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Abstract

Tl}ls sludl_\’ explores the influence of store atmosphere on impulsive buying behavior in the
context of Nesto 1}’]’91j1\:1|‘kcl. Hi-Lite Mall, Kozhikode, Kerala. Drawing upon established theoretical
frameworks and empirical rescarch, the investigation aims to:
1. ldentity key clcmcpls of'store atmosphere (lighting, music, temperature, layout, displays) in Nesto
H_\-pcnnnrkcl and Hi-Lite Mall.
2. Examine the relationship between these clements and impulsive buying behavior among
customers of both stores.
3. C_On]pﬁl‘c and contrast the findings from both stores to understand the unique influcnce of store-
specific atmosphere on impulsive buying behavior.

Tl:e study utilizes a mixed-method approach, employing quantitative surveys and qualitative
interviews to gather data from a representative sample of customers at Nesto Hypermarket, Hi-Lite
Mall. Statistical analysis will be conducted on survey data to identify significant correlations between
store almo_sphcrc; elements and impulsive buying tendencies. Qualitative interviews will provide
deeper insights into the individual experiences and decision-making processes influenced by the
specific atmosphere of each store.

By delving into the unique atmosphere of Nesto Hypermarket, this study aims to offer valuable
insights into the complex interplay between store design, customer psychology, and impulsive buying
decisions in the Indian retail context.

Key Word:
Store Atmosphere, Impact assessment, Impulsive Buying Behavior, Kozhikode District, Hyper
Market

Introduction

Imagine wandering through a brightly lit hypermarket, vibrant music filling the air, enticing
aromas swirling around you. Products beckon from meticulously arranged shelves, each display a
carefully crafted tableau. Suddenly, that new gadget you never knew you needed finds its way into
your cart. Or perhaps, browsing through a trendy mall, you stumble upon a limited-edition clothing
line, and before you know it, you're walking out with bags laden with impulse purchases.

These are not isolated incidents. The retail world is a master of psychological seduction, and
store atmosphere, the sensory tapestry woven within its walls, plays a powerful role in influencing our
buying decisions. From the strategic placement of products to the subtle interplay of light and music,
every element is meticulously orchestrated to nudge us towards that extra purchase, the unplanned
indulgence.

This study delves into the fascinating world of impulsive buying, specifically focusing on how
store atmosphere in two popular Kozhikode destinations, Nesto Hypermarket and Hi-Lite Mall, shapes
our shopping behavior.

Why Kozhikode? This vibrant city in Kerala serves as a microcosm of India's burgeoning retail

landscape, where hypermarkets and malls have become integral to our shopping experience.

Understanding the factors that influence impulsive buying in this context can offer valuable insights

for retailers and consumers alike.

Our investigation rests on three key pillars: _
. Identifying the key elements of store atmosphere in Nesto Hypermarket and Hi-Lite Mall. This

includes analyzing factors like lighting, music, temperature, layout, and product displays.
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Negative Influences on Impulsive Buying:

e Functional Aspects: Poorly lit, disorganized, or crowded environments can create e
emotions and hinder exploration, ultimately discouraging impulsive behavior (Bitner, 1990) 1i
signage, difficult product access, and long queues can also lead to frustration and reduce impuly
o Sensory Overload: Excessive use of sensory stimuli, such as loud music or strong scents, ¢
overwhelming and counterproductive. Overly stimulating environments can lead to cognitive ov
and inhibit impulsive decision-making (Donovan ¢t al., 1994).

»  Misleading Cues: Inconsistent or deceptive marketing messages and product display
damage trust and inhibit impulsivity. Exaggerated claims, unclear pricing, and hidden fees can!
feelings of skepticism and reluctance to make quick decisions.

e Individual Differences: Consumer characteristics like personality traits, shopping got
financial awareness can moderate the impact of store atmosphere on impulsive buying. Indr
wi‘lh higher levels of impulsivity, spontaneous shopping tendencies, and limited financial con
might be more susceptible to environmental influences (Aghazadeh, 2005).

