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Concept of Impulse buying

One who tends to make such
purchases is referred to as an impulse
purchaser or impulse buyer. While impulse
purchasing happens at almost every retail
chain ,Wal mart in particular has gained a
well-known reputation for individuals making
impulse purchase , A decade after Clover’s
(1950) preliminary research study on impulse
purchases, Stem (1962) delineated four
distinct types of impulse buying: Pure impulse
buying : Is a novelty or escape purchase
which breaks a normal buying pattern;
Reminder impulse buying: Occurs when a
shopper sees an item or recalls an
advertisement or other information and
remembers that the stock at home is low or
exhausted ; Suggestion impulse buying
Occurs when a shopper sees a product for the
first time and .visualizes a need for it; Planned
impulse buying : Takes place when the
shopper makes specific purchase decisions on
the basis of price specials, coupon offers and
the like.

Stem (1962) provides to the research
by subdividing impulse purchase into four
categories. They are based on the above
mentioned definitions where the purchase is
unplanned.

Pure Impulsive Buying: (defined as classic
impulsive buying), is a purchase that breaks
the normal planned shopping pattern. This
category is strongly connected to emotions and
the impulsiveness is very high. It occurs
because of a want to escape or because the
product is a novelty. The consumer is not
looking for the product at all but feels a strong
emotional want. Low price is a common
trigger to this category.

Suggestion Impulsive Buying: (defined as a
suggestion impulsive buying), because when
seeing a new product for the first time; a need
develops in the shopper that can only be
satisfied by buying it. This purchase can turn
out to be a rational or functional purchase
decision but the purchase is not planned
because the consumer has no previous



knowledge about the product. That is why
visualization in the store is the key factor for
the purchase.
Reminder Impulsive Buying: (defined as
reminder impulsive buying), is when a product
suddenly reminds the consumer that they need
it because they are out of it back home. There
already exists an unconscious need for the
product which implies that the consumer has
previous knowledge about the product. The
reminder impulse can also remind them about
a particular advertisement or information
previously noticed by the consumer, which
now makes the consumer take the opportunity
of purchasing. The difference between
reminder impulse buying and suggestion
impulse buying is that the product is known to
the consumer in the first but not in the latter
situation.
Un Planned Impulsive Buying: (defined as
planned impulsive buying), because when
entering a shop the consumer has in mind to
buy something or some sort of good but the
choice of what kind of product, brand, size or
price etc. has not been determined. Instead
special offers and other stimuli such as
salespersons, influence the decisions inside the
shop. The actual decision is made at the point
of sale. This makes it different from planned
purchase when a more specific kind of product
is in mind e.g. a blouse instead of clothes.
The difference between planned impulse
buying and reminder impulse buying is that
planned impulse buying is in some way
considered before entering the store instead of
being an unconscious need that suddenly
comes to mind. Piron (1991) who has studied
the previous definitions of impulse buying has
summarized three main criteria to the impulse
buying definition;

1 The purchase should be unplaimed i.e.
there is no buying intention prior to the
entrance of the consumer into the store.

2. Stimulus is what triggers impulse buying
whether it is reminder, environmental
manipulations (Engel et al 1968,
Lindstrom, 2009) or the buyers’ own
thoughts (Hirschman, 1985).

3. The purchase decision is made on-the-spot
i.e. an impulse purchase is spontaneous,
sudden. and occurs at the point of sale.
This means that the purchase is made
inunediately after the buying decision.
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Branded clothes

Brand

The brand name means "name, term,
design, symbol, or any other feature that
identifies one seller's product distinct from
those of other sellers."Brands are used in
business, marketing, and advertising. Initially,
in accounting, a brand defined as an intangible
asset is often the most valuable asset on a
corporation's balance sheet. Brand owners
manage their brands carefully to create
shareholder value, and brand valuation is an
important management technique that ascribes
a money value to a brand, and allows
marketing investment to be managed (e.g.:
prioritized across a portfolio of brands) to
maximize shareholder value. Although only
acquired brands appear on a .company's
balance sheet, the notion of putting avalue on
a brand forces marketing leaders to be focused
on long term stewardship of the brand and
managing for value.

Brand awareness refers to customers'
ability to recall and recognize the brand under
different conditions and link to the brand
name, logo, jingles and so on to certain
associations in memory. It consists of both
brand recognition and brand recall. It helps the
customers to understand to which product or
service category the particular brand belongs
and what products and services are sold under
the brand name. It also ensures that customers
know which of their needs are satisfied by the
brand through its products (Keller). Brand
awareness is of critical importance since
customers will not consider your brand if they
are not aware ofit.

