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ABSTRACT
This study examines customer impulse buying behavior in Kathmandu for the retail sector. Departmental store 
located in Kathmandu City were approached and collected data. Judgmental sampling technique was used and data 
were collected from 250 samples. Descriptive statistics and multiple regression analysis were used to summarize 
the nature of data and to test the hypotheses. The research confirmed that window display, in-store display and 
promotional signage had significanct influence on impulse buying of customers. No support was found for floor 
merchandising.
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1. INTRODUCTION

Impulse buying is an instant buying when customer quickly decides to purchase the product without 
following the consumer buying process. As customer sees the products suddenly buy it. More purchases 
are done through impulse buying. Impulse buying is a kind of hedonic type that is more convincing 
(Kacen & Lee, 2002). 

Impulse purchasing is a phenomenon by which a consumer experiences a sudden and often persistent 
urge to buy something immediately (Hoch & Loewenstein, 1991; Parboteeah, 2005; Rook, 1987; Rook 
& Gardner, 1993). Beatty and Ferrell (1998) argue impulse purchase is an immediate purchase with no 
pre-shopping intention. Rook (1987) suggests impulse buying occurs when a consumer experiences a 
sudden and often persistent urge to buy something immediately. Piron (1991, 1993) defines impulse 
purchase as an unplanned purchase. Marketers should promote a good store layout to maximize the 
convenience of the consumer (Crawford & Melewar, 2003). Impulse buying is a reason for increasing 
more sales (Bellenger, Robertson, & Hirschman, 1978). It is an expected buying that a retailer does not 
plan earlier. 

The impulse buying behavior of consumers are recognized by the retailers and they use to design their 
shops’ layouts, shelving, branding and much more to attract the consumer or shopper to influence them to 
make impulse buying and generate revenues. This phenomenon has been tremendously increasing during 
the last decade and the companies are working on the store environment and collecting information and 
doing research on how they can influence consumers’ impulse buying behavior (Bhatti & Latif, 2013). 

Window display is a major marketing tool motivates a customer to enter into the outlet (Jiyeon, 
2003). It includes any kind of visual presentation of the store that attracts the attention of the customer. 

In-store display/mannequin display permits customers to see the products in the store (Iqba, Umer, 
Mqbool, & Sunil, 2011). It can be designed as merchandize display, artistic display and point of sale 
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display (cited in Kerfoot, Davies, & Ward, 2003). It supports planned and unplanned purchase (Bastow-
Shoop, Zetocha, & Passewitz, 1991). Customers are motivated by attracted displays within three to eight 
seconds (Bastow-Shoop et al., 1991).

Floor merchandising is the in-store product display, how the product is arranged in the shelves, and 
point of sale display.  It makes convenience to customers for product selection. Customers missed one 
third of the product on the shelves while selecting it (Young, Kwon, & Lennon, 2007).

Promotional signage is communication messages delivered to customers to inform and created 
demand for products in the store (Jiyeon, 2003). Product messages like low prices, sale-sale offer and 
heavy discounts (Stern, 1962). In store advertising and point of sale display influence 53 to 60 percent of 
customer purchase (Hubrechts & Kokturk, 2012).  

Mehta and Chugan (2013) found window display; floor merchandising and promotional signage 
had a significant effect on impulse buying. But, In-store form/mannequin display did not influence 
on impulse buying behavior. Khandai (2012) found window display and in-store/mannequin affect 
customer’s impulse buying behavior having a significant effect.

Moayery, Zamani, and Vazifehdoost (2014) declared winnow display, in-store display/mannequin 
display and promotional signage directly affect apparel impulse buying although cross-merchandising. 
Floor merchandising did not influence customer’s impulse buying. 

 This paper focuses on answering the following questions: What is the influence of window display, 
in-store display/mannequin display, floor merchandising and promotional signage on impulse buying 
behavior? The objective of the paper is to analyze the effect of the window display, in-store display/
mannequin display, floor merchandising and promotional signage on impulse buying. 

Window display

In-store display

Floor merchandising

Impulse
buying

Promotional signage

Figure 1. Conceptual framework 

2. DATA AND METHODS

The main objective of this research is to examine the customer’s impulse buying behavior at 
Kathmandu City. To carry out this research descriptive research and causal research design was used 
(Malhotra & Birks, 2006). The main focus of descriptive design is to describe thoroughly the research 
construct related to marketing (Malhotra & Birks, 2006; Zikmund, 2000). 

The population of the study was the customers who shop at the departmental store in Kathmandu 
City. Judgmental sampling was taken as shoppers who come for purchase in the departmental stores with 
or without having purchase intention and for fun. Two hundred fifty samples were collected during the 
data collection period of one month (Eldred, 1987; Kline, 2011).  Sample size more than 200 is called a 
large sample that is sufficient to yield useful results (Eldred, 1987). 

Structured questionnaires based on Likert scales were used to collected data from shoppers. For the 
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collection of data, everyday twelve to six o’clock time was allocated because many people shop the 
departmental stores at day time or after office time. So, to meet the target people this time was managed 
by the researcher.

Reliability analysis was done to check the consistency of the questionnaires. Descriptive statistics 
was done to summarize the theme of data. Multiple regression analysis was run to test the hypotheses 
proposed in this research.