Statement of the problem
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‘ act of store atmosphere on impulsive buying behavior, focusing
e ablishments in Kozhikode, Kerala: Nesto Hyper Market and Hi-Lite Mall,

~aploving a mixed-me ¢ o ; . i
U_“l e "”‘_”"" approach. the study conmbines quantitative data through questionnarres
with quuln.ltln msights from in-de -

The present study investigates the imp
two prominent retail esy

o bm pthoanterviews with shoppers,

The thuh‘_hl.m\c ISTIRY '~‘ distributed 1o customers af both locations, examines the perceived influernce
of slwgt'llat' :nn‘u‘wplwnc clements (highting, music, product diqpl!;w«. ete.) on unplanned purchase
decisions Additionally. the survey explores individual traits and shopping habits that might predispose
certain individuals o impulsive buying. |

m-dcplh mienvaews with a selection of shoppers delve deeper into the qualitative aspects of the
shopping experience and uncover the subjective triggers and emotional responses associated with
impulsive buyving within the specific environments of Nesto Hyper Market

The study comnhutc.s to the understanding of how retailers can strategically manipulate store
atmosphere to H‘Iﬂl'lCI‘ICC consumer behavior, particularly focusing on the context of Indian shopping
culture and emerging retail trends in Kozhikode. The findings hold potential to inform marketing
strategics and optimize retail environments for both enhanced customer satisfaction and increased
revenue through impulse purchasces.

Objectives of the study
The ;31111191}! objective of the study is to assess the impact of store atmosphere on impulsive buying
behavior in the context of Nesto Hypermarket, Hi-Lite Mall, Kozhikode, Kerala.

Rescarch Mcthodology

This study will employ a mixed-method approach to comprehensively examine the impact of store
atmosphere on impulsive buying behavior in Nesto Hypermarket and Hi-Lite Mall, Kozhikode.

1. Survey questionnaire: A structured, self-administered questionnaire will be distributed to 2
representative sample of customers. The questionnaire will:

«  Measure impulsive buying tendencies using validated scales.

. Evaluate perceptions of store atmosphere through questions on lighting,  music,
temperature. layout, product displays etc.

« Employ Likert-scale or multiple-choice questions to ensure case of understanding and data
analysis.

2. Sampling: A stratified random sampling technique will be used to ensure a representative sample
from each store .

3. Sample size: A minimum sample size of 100 participants will be targeted for the store, providing
sufficient statistical power for analysis

Data Analyses

Store Atmosphere
The study identified six variables in order to assess the store atmosphere. All these variables are

measured on a five points Likert scale, where 1 indicate strongly disagree, 2 indicate disagree, 3

indicate neutral, 4 indicate agree, 5 indicate strongly agree.
Table 1: Store Atmosphere- Descriptive Statistics

SD D N A | SA Mean SD

cleanliness and tidiness of the store 0 8 20 36 | 36 | 4.0000 94281
lighting in the store 0 0 8 56 36 4.2800 60436
music playing in the store 0 4 8 44 | 44 | 42800 | .77954
temperature in the store 0 0 8 48 | 44 | 4.3600 | .62797
alvailability and helpfulness of staff in thel 0 4 56 | 40 | 4.3600 | .55994
store

variety and attractiveness of the product 0 24 | 32 | 44 | 42000 | .80403

1splays in the store

38



Bt o, ol

b e

AR A S hiirtin NS S S

7 ,;m,-'xx-&ﬁ m

/ - g : ;—gjj 3 :3?:7 ?',"3?:\.-# ; :'
,-:,ff?:- ~=~_~€‘ e N i
m.a .;wr/s-fw/,;.-:,f z e’ '*' AV s R
mwf o e e e el -"“‘&ét‘f"'"ﬁ"’f-‘;&"‘(" MK'P«-J‘ O Ay fe:»'.-v‘* Mf,&ew -
it o AR LR Py P
:P ,.w st A" #fﬁffw“"-?'#%*’ L BT TP e R e B St R
. 2" B S ey e W L A AT
:.‘ fyef fd./:(r/;r‘,d“?" 3 “’;ﬁ #?f(.o" 5 f/" l‘//.”f!'i"’f t"fi"ﬁy‘.aﬁ? : p‘yfl
..y.-, w"’x‘.rf‘{"ﬂ g L TR P Mo
A i

&’W”W m«*;gm
T s A N CA e -:ffy"»{‘i,w e
-t i I e g AEELIL IR »ﬂ*r‘é’frf‘ -.k’-"""r s

F -,.;Af; e e e L Pl o .:mewx L
oy ")"ir’ Sl #-..’\*N‘ f" ”W vf‘( 3‘-“"“"5& ¢

A f"""‘

fymw;w’w AL S AT

;‘-ﬂ- B s L M S T M
a-/f '_;,s/f.-,qf __,.g,,o” ﬁ*ﬂ&?&-‘fki""’