Clothing is fiber and textile material
worn on the body. The wearing of clothing is
mostly restricted to hiunan beings and is a
feature of nearly all human societies. The
amount and type of clothing worn is dependent
on physical stature, gender, as well as social
and geographic considerations. Physically,
clothing serves many purposes: it can serve as
protection from the elements, and can enhance
safety during hazardous activities such as
hiking and cooking. It protects the wearer
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Brand
The brand name means "name, term,

design, symbol, or any other featiue that
identifies one seller's product distinct fi'om
those of other sellers."Brands are used in
business, marketing, and advertising. Initially,
in accounting, a brand defined as an intangible
asset is often the most valuable asset on a
corporation's balance sheet. Brand owners
manage their brands carefully to create
shareholder value, and brand valuation is an
important management technique that ascribes
a money value to a brand, and allows
marketing investment to be managed (e.g.:
prioritized across a portfolio of brands) to
maximize shareholder value. Although only
acquired brands appear on a .company's
balance sheet, the notion of putting a value on
a brand forces marketing leaders to be focused
on long term stewardship of the brand and
managing for value.

Brand awareness refers to customers'
ability to recall and recognize the brand under
different conditions and link to the brand
name, logo, jingles and so on to certain
associations in memory. It consists of both
brand recognition and brand recall. It helps the
customers to understand to which product or
service category the particular brand belongs
and what products and services are sold under
the brand name. It also ensures that customers
know which of their needs are satisfied by the
brand through its products (Keller). Brand
awareness is of critical importance since
customers will not consider your brand if they
are not aware of it.

Clothing is fiber and textile material
worn on the body. The wearing of clothing is
mostly restricted to human beings and is a
feature of nearly all human societies. The
amount and type of clothing worn is dependent
on physical stature, gender, as well as social
and geographic considerations; Physically,
clothing serves many purposes: it can serve as
protection fi-om the elements, and can enhance
safety during hazardous activities such as
hiking and cooking. It protects the wearer



from rough surfaces, rash-causing plants,
insect bites, splinters, thorns and prickles by
providing a barrier between the skin and the
environment. Clothes can insulate against cold
or hot conditions. Further, they can provide a
hygienic barrier, keeping infectious and toxic
materials away from the body. Clothing also
provides protection from harmful.

Major brands is one of the most
distinguished online shopping store that is
carefully tailored to offer a splendid shopping
experience to its consumers. This is an
exclusive brand outlet that has been a pioneer
in assisting their shoppers to get some of the
most privileged international brands that caters
to premium customers. With the launch of the
Spanish brand Mango in the year 2001, this
outlet established itself as an anchor retailer
occupying an immense retail space in the
Indian market. Today, www.majorbrands.in
offers an extensive selection of international
brands and occupies an immense retail space
in existing malls. Considered as a brand
custodian of fashion, the wide plethora of
brands here includes Mango, Aldo, Guess,
Charles & Keith, Inglot, La Senza, Nine West,
Bebe, Sparkles and more. Apart from
international brands, it also offers in house and
affordable premium fashion brands such as
Queue Up, Qup accessories and JFK.

At you have an opportunity to
experience innovation and excellence by
availing to a classy range of footwear,
clothing, lingerie, accessories, bags and
Jeweler. This dynamic store is constantly
engaged to  provide  uncompromising
excellence and committed service to their
shoppers. With a relentless focus on 100%
customer  satisfaction, this  megastore
endeavors to provide a completely hassle free
shopping experience. By  constantly
identifying the customer needs, it offers
convenient modes of payment including net
banking, credit card, debit card and easy cash
on delivery. Loaded with attractive rates and
seasonal deals, this online shopping portal
successfully caters .to the demands of people
across 500-t- cities.

Statement of the Problem

Expensive clothing, electronic
equipment, and books might be considered
non-impulse items, yet their purchase can
involve  impulsive  behavior. ~ Consumer
impulse buying is widespread, both across the
population and across product categories.

Impulse buying behavior studies have attract®
academic researcher attention because the
appears to be a contradiction between wh
people say and what people do. They are wtlH
savvy or highly connected via social mediT
however there’s no ‘one size fits all’ approaci
to the generation. Marketers are constanm
seeking to how to best attract, manage aM
retain and also make best use of vari”®
seeking and impulse buying young custoira
segment. This study will be devoted to a bettq
understanding of terms such as consur
benefits , perceptions and attitudes and hoil
they influence development of successf
marketing strategies.
Objectives of the study
> To evaluate the stimuli that trigge
impulse buying.
> To understand and analysis
consumer behavior.
> To examine the effect of impu
buying in branded clothes. £3
Research Methodology
In order to achieve the objectives™”
the study and to analyze the data collected”i
appropriate methodology was developed, 'lI
present study is exploratory as well*”
descriptive.  The collection of data
analysis are planned accordingly. The va
aspects of methodology adopted in pr
study are discussed below.
Area and Period of the study
The study was conduct
Coimbatore district from December 20Q1
April 2014.
Method of Sampling
A probability sampling pr
namely random sampling method was”
To select the sample respondente
comprised of the youth, that is ind
with age group between 19 years to 3$?
For this study the sample is drawn
households located in ward number
north zone of Coimbatore mu
corporation, specifically “youth” , yn
sample size of 150 respondents Thest
based on the primary data collected.
required data for present study was col
through a self designed questionnain”
secondary data was collected
journals, newspaper and reports. The col
data is analyzed with the help of st
tools like percentage analysis and
analysis .
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f m
40 26.67
75 50.00
'20 13.33
R 15 10.00
53 35.3
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32 21.3
58 38.7
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ary cata