Fifty-seven percent respondents were male and 43 percent respondents were female. Majority of 
respondents were between 20 to 40 years and 40 to 60 years accounting of 72 percent of both in total. 
Fifty two percent of the respondents have completed a bachelor degree and 20 percent completed their 
master degree. Fifty eight percent respondents were employee while 18 percent were housewives. 

The study used following model:
IB = α + β1 WD + β2 ISD + β3 FM + β4 PS +εi ………………. (i)

Where, α = Constant; βi = Coefficients of independent variables; εi = Error term, IB = Impulse 
Buying, WD = Window display; ISD = In-store form/display; FM = Floor merchandising; and PS = 
Promotional signage. 

Hypothesis 

The Hypothesis is proposed as follows: 
H1: Window display has a significant influence on impulse buying. 
H2: In-store form/mannequin display has a significant influence on impulse buying.
H3: Floor merchandising has a significant influence on impulse buying.
H4: Promotional signage has a significant influence on impulse buying.

This research has some limitations. The study analyses the impulse buying behavior of customers 
in Kathmandu City only. Primary data were collected in this research. Therefore, the reliability of the 
findings depends upon the accuracy of the information provided by the respondents.

3. RESULTS AND DISCUSSION
3.1 Reliability Analysis

Reliability analysis is done to confirm the internal consistency of the questionnaires or survey 
instruments. Alpha value greater than 0.7 represents the standard of scales items to be used for the survey 
(Nunnally & Bernstein, 1994).

Table 1
Reliability Analysis

Code Construct Cronbach's Alpha
WD Window display .726
ISD In store display .792
FM Floor merchandising .764
PS Promotional signage .784
IB Impulse buying .733

The Journal of Nepalese Business Studies



73

Table 1 highlights the reliability of the scales items of constructs. Cronbach’s Alpha coefficients of 
all the constructs are greater than 0.7 so it shows excellent fit (George & Mallery; Nunnally & Bernstein, 
1994).

3.2 Descriptive Analysis
Descriptive statistics are used to report and summarize the basic nature of the data. Mean and standard 

deviation is the key tools in the descriptive analysis for average and variation in the collected data. It is 
presented in Table 2.

Table 2
Descriptive Analysis

Table 2 shows the mean value of window display, in-store display, floor merchandising, promotional 
signage and impulse buying were above 3. It is viewed as customers were influenced by these constructs 
while making purchase instantly. 

3.3 Regression Analysis
Regression assumptions were tested before running the regression analysis. Normality, linearity, 

multicollinearity, and independence of error tests showed no problems on data. So, regression analysis 
was run.

Table 3
Regression Analysis

          Construct Mean Standard deviation
Window display (WD) 3.66 .36
In store display (ISD) 3.74 .97
Floor merchandising (FM) 3.94 .34
Promotional signage (PS) 4.11 .45
Impulse buying (IB) 3.07 .45

Explanatory variable Coefficient value of B p-value
(Constant) .540 .000
Window display (WD) .235 .000
In store form/display (ISD) .071 .040
Floor merchandising (FM) .082 .065
Promotional signage (PS) .063 .000
R = 0.46788; R² =  0.583; Adjusted R² = 0.564; Std. Error of the estimate = 0.6714;
F-Value = 125.24; p-value of F test = 0.000.
Sig. at 5% level
Model: IB = .54 + 0.235 WD + 0.071 ISD + 0.082 FM + 0.063 PS
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Table 3 shows F-value and p-value of regression model was 125.24 and 0.000 respectively, which is 
significant at 5% level of significance. So, the model fitted well.

R square of this model was 0.583 which denotes the model predicts 58.3 percent in impulse buying 
by variation of explanatory variables (window display, in-store display, floor merchandising, and 
promotional signage).

3.4 Hypothesis Testing
H1:  Window display has a significant influence on impulse buying. 
 Sig. value of window display is 0.000 that is significant at 5% level of significance. So, H1 is 

accepted. Window display has significant influence on impulse buying. 
H2:  In-store form/mannequin display has significant influence on impulse buying.
 Sig. value of in-store form/mannequin display is 0.040 that is significant at 5% level of 

significance. So, H2 is accepted. In-store display has significant influence on impulse buying.
H3:  Floor merchandising has significant influence on impulse buying.
 Sig. value of in-store form/mannequin display is 0.065 that is not significant at 5% level of 

significance. So, H3 is not accepted. Floor merchandising has no significant influence on 
impulse buying. 

H4:  Promotional signage has significant influence on impulse buying.
 Sig. value of promotional signage is 0.000 that is significant at 5% level of significance. So, H4 

is accepted. Promotional signage has significant influence on impulse buying.

4. CONCLUSION

The research was conducted to examine the customer’s impulse buying behavior in Kathmandu in 
the retail sector. This research confirmed that window display, in-store display, and promotional signage 
have a significant influence on impulse buying. No support was found for floor merchandising. This study 
is consistent with Mehta and Chugan (2013), Khandai (2012) and Moayery, Zamani and Vazifehdoost 
(2014) that window display, in-store display and promotional signage had important factors for creating 
impulse buying. Window display creates appeal to the potential customers to enter into the store. In-store 
display motivates customers catching their eyes. Floor merchandising is arranging the products in the 
shelves and racks and promotional signage gives opportunity to customers for instant buying. In this 
regard, retailers should design window display attractively, design in-store display so tactfully that it will 
catch the eyes of the customers, floor merchandising helps customer involvement in product evaluation 
and selection and promotion signage give the opportunity to purchase instantly.
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