of shopping aisles. Shelf design: the second main issue for retailers in shop design is to optimize the allocation of products by the way the shelves have been designed. For example, when retailers allocate their products well the consumer will leave the shop more satisfied. These factors are resulting in a better overall consumer satisfaction (Fancher, 1991). 
Category arrangement, not only the consumers’ willingness to locate products can increase by managing product categories well. The main aim of the study was to get a better understanding of what is an effective instore display. In order for the instore display to have the expected effect, it firstly needs to attract the consumer’s visual attention. Secondly it needs to communicate the advertised product comprehensibly. Even if the display in itself looks good, it must also communicate the brand and the uniqueness of the product. The display should have a positive impact on the consumer´s decision making in the sense that it will end in a purchase decision of the advertised product. Conclusively, the intended result of an effective in-store display is to capture the consumer’s attention and influence the consumer to buying the product at the point of purchase. (Linda Ekman, 2016)
September 2021 International Review of Management and Marketing 11(5):1-6. Authors: Tshepo Tlapana Walter Sisulu University. The layout of a store is an important aspect influencing consumer buying behaviour. Well-designed store layouts are critical because they have a strong influence on in-store movement designs, shopping environment, shopping behaviour, and operational productivity (Behera & Mishra, 2017). When there is inconsistency in the layout of the store, some clients will abandon that establishment in search of one that delivers faster, more convenient, and better services.
According to Yoon and Park (2018), customers’ evaluations of service quality are influenced by their shopping experiences, which include not only the act of purchasing desired products, but also the shopping experiences of customers before purchase, such as finding the merchandise they want, interacting with several store personnel along the way, and returning merchandise.
According to a study by Point-of Purchase Advertising International (2012), more than one in six in-store brand purchases are made when the brand is displayed. Moreover, half the consumers recalled seeing at least one display during their shopping trip, and this recall was not the same across all displays, with floor stands and endcap displays dominating consumers’ recall (86% in total). However, retail managers still face a number of challenges in managing in-store displays to improve shopper experience and store performance (Kennedy 2004; Wirespring.com, 2016). Even though it is important, it is difficult to attract consumers’ attention and interest to the displayed products in a store as a consumer typically spends 3–7 seconds on the product, termed as the first moment of truth in the industry (Kennedy 2004). 
Such authors as Law, Wong & Yip (2012) state that visual merchandising is a tool to convey a message about goods to the buyers by employing various visual styles and themes. Kerfoot, Davies & Ward (2003) consider colours, lighting, forms and location, store layout, store equipment, goods and display as visual merchandising elements. Chang, Yan & Eckman, 2014) name such elements as store layout, goods display, variables of the store atmosphere, visual components of the store exterior (store signboard, facade, window Rasa Gudonavičienė and Sonata Alijošienė / Procedia - Social and Behavioral Sciences 213 (2015) 635 – 640 637 cases, outdoor posters) as factors of store environment, and distinguish the aspects of the latter that have visual effect as visual merchandising elements. Moreover, authors classify architecture, colours and product display as aesthetic elements. Hussain & Mashar, 2015 analyse store atmosphere which in addition to visual merchandising elements (lighting, colour, display/ layout) covers cleanliness, music, scent and temperature. Theodoridis & Chatzipanagiotou (2009) outline that the atmosphere of the store environment is created by adding up a number of the visual elements of the physical store environment, such as colours and decoration elements, therefore, they treat visual merchandising as a factor of store environment by distinguishing elements that make impact on buyers’ behaviour which are named as visual merchandising elements. 
1.3.2 IMPULSIVE BUYING 
The descriptions of impulse buying before the study of Rook (1987) were focused on the product while determining an impulse purchase. The earlier studies did not include the consumer and his personal traits as the factor influencing impulse purchases. The later year’s researchers aimed on the personal impulsiveness by investigating the various behavioural aspects of impulse buying. Rook (1987) argued that during impulse buying, www.ccsenet.org/ijms International Journal of Marketing Studies Vol. 5, No. 3; 2013 150. He characterised the impulse buying as unintended, non-reflective reaction, which occurs soon after being exposed to stimuli inside the store. Rook and Gardner (1993) defined impulse buying as an unplanned behaviour involving quick decision-making and tendency for immediate acquisition of the product. Beatty and Ferrell (1998) described that Impulse buying refers to immediate purchases which are without any pre-shopping objective either to purchase the specific product category or to fulfil a specific need. They explained that the impulse buying behaviour occurs after experiencing a buying desire by the shopper and without much reflection. Bayley and Nancarrow (1998) defined impulse buying as a “sudden, compelling, hedonically complex buying behaviour in which the rapidity of an impulse decision process precludes thoughtful and deliberate consideration of alternative information and choices.” Hedonic behaviour is marked with pleasure; in contrast to the utilitarian behaviour where the shoppers seek for functional benefits and economic value in the shopping process. Block and Morwitz (1999) enunciated the definition of impulse purchase as consumer buying an item with little or no deliberation after the result of a sudden, powerful urge. According to Engel and Blackwell (1982) impulse buying is an action undertaken without previously having been consciously recognised or a buying intention formed prior to entering the store. Based upon the different description, we conclude that impulse buying involves hedonic purchase decisions which are made inside a store and excludes the reminder purchasing activities. Iyer (1989) further distinguished that all impulse purchases are unplanned, but unplanned purchases are not always impulsively decided. Han et al. (1991) modified the Stern (1962) classification of impulse mix in context of fashion products and developed as four types of impulse buying: i) Planned impulse buying ii) Reminded impulse buying iii) Suggestion or fashion-oriented impulse buying iv) Pure impulse buying Planned impulse buying is partially planned but specific product or categories are not decided by the shopper. They are further determined on the basis of the different sales promotions inside the shop. Reminder impulse buying occurs when the buyer is reminded of the need of the product noticing it in the shop. Pure impulse buying is a novelty or escape purchase which a shopper breaks the trend of usual shopping. Stern (1962) introduced the concept of suggestion impulse purchase as the purchase of new product on the basis of self-suggestion but without any prior experience. 