"understood from the table 1
iyouth  sample respondents 40
ftg" to the age group between 25-
Imale 'respondents constitutes 54
Eremaining 46 percent were male
iflWajority of the respondents (64
married and 36percent were

£ ms for as the occupation is
Pv30 percent were engaged in self
Gt V77 percent were salaried , 27
[fe home makers and the remaining
I'vere students . The classification of
mdents based on the education ,
Sat 10.7percent had education upto

school level, 17.3 percent of respondents have
higher secondary education ,27.3 percent of
the respondents were under graduates , 38
percent were post graduates and remaining
6.7percent of the respondents studied diploma
courses . The respondents were classified
based on their monthly income. 35.3percent
have income below Rs.20000 , 43.3percent
have income between Rs 20000- Rs 30000 and
remaining 21.3percent have income above Rs
30000.
Type of impulse buying behavior

The sample respondents being youth
exhibited the following types of impulse
buying behavior. Table 2

Type of No of
behavior respondents
(n=150) Percentage
Unplanned 48 32.00
Pure impulse 50 33.30
Suggestive 27 18.00
Reminder 25 16.70

Source: primary data

From the above table 2 it reveals that
more than 33 percentage of the respondent
buying their product because of pure impulse
buying behavior. This category of respondents
were strongly connected to emotions and the
impulsiveness was  very high. It occurs
because of product novelty. The respondent
were not looking for the product at all but feels
a strong emotional want.

More than 32 percentage of the
respondents exhibited Unplanned impulse
buying behavior .Instead special offers and
other stimuli such as salespersons, influenced
by the decisions inside the shop. The actual
decision is made at the point of sale. This
makes it different fi'om plaimed purchase
when a more specific kind of product is in
mind. About 18 percentage of the respondents
exhibited Suggestive impulse buying behavior
.This purchase can turn out to be a rational or
functional purchase decision but the purchase
is not plaimed because the consumer has no
previous knowledge about the product. That is
why visualization in the store is the key factor
for the purchase.

More than 16 percentage of the
respondents  exhibited reminder impulse
buying behavior . .The reminder impulse can
also remind them about a particular
advertisement or information previously



noticed by the consumer, which makes the
consumer take the opportunity of purchasing.
The difference between reminder impulse
buying and suggestion impulse buying is that
the product is known to the consumer in the
first but not in the latter situation.

Occasions of Impulse buying among youth

Table 3
Occasions ol' Impulse buying among youth
Type of No of
behavior respondents
(n=150) Percentage

Before work 15 10.00
When | am

23 15.30
happy
When | am
with my 16 10.70
fnends
When |
have time to 16 10.70
spare
When I am 20 13.30
hungry
After work 24 16.00
When | am
bad mood 10 6.70
When | am
by myself 14 9.30
When lam
inarush L 8.00
Source: primary data

The youth respondent exhibited

impulse buying drive on different occasions
also presented in table 3 . According to the
above table 3 mostly 16 percent of
respondent experienced impulse buying while
they did purchased after their official working
time .About 15 percent had the experieneed of
impulse buying when they are happy ,and 13.3
percent when they felt hungry .About 10
percent respondent did included in impulse
buying when with the company of friends ,
leismed time ,and before going to work place
respectively .The psychological effect like bad
mood also drives 6.7 percent of the
respondents to get relaxation thought impulse
buying.