(r"—c.‘*-"qem (.if:p""» -‘osag;“’%t
T A T d’ﬂ'.mf RN S SR
&

At M-ﬁ)ﬁ«';w‘aw-:;ﬁg’;ﬁ’-ﬁm e I A
o ,.,..U FARE 4 AP e i AP die? fw"#ﬁc* = Mﬁuﬁ;‘,ﬂﬂ iy e R "f‘fé‘v’;{q‘rﬂ‘;ﬂ-x;f
AR AVE o g e n wﬁ*f’rﬁ - M’“*fi's-‘f’ Wi e T
» 5;)9&-,:.---;»' o r‘;,f.-r ¥ e S Gt LAY SR J.’A‘ﬂ/«%‘:}/f#ﬁr‘ d’,ﬁ'ffmpw ’fri’?’»,ﬂfﬁf’im
PRI A gyt . 'ifs':»"l’;;r LR st
o A o Birenir o #hd Wi gt #J'{“W"fwfwﬂ""%‘ . Wf’” = f"’*"’"’"}w* ;:.ﬁ‘
R e T Ty s S e AR T gt P E ek A SN, 47, s Rl e e
& gwf WL W Ao PR A Gersthist o . o Bt e o e e ;;..,g,pf;-y
A 5 g LT oy & SHOL Bk Hf/,ge" = f?’«"ﬂ’ﬁd‘f" S fﬁ?"f‘zﬁ«"n’-’ #F;M'-ﬁﬁ‘
£ P :1} u*,} o B e ,ﬁf» A A ek’ s dagine G #W#Mm ﬂW
S Py W L SRR By G e S AN oo st <l SR e s
s R L )@f‘fﬁﬁ




JERE ON IMPUESIVE BUA ING NEHAVIOR
aluable insights mto the respondents’ pereeptioy, . |
5 Of

ess and tidmess, Tighting, music tempergpe -
©
|

o STOR! VTMOND
[}
'\l““.

IMPAC N
The pm\idcd data offers A

hased on sy key clements: eleanlin
helplulness, and product displays,
In case of Lyghtmy, While the average score suggests a neutral impressio, .
csponses, with a signilicant portion (56%) favoring "Agree", Th; .1.. the daty iy,
d potentially enhance customer experience for a large "'U"'ih.““lic;”u; lluv"v’ti iy
Similar to lighting, both elements received a nu‘l‘llj““- Ag p 'hat On
1ses (56% and 48%, respectively). Tailoring yy . Wergy )y MM
nees could potentially improve satisfaction. [-'i,m”y'“ R“:-"lu ang| lcl)l th
positively, with the highest percentage l"lllil; : _"*“Dmmcms“m].
' E 1O o wy, Pere,..
-cl”":ll" Vi .

pange Of 1
lighting coul
Temperature concerned,
pereentage of "Apree” respal
on customer prefere
availabiliy and helpfulness
(40%). However, 4% indicated "Strongly Disagree”, suggesting polentia]

Al room g,

aff-customer interaction for a small group. )
Pr e,
Vi, I

Ll“‘_‘r ny

Impulsive Buying Behavior
The study identificd six variables to assess the store atmosphere, Lach
- PACh variable

l'n'c-mim Li}\Cﬂ scale. where 1 indicated strong disagreement, 2 indic: as
neutrality. 4 mdwnlcEl agreement, and 5 indicated strong agreement ec d'“‘&'Cc.ﬁé"%surc;]
. Table 3: Impulsive Buying Behavior- Descriptive § m ing, "4
! h 3 N‘ plve Slalis(ics g,
1 often buy things on impulse because 1 see g E Mea
h tempting offer. 3 10 24 38 | 25 ‘\4\\%\
B :
I 7200

1 find it difficult to resist buying something ’\N

ifit's on sale, even if 1 don't need it 0 40 24 - -04524

ifi _ : 20 |16

1 sometimes regret buying things | R 1200 \
0| 28 | 40 | 12 |2 ‘\\

purchased impulsively.