Youn and Faber 2000 Suggested that both positive and negative feeling states of consumer are potential motivators for impulse buying. Kacen and Lee 2002 Described that cultural forces could impact impulse purchasing of Individuals. People having independent self-concept engage more in impulse buying. Zhou and Wong 2003 Found that retail store environment such as POP could affect the impulse buying. International Journal of Marketing Studies Vol. 5, No. 3; 2013 152 Luo 2005 Found that the presence of peers increases the urge to purchase, and that the presence of family members decreases it. Suggested that point-of-purchase signs, displays, and packaging encouraging product touch may increase impulse purchasing. Kaur and Singh 2007 Studied the impulse buying aspects of Indian youths and found that shopping enjoyment and the sensory stimulants influences impulse buying. Mattila and Wirtz 2008 Found that store environmental stimuli such as social factors (perceived employee friendliness) positively affect impulse buying behaviour. Silvera et al. 2008 Studied the impact of emotions and inferred that impulse buying is influenced by the ‘affect’ or emotions of the consumer. Harmancioglu et.al, 2009 First to study Impulse buying of new products and suggested in case of new product: product knowledge, consumer excitement and consumer esteem – drive impulse buying behaviour. Yu and Bastin 2010 Hedonic shopping value of an individual lead to impulse purchases and are inextricably related to each other. Sharma et. al, 2010 Studied the variety seeking behaviour of impulse buying. They found the variety seeking individuals are more prone to impulse purchases. Chang et .al 2011 Observed that the positive emotional responses of consumer to the retail environment result in impulsive purchases.
1.3.3 PROMOTIONAL SIGNAGE
Promotional Signage and Impulse Buying Behaviour: Promotional activities inside the store are used by the outlets to attract interest of the customers (Levy & Weitz, 2001). Therefore, properly-designed promotional activities are considered as beneficial technique to draw the attention of new customers as well as the present customers and motivate them to purchase. Consequences of the research performed by way of Mehta and Chugan, (2014; 2019) have shown that there lies a positive relationship between promotional signage and impulse buying intention. In keeping with Levy and Weitz (2001), promotional signage affords information about special fee reductions supplied by way of the store.
Promotional Signage and Impulse Buying Intention: Intentions to purchase or shop for impulsively is a situation which is experienced while selecting an item in the buying environment which involved promotional activities e.g., price reductions or discounts offers, coupons, buy one get one free and so forth (Rook, 1987; Dholakia, 2000). As a consumer moves around in a store, he or she will be able to enjoy different promotional activities going within a store, and their intentions of getting concerned in impulse buying increases (Beatty & Ferrell, 1998). There lies a positive relationship between promotional signage and intentions to buy impulsive. Promotional campaigns going within a store makes consumers to stay longer in a store, spends more time and money than normal (Milliman, 1982; 1986); for this reason, it is probably that a number of this spending can be unplanned and possibly effects in impulse buying. These promotional activities impact shoppers’ pleasure and satisfaction (Morrison et al., 2011). Prior research has shown a positive Impact of Donovan et al. (1994) determined that promotional activities going within a store contributed to more time and unplanned buying because it will increase impulse intentions. Beatty and Ferrell (1998) also found a positive relationship between promotional signage and intentions to purchase impulse
1.3.4 INSTORE PROMOTION
In-store promotions are marketing strategies used by retailers to attract customers, increase sales, and enhance brand awareness within their physical stores. These promotions are designed to encourage customers to make purchases while they are already in the store. In-store promotions play a significant role in stimulating impulsive buying behaviour among consumers. Impulse buying refers to the spontaneous purchase of goods or services that were not planned or considered beforehand.
Point-of-Purchase Displays: Eye-catching displays strategically placed near checkout counters or at high-traffic areas within the store can grab the attention of shoppers. These displays often showcase discounted or new products, tempting customers to make unplanned purchases. Limited-Time Offers: Promotions with a sense of urgency, such as limited-time discounts or special deals, create a fear of missing out (FOMO) among shoppers. This can lead to impulsive purchases as customers may feel compelled to take advantage of the offer before it expires. Product Demonstrations and Samples: Offering product demonstrations or free samples allows customers to experience the product firsthand. This sensory experience can create excitement and desire, prompting impulsive purchases. Cross-Promotions and Bundle Deals: Promotions that offer bundled products or discounts for purchasing multiple items together can encourage impulse buying. Customers may be enticed to buy more than they originally intended in order to take advantage of the deal. Placement and Visibility: Products strategically placed at eye level or in prominent locations within the store are more likely to attract attention from shoppers. Coupled with enticing promotional signage, these placements can prompt impulse purchases. Coupons and Vouchers: Providing coupons or vouchers that offer instant discounts or freebies at the point of sale can trigger impulsive buying behaviour. Customers may feel compelled to make a purchase in order to redeem the offer. Seasonal Promotions: Tailoring promotions to fit specific seasons or holidays can capitalize on consumers' heightened emotions and buying tendencies during these times. Limited-edition or seasonal products may evoke a sense of novelty, driving impulsive purchases. Discounts and Sales: Retailers offer discounts on certain products or have sales events to attract customers and encourage them to make purchases. Product Demonstrations: Demonstrating product features or offering samples to customers can help in increasing interest and driving sales. Cross-Promotions: Partnering with other brands to offer complementary products or services can attract a wider range of customers. Bundle Deals: Offering discounts for purchasing multiple items together or bundling products together at a discounted price. Loyalty Programs: Encouraging repeat purchases by offering rewards or discounts to loyal customers. Contests and Sweepstakes: Holding contests or sweepstakes within the store to engage customers and encourage them to make purchases.
1.4 SIGNIFICANCE OF STUDY 

This study will assist marketers in understanding the impact of instore promotions and store layouts in impulsive buying behaviours of customers. By studying its impact on impulsive buying behaviour, researchers gain insights into the psychological and emotional factors that drive consumer decision-making, helping retailers better understand their customers' preferences and motivations. By leveraging insights from research in this area, retailers can create compelling retail environments that drive customer engagement, loyalty, and satisfaction, ultimately leading to business success.
1.5 SCOPE OF STUDY 

The primary goal of this research is to better comprehend the connection between instore promotions, store displays and impulsive purchasing behaviour in the retail industry. It provides a deeper understanding of how impulsive buying differs across various demographics. The study was conducted on consumers from Ernakulam district and the category of stores studied w.r.t visual merchandising was home décor and furnishing. 
1.6 OBJECTIVES OF STUDY

i. To study the impact of in-store layout on consumer’s impulsive buying behaviour
ii. To study the impact of instore promotion on consumer’s impulsive buying behaviour. 
iii. To study whether impulsive buying behaviour differs across Age, Gender, Occupation and other demographics.





1.7 CONCEPTUAL MODEL

DEMOGRAPHICS                     (AGE, GENDER OCCUPATION)



STORE LAYOUT

IMPULSIVE BUYING

IN STORE PROMOTION


1.8 RESEARCH HYPOTHESIS

H1: There is relationship between Instore Layout and Impulsive Buying Behaviour 
H2: There is a relationship between Instore Promotion and Impulsive Buying         Behaviour.
H3: Impulsive Buying Behaviour differs across Age, Gender, Occupation

1.9 RESEARCH METHODOLOGY 

1.9.1 DATA COLLECTION

Data collection or data gathering is the process of gathering and measuring information on targeted variables in an established system, which then enables one to answer relevant questions and evaluate outcomes. The process of data collection typically involves defining the research question or problem, selecting the appropriate data sources and methods, designing the data collection instruments, collecting the data, and organizing and analysing the data. Effective data collection requires careful planning, attention to detail, and a clear understanding of the research objectives. It is important to ensure that the data collected is accurate, reliable, and relevant to the research question. Additionally, it is essential to follow ethical guidelines for data collection, such as obtaining informed consent from research participants and protecting their privacy and confidentiality. When it comes to data collection, there are two methods that are commonly used by researchers. These methods are classified as primary data collection methods and secondary data collection methods. Data collection methods for primary data include observation, interviews, questionnaires, case studies, projective techniques, and schedules. Secondary data is data that already exists and can be acquired through published or unpublished sources. Published sources include government publications, public records, bank records, and so on. Unpublished data sources encompass letters, diaries, unpublished biographies and work, and so on. The tool used by researcher for the primary data collection to understand impact of scent marketing on impulsive buying behaviour was through questionnaires. Secondary data in research was used to find about the industry profile. It was also used for introduction of the study and literature review. All secondary data related information has been collected from previously done research papers, and credible internet websites. 
1.9.2 SAMPLING 

1.9.2.1 Population 
A population is a group of elements that share some or all of their characteristics. The population size is determined by the number of elements in the population. In this survey, the population comprises of the customers in the retail sector or the retail customers. 
 
1.9.2.2 Sample Size
Given the constraints of time and resources, the sample size chosen is 84 respondents. Questionnaires were distributed to respondents via social media platforms such as WhatsApp, Instagram, and LinkedIn, and enough time was allowed for them to complete them in order to reduce sampling errors. 

1.9.2.3 Sampling Technique 
There are two types of sampling techniques: probability sampling techniques and non-probability sampling techniques. Randomization is used in probability sampling techniques to ensure that every element of the population has an equal chance of being represented in the selected sample. Probability sampling techniques include simple random, systematic, stratified random, cluster, and multi stage sampling. The non-probability sampling technique is more dependent on the researcher's ability to select sample elements. The results of this type of sampling may be accused of bias, and extrapolation to the population may be extremely difficult. Non-probability sampling techniques include convenience, purposive, quota, and snowball sampling. 
The researcher has used convenience sampling technique to collect data on time and to avoid low response rate. Convenience sampling is defined as a method adopted by researchers where they collect market research data from a conveniently available pool of respondents. The respondents of the study were expected to be people who shop from retail home décor and furnishing store in Ernakulam district. 
1.9.3 DATA COLLECTION METHOD 

Data was collected using standardised questionnaire. The questionnaire is carefully designed by the researcher to meet the research requirements. The questionnaire is divided into two sections. The first section concentrates on the respondent's demographics. The second section includes questions about purchase decisions, instore promotions, instore layouts, impulsive buying behaviour and other variables of the study. The questionnaire mainly consists of Likert scales ranging between 1 – Strongly Agree, 2 – Agree, 3 – Neutral, 4 – Disagree, 5 – Strongly Disagree. Scales ranging between 1 – Very Likely, 2 – Likely, 3 – Neutral, 4 – Unlikely, 5 – Very Unlikely. 1- yes, 2 – No. Rating scale has been used to measure Impulsive buying behaviour called Consumer impulsiveness scale. There is also use of ratio and nominal scales in the questionnaire.