M,." c‘,"oﬁon-\‘, like excitement or boredom — 3-2400 ]

‘ptten influence my purchases. 10 12 48 24 = == .07422

‘;I frcqu_enl!_v buy things to cheer myself up on o 3.4400 (\

deal with stress. 0| 12 | 48 | 24 — "

51 fecl a sense of urgency or pressure to buy _16_ 3.4400 ?

something when it's on a limited-time ofTer. 0 12 48 24 16 T“\z?\
4400 1 905,

From the table, it i -
able, 1t is observed that (]
] B s < 1C average scor YA —
above the neutr: ; ; age score across all s " |
) itral point (3) on the Likert scale. This sugc all statements is 3.37 wivo, ——
buying. The standard deviation (SD) of ale. ns suggests a moderate tend > Whicly fallg g|ior
exhibiting stronger impulsive lcndu 'O] :-05 ncieates 2 mnpsiof KESpon G, ol B implﬁh”}
- o . 2ncies than other ¢ - : ses, with s » Hpulyig
impulsive buying behavior, i 1ers, This data s . 1 s0me T
e g behavior, influence e 1 ata suggests a moder; © Individy
T L :)be fdclms like promotions, Cl]101i:)11g0dtlldlclcndcncy m\\a::,
s occasional regre S, anc ' ;
é al regret, the overall trend i’ndimC[Opmg mechan gy,
ates a comfor wu
ort wth

- S.

Impact of
i grder loS;g;g?:;nothrc on Impulsive Buying Behavior
h s the impact of store & v
structural equation model [tcclm(')i store atmosphere on impulsive buying b _
»  Null hypothesis (H0): Tl ique. For this the study fixed the Fo]lozlx,.lg chaviour, the study u
belizndann : there 1s no significant impact of store at e ];Y]mthscs_
¢ atmosphere on impulsi :
pulsive buying

o .A"Crﬂﬂle h i i
l: l— . ﬂ[lT]OSp 1Cre on impu]si\'c bLl /ng

39



WY T TR PN TN VR RN

Salaanias Lo Al L o e Bl onl L 2

Gacason an i

BT PSP TR T T TR Pl (ha® € D e R ¥ e L Py T AN TV TR RSN -

-

Lamallhf e Lie a8 Sl

— LIRS L B R VY g Mo S -

11 Journal of Management

ISSN 2249-9040 Volume 14, No 10, January-June 2024

cleanliness and
tidiness of the store

&

lighting in the store

music playing in the
store

' ing Behavior
temperature Impulsive Buying be

in the store

availability and helpfulness
of staff in the store

variety and attractiveness of the
Fig 1: Impact of store atmosphere on impulsive buying behaviour- SEM

Table 7: Model Fit Indices

Variable CMIN/DF CFl1 GF1 TLI NFI1 RMSEA
Obtained Values 2.163 941 .938 .934 929 .027
Recommended Range <3 >0.9 >0.9 >0.9 >0.9 <0.08

Overall. the obtained fit indices suggest a fairly good fit between the model and the data.

Here's a breakdown of each index:

e CMIN/DF (Chi-Square/Degrees of Freedom): 2.163. This value is slightly higher than the ideal
threshold of 3. but still within an acceptable range, indicating a reasonably good fit.

e CFI (Comparative Fit Index), GFI (Goodness of Fit Index), TLI (Tucker-Lewis Index), and
NFI (Normed Fit Index): All values are above 0.9, meeting or exceeding the recommended threshold
of 0.9. This suggests a strong fit between the model and the data.

e RMSEA (Root Mean Square Error of Approximation): 0.027. This value is well below the
recommended threshold of 0.08, indicating a very good fit and suggesting that the model's residuals
are small.
Based on the analysis of the structural equation model, the study draws the following conclusions:

o Lighting in the store (.42) has the strongest positive relationship: This suggests that this aspect of
store atmosphere has the most significant positive influence on impulsive buying behaviour.

e Cleanliness and tidiness of the store (.29) has a moderate positive relationship: This aspect also
contributes to impulsive buying, but to a lesser extent.

e  Availability and helpfulness of staff in the store (-.24) has the strongest negative relationship: This
aspect of store atmosphere has the most significant negative impact on impulsive buying behaviour.

e Variety and attractiveness of the product displays in the store (-.02) has a negligible negative
relationship: This aspect has a very weak negative influence on impulsive buying.

e Music playing in the store and temperature in the store have very weak relationships: Their
weights are close to zero, suggesting they have little to no predictive power for impulsive buying

behaviour in this model.

Findings and suggestions
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