 1.9.4 DATA ANALYSIS TECHNIQUES/TOOLS

Entire data has been analysed using SPSS (version 20) software. The tools used for analysis in SPSS for this research are as follows:
1. Regression
2. Anova

1.9 LIMITATIONS OF STUDY 
i. One major limitation was the time constraints. 
ii. Convincing people to fill in the questionnaire was also an issue. 
iii. Also, another limitation faced by the respondent was getting surveys from the few customers without hampering their shopping experience.
iv. One of the major constraints – Findings of the survey are based on the assumptions that the respondent has given correct response








CHAPTER 2
INDUSTRY, COMPANY AND                       PRODUCT PROFILE













2.1 INDUSTRY PROFILE
2.1.1 Retail Industry 
The retail industry is vital to the economies of many countries and a significant source of employment. Retailers typically buy goods from manufacturers or wholesalers and then resell them to consumers, often at a profit. The retail industry has undergone significant changes in recent years as a result of the growing popularity of e-commerce and the rise of online retailers such as Amazon. Traditional brick-and-mortar retailers have had to adapt to changing consumer preferences as well as new technologies such as mobile shopping and online marketplace. Retailing is the process of selling consumer goods or services to customers through a variety of distribution channels in order to make a profit. A retailer is any person or organisation that sells goods or services to consumers or end users directly. Retailing is frequently done in retail stores or service establishments. The retail industry is a business that sells goods and services to consumers for their personal, household, or family use. It includes a wide range of businesses, such as physical stores, online retailers, and e-commerce platforms. However, direct selling, such as vending machines, door-to-door sales, or electronic channels, may also occur. Although the concept of retailing is frequently associated with the purchase of goods, the term may be applied to service providers that sell to consumers. In addition to the purchase of goods, the term may be applied to service providers who sell to consumers. Retail banking, tourism, insurance, private healthcare, private education, private security firms, legal firms, publishers, public transportation, and other services are examples of retail service providers. Consumer trends, technological changes, economic conditions, and government regulations are all important factors influencing the retail industry. To remain competitive, retailers must constantly monitor these factors and adjust their strategies and operations. Despite the industry's challenges, the retail sector continues to evolve and innovate, with new technologies and business models emerging on a regular basis. Retailers who can adapt to these changes and meet changing consumer needs are likely to thrive in the coming years. 16 The retail industry in India has made significant contributions to the country's economic growth in recent years. It is one of the largest and fastest-growing industries in the country, employing millions of people and generating significant revenue for both the private sector and the government. Some of the ways in which the retail industry has contributed to national growth in India include: 1. Employment generation: The retail industry is a significant source of employment in India, particularly for low-skilled workers. According to the Ministry of Statistics and Programme Implementation, the retail sector employed over 45 million people in 2020. 2.Boost to GDP: The retail industry has contributed significantly to India's GDP growth. According to a report by the India Brand Equity Foundation, the retail industry's contribution to GDP was around 10% in 2020. 3.Increased consumer spending: The growth of the retail industry has led to increased consumer spending, which has further stimulated economic growth in other sectors. Retailers offer a wide variety of products and services, leading to greater consumer choice and spending. 
2.1.2 Retail sector in India 
India's retail sector is expected to touch US$ 1.5 trillion by 2030 from US$ 0.8 trillion in 2020. The Indian retail industry is one of the world's fastest growing. The World Bank ranked India 63 in its Doing Business 2020 publication, and the United Nations Conference on Trade and Development ranked India 73 in its Business-to-Consumer (B2C) E-commerce Index 2019. The direct selling industry in India is expected to be worth $2.14 billion by the end of 2021. India is the fifth-largest and preferred retail destination globally. In terms of retail store availability per capita, the country ranks among the highest in the world. The retail sector in India is expanding at an exponential rate, with retail development occurring not only in major cities and metros, but also in tier II and III cities. Retail online penetration is expected to reach 10.7% by 2024, up from 4.7% in 2019. Domestic organised food and grocery retailers are expected to grow by 10% year on year in FY22, according to India Ratings and Research (Ind-Ra). India's e-commerce industry is expected to grow by 84% to US$ 111 billion by 2024, fuelled by mobile shopping, which is expected to grow at a 21% annual rate over the next four years. 17 In recent years, the Indian retail sector has seen significant investment and development. Between April 2000 and June 2022, India's retail trading sector attracted $4.11 billion in FDI. 
2.1.4 History of retail industry in India 
India's retail industry has a long and varied history, dating back thousands of years to when local markets and bazaars were the primary means of commerce. A brief history of the retail industry in India is provided below: The retail industry in India dates back to the Indus Valley Civilization, which flourished around 2600 BCE. Local markets and bazaars were the primary means of commerce at the time. During the colonial era, foreign traders and merchants dominated the Indian retail industry, establishing their own shops and trading houses across the country. With the rise of the Indian independence movement, however, many local entrepreneurs began to establish their own businesses. 18 Post-Independence Era: Following India's independence in 1947, the government implemented a number of policies to promote the growth of the retail industry. However, the industry remained largely unorganised for many years, with small, family-owned businesses dominating the market. Economic Reforms: In the 1990s, India embarked on a series of economic reforms that liberalised trade policies and opened up the country's markets to foreign investment. As a result, several multinational retail chains, including Walmart, Carrefour, and Tesco, entered the Indian market. Modern Era: Today, India's retail industry is a mix of organised and unorganised players, with a variety of retail formats ranging from traditional markets to modern malls and e-commerce platforms. 

2.1.7 Future of Indian Retail
The Indian retail industry is currently undergoing significant changes. It's largely due to the rise of e-commerce and the sharp decline in physical retail space for many product categories. Today, many brands focus solely on online sales and customers, and only a few have been able to compete head-on with larger retailers and maintain a dual presence. Being online allows for continuous and direct feedback from customers, which aids in the production process and overall customer service, which is lacking in the retail space. Here are some of the trends and potential developments that could shape India's retail industry in the future: 
1. E-commerce growth: E-commerce is expected to continue in India, owing to factors such as rising internet penetration, rising disposable incomes, and changing consumer behaviour.
 2. Omnichannel retail: Retailers are increasingly adopting an omnichannel approach that integrates physical stores, online platforms, and mobile apps to provide customers with a seamless shopping experience.
 3. Personalization and AI: AI and machine learning are being used to provide personalised recommendations and offers to customers, thereby improving their shopping experience. 
4. Sustainable Retail: Consumers are becoming more concerned about the environmental and social impact of their purchases. Retailers are responding by implementing sustainable practises and providing environmentally friendly products. 
5. Hyperlocal Delivery: With the rise of hyperlocal delivery companies and services, delivery within a few hours or even minutes is becoming a popular trend in the retail industry.
 6. Social commerce: Retailers are increasingly using social media platforms to reach and engage with customers, as well as to allow them to make purchases directly from the platform. 
With a growing middle class, rising disposable incomes, and a rapidly expanding ecommerce market, the future of the retail industry in India appears bright. However, success in this industry will be determined by retailers' ability to adapt to changing consumer preferences and evolving technologies.

2.1.8 VISUAL MERCHANDISING IN HOME DÉCOR INDUSTRTY
Visual merchandising in home decor is a strategic approach used by retailers to create visually compelling displays that showcase products in a way that engages and inspires customers. In home decor stores, effective visual merchandising is essential for capturing attention, conveying the brand's aesthetic, and stimulating the desire to purchase. Through thoughtful arrangement of furniture, accessories, and decorative elements, retailers can create immersive environments that evoke specific moods or lifestyles, helping customers envision how products might enhance their own living spaces. From carefully curated room vignettes that demonstrate cohesive design concepts to thematic displays that highlight seasonal trends or product collections, visual merchandising in home decor is a powerful tool for storytelling and creating aspirational experiences. By incorporating elements such as lighting, colour, texture, and signage, retailers can guide customers through the store, draw attention to key products, and encourage exploration. Ultimately, effective visual merchandising in home decor not only enhances the overall shopping experience but also reinforces the brand identity and drives sales by inspiring customers to translate the curated looks into their own homes.





















CHAPTER 3
DATA ANALYSIS AND INTERPRETATION




















Descriptive Statistics
2.1 DEMOGRAPHICS - GRAPHICAL REPRESENTATION
[image: Forms response chart. Question title: 2. Your Gender. Number of responses: 84 responses.]
Fig 2.1(a): Graph showing the gender of the respondents
The survey of Gender shows that 77.4% of the respondents are Females and 22.6% are Males. Therefore, majority of the respondents are Females.

[image: Forms response chart. Question title: 3. Which age group do you belong to?. Number of responses: 84 responses.]
Fig 2.1(b): Graph showing the age group of the respondents
The survey of various age groups shows that 13.1% of the respondents are below the age of 20, 64.3% are of the age group 21 – 30 years, 15.5% are of the age group 31-40 years, 7.1% are of the age group 41-50 years. Therefore, majority of the respondents are of the age group 21-30 years.
[image: Forms response chart. Question title: 7. How likely are you to look for in-store displays (about promotions, offers, sales etc.) while shopping?. Number of responses: 84 responses.]
Fig 2.1(c): Graph showing the likeliness to look for instore displays of the respondents
The survey of likeliness to look for instore displays, out of 81 respondents, 31% are very likely, 50% are likely, 17.9% are neutral and 1.2% are very unlikely. Therefore, majority of the respondents are likely to look for instore displays about promotions, offers, sales etc.
[image: Forms response chart. Question title: 8. Have you ever made an unplanned purchase due to an in-store display?. Number of responses: 84 responses.]
Fig 2.1(d): Graph showing the tendency to make an unplanned purchase by the respondents
The survey shows that majority of the respondents (66.7%) have made an unplanned purchase due to an instore display with contrast to those that haven’t made a purchase (15.5%) and those that might make a purchase (17.9%).
[image: Forms response chart. Question title: 11. Do you find in-store displays more influential during certain seasons or promotional events?. Number of responses: 84 responses.]
Fig 2.1(e): Graph showing the agreement of the respondents to influence of instore displays during special seasons
The survey about influence of instore displays during certain seasons or events shows that only 20.2% strongly agree to the statement with contrast to the majority (61.9%) just agree to the statement
 [image: Forms response chart. Question title: 13. How important is it for you to have ample space between aisles and displays in a store?. Number of responses: 84 responses.]
Fig 2.1(f): Graph showing importance of ample space between aisles in a store by respondents
The survey about the importance of space between aisles and displays shows that only 22.6% states it is very important with contrast to the majority (45.2%) that states its important and very few states any importance.
[image: Forms response chart. Question title: 17. While browsing the store I tend to purchase products displayed in eye-catching displays.
. Number of responses: 84 responses.]
Fig 2.1(g): Graph showing the tendency of the respondents to buy products displayed in eye catching displays
The survey about the tendency to purchase products displayed in eye catching displays shows that 11.9% strongly agree with contrast to the majority (51.2%) who simply agree to the statement.
[image: Forms response chart. Question title: 18. I tend to buy products displayed at or near the checkout desks.. Number of responses: 84 responses.]
Fig 2.1(h): Graph showing the tendency of the respondents to purchase products at or near checkout desks
The survey about the tendency to purchase products at or near the checkout desks shows that majority (44%) are neutral about the statement and only 6% strongly agree to the statement.
[image: Forms response chart. Question title: 20. I tend to purchase products from special offers communicated by in-store advertising and promotion signage.. Number of responses: 84 responses.]
 Fig 2.1(i): Graph showing the tendency of the respondents to purchase products from special offers
The survey about the tendency to purchase products from special offers, instore advertising and promotional signage shows that majority (50%) agree to the statement and only 10.7% strongly agree to the statement. 
[image: Forms response chart. Question title: 21. I am more likely to buy an unintended product that is on sale
. Number of responses: 84 responses.]
Fig 2.1(j): Graph showing likeliness of the respondents to buy un intended product on sale
The survey about likeliness to buy an unintended product on sale shows that majority (42.9%) are likely and only 10.7% are very likely. 36.9% are neutral about the statement.
[image: Forms response chart. Question title: 22. I tend to stop and browse products with promotional offers.
. Number of responses: 84 responses.]
Fig 2.1(k): Graph showing the tendency of the respondents to stop and browse
The survey about the tendency to stop and browse products with promotional offers shows that only 11.9% strongly agree, majority (57.1%) agree to the statement and 7.1% disagree to the statement

[image: Forms response chart. Question title: 25. I often buy things without thinking.
. Number of responses: 84 responses.]
Fig 2.1(l): Graph showing tendency of the respondents to buy without thinking
The survey about the ofteness of buying things without thinking shows that 50% of the respondents disagree with the statement and only 3.6% strongly agree to the statement.
[image: Forms response chart. Question title: 26.  I buy things according to how I feel at the moment. Number of responses: 84 responses.]
Fig 2.1(m): Graph showing the impulsiveness of the respondents while purchasing
The survey about the agreement to buying things according to the feel at the moment shows that 48% agree to the statement and 10.7% disagree to the statement. Only 9.5% strongly agree to the statement and 2.4% strongly disagree to the statement. 28.6% of respondents are neutral to the statement.
[image: Forms response chart. Question title: 27. I carefully plan most of my purchases.
. Number of responses: 83 responses.]
Fig 2.1(n): Graph showing the agreement of the respondents to careful purchases
The survey about carefully planning most of the purchases shows that 12% strongly agree to the statement, and 15% disagree to the statement. There is equal percentage (36.1%) of respondents who simply agree to and who are neutral to the statement.

2.2 RESPONDENTS PROFILE
The researcher has tried to study the demographic variables of the respondents.

Table 3.2(a) Demographic Details of Respondents  
                                                                                                                           
	Demographic Characteristics
	Number of Respondents
	Percentage (%)

	Female

Gender    Male


	6519

	77.422.6


	Total
	84
	100%

	Below 20Age

	11
	13.1%

	21-30
	54
	64.3%

	31-40
	13
	15.5%

	41-50
	6
	7.1%

	Total
	84

	100%

	Student
	32
	48.09%

	Business
	7
	8.3%

	Employed
	33
	39.3%

	Homemaker
	12
	14.3

	TotalOccupation

	84

	100%



              
 

INFERENTIAL STATISTICS

2.3 HYPOTHSESIS TESTING

2.3.1 Association between Instore Layout and Impulsive Buying Behaviour.
Instore Layout can have an influence on Impulsive Buying Behaviour. Researcher sees the possibility of an association between Instore Layout and Impulsive Buying Behaviour, as when items are strategically placed or displayed in a manner that attracts attention and stimulates desire, shoppers are more likely to engage in spontaneous or unplanned buying decisions. Hence it is tested if instore layout can lead to impulsive buying. Regression is done in order to understand the association between instore layout and impulsive buying behaviour. Hence, the following hypothesis is proposed:
H1: There is an association between Instore Layout and Impulsive Buying Behaviour.
Simple linear regression analysis was conducted to evaluate the extent to which instore layout] could predict [impulsive buying behaviour]
A significant regression was found F ((1),(81)) = 5.938,  p = (0.17). The R2 was (0.07), indicating that instore layout explained approximately 7% of the variance in impulsive buying behaviour. This is a small effect yet statistically significant.

The regression equation is: 
[impulsive buying behaviour] = (1.730) + (0.362)([instore layout]).

That is, for each one unit increase in [instore layout], the [impulsive buying behaviour] [increased by approximately (0.362 x100) in the [impulsive buying behaviour unit of measurement].

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.261a
	.068
	.057
	.71422

	a. Predictors: (Constant), Store_layout







	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	3.029
	1
	3.029
	5.938
	.017b

	
	Residual
	41.319
	81
	.510
	
	

	
	Total
	44.348
	82
	
	
	

	a. Dependent Variable: IMB

	b. Predictors: (Constant), Store_layout



	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.730
	.319
	
	5.430
	.000

	
	Store_layout
	.362
	.149
	.261
	2.437
	.017

	a. Dependent Variable: IMB

	

[image: ]








2.3.2 Association between Instore Promotion and Impulsive Buying Behaviour.
Instore Promotion can have an influence on Impulsive Buying Behaviour. Researcher sees the possibility of an association between Instore Promotion and Impulsive Buying Behaviour, as consumers are attracted to promotions offered. Hence it is tested if instore promotion can lead to impulsive buying. Regression is done in order to understand the association between instore promotion and impulsive buying behaviour. Hence, the following hypothesis is proposed:
H2: There is an association between Instore Promotion, and Impulsive Buying Behaviour.
Simple linear regression analysis was conducted to evaluate the extent to which instore promotion could predict impulsive buying behaviour.
A significant regression was found F(1, 81)= 5.62,  p = 0.20. The R2 was (0.07), indicating that instore promotion explained approximately 7%  of the variance in impulsive buying behaviour.

The regression equation is: impulsive buying behaviour = (1.67) + (.369)([instore promotion]).

That is, for each one unit increase in [instore promotion], the [impulsive buying behaviour] [increased by approximately (0.369 x100) in the [dependent variable unit of measurement].
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.255a
	.065
	.053
	.71553

	a. Predictors: (Constant), Instore_promotion




	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	2.877
	1
	2.877
	5.620
	.020b

	
	Residual
	41.471
	81
	.512
	
	

	
	Total
	44.348
	82
	
	
	

	a. Dependent Variable: IMB

	b. Predictors: (Constant), Instore_promotion



	

Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.671
	.351
	
	4.762
	.000

	
	Instore_promotion
	.369
	.156
	.255
	2.371
	.020

	a. Dependent Variable: IMB



[image: ]


2.3.3 Impulsive Buying Behaviour differs across Occupation.
Impulsive Buying Behaviour can differ across occupations. Researcher sees the possibility of an association implying that individuals in certain occupation may demonstrate higher levels of impulsivity in their purchasing decisions compared to those in other occupations. Hence it is tested if impulsive buying behaviour varies across different occupations. Anova is done in order to understand the association between different occupations and impulsive buying behaviour. Hence, the following hypothesis is proposed:
H3: Impulsive Buying Behaviour differs across demographics like Age, Gender and Occupation
To test this hypothesis, a one - way ANOVA was performed for each of the three demographic variables

	IMB                                                    ANOVA

	
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	Between Groups
	17.151
	3
	5.717
	16.607
	.000

	Within Groups
	27.197
	79
	.344
	
	

	Total
	44.348
	82
	
	
	



A one-way ANOVA demonstrated that the effect of independent variable was significant for Dependent variable, F (3,79) = 16.61, p < 0.05. 
To study the effect of occupation on impulsive buying behaviour, A One-Way Anova was performed, with occupation types as independent variable (Student, Entrepreneurs, Employed and Homemakers). 
Mean Impulsive Buying Behaviour & Standard Deviations for the different occupation groups are given below
1. Student (M=2.22, SD=.47, N=32)
2. Entrepreneurs (M=2.04, SD=.30, N=7)
3. Employed (M=2.46, SD=.57, N=33)
4. Homemakers (M=3.6, SD=.96, N=11)
Tukey’s HSD post hoc test showed the homemakers had significantly higher Impulsive Buying Behaviour than all the other three groups, students (p < 0.05), Entrepreneurs (p < 0.05) and Employed (p<.05) groups.
[image: ]
From the above graph it can be concluded that more homemakers show impulsive buying behaviour in contrast to fewer students and entrepreneurs.
There was no difference in Impulsive buying behaviours across different age groups or gender. 















CHAPTER 4
SUMMARY, FINDINGS, CONCLUSIONS


















4.1 LIST OF FINDINGS
Table 3.1 shows demographics of 84 respondents
From fig 2.1(c) it can be concluded that majority of the respondents are likely to look for instore displays about promotions, offers, sales etc.
From fig 2.1(d) we can arrive at the conclusion that majority of the respondents make unplanned purchases due to an instore display
From fig 2.1 (e.) we can infer that respondents agree that instore displays influence during certain seasons or events.
From fig 2.1 (f) we can understand that respondents give importance to ample space between aisles and displays in stores
From fig 2.1 (g) it can be concluded that there is tendency to purchase products displayed in eye catching levels
From fig 2.1 (h) we can arrive at the conclusion that respondents have tendency to purchase products displayed at checkout desks.
From fig 2.1 (i) we can infer that there is tendency to purchase products with special offers, instore advertising and promotional signage.
From fig 2.1 (j) it can be concluded that there is likeliness to purchase unintended products on sale.
From fig 2.1 (k) we can understand that there is tendency to stop and browse products with promotional offers.
From fig 2.1 (l) it can be inferred that respondents mostly do not make purchases without thinking.
From fig 2.1 (m) we can arrive at the conclusion that purchases are mostly made according to the feel at the moment.
From fig 2.1 (n) it can be concluded that respondents mostly plan their purchases and also sometimes make unplanned purchases.




4.2 SUGGESTIONS
1. Strategic Placement: Ensure that high-margin or impulse-buy items are strategically placed at eye level or near checkout counters where customers are more likely to notice them. Use prominent displays or end-of-aisle displays to draw attention to these items.
2. Visual Merchandising: Invest in attractive and visually appealing displays that showcase products in an enticing manner. Use vibrant colors, creative signage, and engaging product arrangements to capture customers' attention and stimulate their desire to make impulsive purchases.
3. Create a Sense of Urgency: Implement limited-time offers, flash sales, or promotional signage that creates a sense of urgency and encourages customers to make spontaneous buying decisions. Highlight the scarcity or exclusivity of certain products to motivate immediate purchases.
4. Cross-Merchandising: Pair complementary products together or create themed displays that encourage customers to purchase multiple items. Cross-merchandising can prompt impulse buys by suggesting additional products that complement or enhance the original purchase.
5. Interactive Displays: Incorporate interactive elements such as touch screens, product demonstrations, or sampling stations to engage customers and encourage them to interact with the products. Interactive displays not only attract attention but also provide an opportunity for customers to experience the products firsthand, increasing the likelihood of impulse purchases.
6. Seasonal and Trend-Based Displays: Tailor in-store displays to align with seasonal trends, holidays, or current events. Incorporate seasonal decorations, themed displays, or limited-edition products to capitalize on the excitement and anticipation associated with special occasions.
7. Personalized Recommendations: Utilize customer data and technology to offer personalized product recommendations based on customers' past purchases, browsing history, or preferences. By delivering targeted recommendations at the point of sale, companies can enhance the relevance of in-store displays and encourage impulsive buying behavior.
8. Clear Signage and Pricing: Ensure that product displays are accompanied by clear and informative signage that highlights key features, benefits, and pricing information. Transparent pricing and compelling product descriptions can facilitate quick decision-making and reduce hesitation among customers.
9. Monitor and Adapt: Continuously monitor the performance of in-store displays and gather feedback from customers to assess the effectiveness of various strategies. Use data analytics and customer insights to identify trends, preferences, and opportunities for improvement, and adapt your display strategies accordingly.
10. Employee Training: Train and empower store staff to engage with customers, offer product recommendations, and create a welcoming shopping environment. Well-trained staff members can play a crucial role in guiding customers towards impulse purchases and enhancing their overall shopping experience.
    By implementing these strategies, companies can enhance their in-store displays to effectively capture customers' attention, stimulate their desire to make impulsive purchases, and ultimately drive sales and revenue growth.
4.3 CONCLUSIONS
In conclusion, the investigation into the impact of in-store displays on impulsive buying behavior has yielded significant insights into consumer decision-making processes within retail environments. Through a combination of quantitative analysis and qualitative exploration, this research has elucidated the powerful influence that in-store displays exert on stimulating impulse purchases. The findings have consistently demonstrated a direct correlation between instore promotions and impulsive buying behavior along with direct correlation between instore layout and impulsive buying behavior. Moreover, by delving into the demographic and situational factors that modulate the effectiveness of these displays, such as age, gender and occupation, this study has provided nuanced understanding about factors that influence impulsive buying behavior.
Furthermore, this research has illuminated several key mechanisms through which in-store displays impact impulsive buying behavior. Engaging displays have been shown to capture attention, evoke desire, and facilitate product exploration, thereby priming consumers for impulsive decision-making. Additionally, displays that effectively communicate product benefits, discounts, or limited-time offers have been found to further amplify the likelihood of impulse purchases. These insights underscore the significance of designing displays that not only captivate consumers visually but also convey persuasive messages that align with their needs and preferences.
Importantly, the implications of this research extend beyond mere sales metrics, offering valuable strategic guidance for retailers and marketers. By leveraging the influence of in-store displays on impulsive buying behavior, retailers can enhance the overall shopping experience, foster brand loyalty, and drive long-term customer satisfaction. Moreover, understanding the nuanced interplay between display effectiveness and consumer demographics empowers retailers to segment their target audience effectively and tailor their marketing efforts accordingly, maximizing the return on investment in display initiatives.
Looking ahead, continued exploration in this domain remains imperative to stay abreast of evolving consumer behaviors and market dynamics. As technology, consumer preferences, and retail trends evolve, so too must the strategies employed by retailers to leverage in-store displays effectively. Future research endeavors may explore innovative display formats, assess the impact of digital technologies on impulsive buying behavior, or delve into cross-cultural variations in response to display stimuli. By embracing a dynamic and adaptive approach to understanding and harnessing the impact of in-store displays on impulsive buying behavior, retailers can position themselves strategically to thrive in an increasingly competitive retail landscape
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ANNEXURE-1
Questionnaire
Your Name

2. Your Gender
· Male
· Female

3. Which age group do you belong to?
· Below 20
· 21-30
· 31-40
· 41-50
· Above 50
4. Occupation
· Student
· Employed
· Business
· Homemaker
· Other
5. Income Level
· Below 2 Lakhs
· to 4 Lakhs
· to 6 Lakhs
· 6 to 8 Lakhs
· Above 8 Lakhs
6. How often do you visit physical stores for shopping?
· Frequently
· Occasionally
· Rarely
· Almost never
· Never
7. How likely are you to look for in-store displays (about promotions, offers, sales etc.) while shopping?
· Very Likely
· Likely
· Neutral
· Unlikely
· Very Unlikely
8. Have you ever made an unplanned purchase due to an in-store display?
· Yes
· No
· Maybe
9. Have you ever changed your brand preference due to an appealing in-store display?
· Yes
· No
· Maybe
10. Have you ever chosen one product over another due to the influence of an in-store display?
· Yes
· No
· Maybe
11. Do you find in-store displays more influential during certain seasons or promotional events?
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
12. Do you prefer stores with designated areas for promotions or seasonal displays?
· Yes
· No
· Maybe
13. How important is it for you to have ample space between aisles and displays in a store?
· Very Important
· Important
· Neutral
· Less Important
· Not at all Important
14. When I enter a store, I tend to walk directly towards the products I have planned to buy 
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
15. While browsing the store I tend to purchase products displayed in eye-catching displays.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree

16. I tend to buy products displayed at or near the checkout desks.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree

17. I tend to look at products located in eye-level.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
18. I tend to purchase products from special offers communicated by in-store advertising and promotion signage.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
19. I am more likely to buy an unintended product that is on sale
· Very Likely
· Likely
· Neutral
· Unlikely
· Very Unlikely
20. I tend to stop and browse products with promotional offers.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
21. I often buy things spontaneously 
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
22. "Just do it" describes the way I buy things.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly agree


23. I often buy things without thinking.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
24.  I buy things according to how I feel at the moment
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
25. I carefully plan most of my purchases.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
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