Stimuli for impulse buying among yout

Table 4

Type of No of respondents  Perci

behavior (n=150)
Cheap 10 4
Need 21 14]
Desire 12
Quality 19 %
New 12 s |
Curiosity 22 I
Salesperson 13
Commercial 16 i
Design 13 4
Practical 4
Emotion 4
Exiciting
shopping 4
experiences
Source: primary data The stimulus

motives youth
impulse buying were classified and

respondent to includ

in table 4. Among youth the noted stiii

impulse buying was curiosity 14.7
need 14 percent ,quality 12.7
jCotmnercial —advertisement
,design 8.7 percent and desire 8.7 pen
Factors influencing Impulse Buy
To know about the ag
disagreement about the impulse ,
respondents 24variables were inclii
respondents were asked to give
in the liket five point scale . Datal
were subjected of factor analysis
the underlying factor. Varimax
Kaiser Normalization was used
analysis .the principal component!
used for extraction purpose .The
selecting number of factor was ba
value .All those factor which had i
more than one was included.
Varimax Rotation ,nine factor had 1
of more than one .The rotation re
value of nine factor are presentm |
Table 5 KMO and BaiHe
Kaiser-Meyer-Olkin Measure of
Sampling Adequacy. '
Bartlett's Test of  Approx. Chi-Sgj
Sphericity Df
Sig.
The KMO and Bartlett's
the sample adequacy and is Impiul®
significant . They included mostly
buying.

10.7-1j



Table 6 Variables for factor analysis-
Variables

at for me to be a fashion leader
Ao f fashion trends and want to be one of the first to try them
Arit in my ability to recognized fashion trends
of the most important ways | have of expressing my individuality
Itito try new fashion: therefore, many people regard me as being a fashion leader
active life style, | need a wide variety of clothes
*Tit least one outfit of the latest fashion? AL
RW money on clothes and accessories?
lo ftime on fashion-related activities It is important to be well- dressed?
Stpo get ahead, you have to dress the part?
;ofyourselfis reflected by what you wear?
jd clothes is part of leading the good life?
Hd what to wear by so called fashion experts?
Kihing isjust a way of to get more money from the consumer?
1l like, regardless of current fashion?
Bings spontaneously?
mescribes the way | buy the things?
ijgs without thinking?
;about it later" describes me?
P feel like buying things on the spur of the moment?
Pi dth a bit reckless about what | buy?
jtbie 7 Factors influencing impulse buying branded clothes

Factors

2 3 4 5 6 7 8 9
pi ~-028 176 255  -075 033 -075 077 081

145  -179 -218  -066 -129 155 -033  -058
P22 -267 -065 @ .174 103 286 081 -022 176
fed 329 246 -001 298 024 -286 -190 -170
p? 715 -064 089  -072 106 -020 099 -062

612 -225 126 044 191 172 012 .0%

376  -268 254 -011  -299 284 -214 129

-133 746 -.163 040 -040  .092 013 .09

-081 682 209  -150 081  .107 -066  -.100
teo 098 048 703 013 048 237 -059 -.074
me 210 -046 639 149 -143  -189 084 -014
i(G94  -099 -123 128 749 150 076 -182 115
fP85  -163 051 .29 59 -353 -178 145  .002
p8 281 -023 -205 595  -009  .254 193 -215
po .08 -013 -175  -004 709 -128 083  -.052
posl 145 052 .16l 009 671 298 019 -028
048 061  .193 .05 099 076 824 075 .05
po5  -014 -191 113 069 153  .004 .79  .183
509 170 216 -152  -109  -057 128 637 -.354
#4 007 -029 -137  -023 -063 110 (021  .817
p30 467 338 .199 037 -072  -222 -048 485

1702 1538  1.503. 1461 1409 1305 1262 1262
8.103  7.322  7.158 6.959 6711 6.213 6.010 5.962
076 16780 -24.101 31260 38.219 44.930 51.142 57.152 63.114



Frontithe above table 3 a loading of
0.6 and 0.7 above was considered to be
significant from grouping the variables .In
factor one named as “trend setters”, consists of
the variables 1 am aware of fashion trend
(0.761), I am the first try new fashion ,many
people regard me as being a fashion leader
(0.679) ,I recent being told what wear by so
called fashion experts (0.622) .Factor Two
named as “Fashion appearance “ consists of
the variables | spend a lot of money, time on
fashion related activities (0.715), Wearing
good clothes is part of leading the good life
(0.612), s they give their important to the
physical appearance never bother to spend
time and money and they involve in impulse
buying . Factor three named as “Instant
gratification” consists the variables the youth
they instant wants everything now and don’t
have the tendency to involve themselves in
impulse buying .In factor “Buy now, think
about it later “describes me (0.716) , “Just do
it “ describes the way | buy things (0.628) .
Factor Four named as “Instant decision” and
who want variety of clothes to they are wants
this act of emotional  buying behavior
Sometime | feel like buying things on spur of
the moment (0.703) ,Because of my active life
style ,I need a wide variety of clothes (0.639)
.Factor Fifth is named as consists of the
variables “self image“ What you think of
yourself is reflected by what you wear (0.749)
, factor sixth named as “being the group”
consists of the variables If you want to get
ahead ,you have dress the part (0.671),l spend
a lot of money on clothes (0.709) , Factor
seventh  “clothing is important” named as
consists of the variables Clothes are one of the
most important factor (0.824), Factors Eight
named as “Not a fashion leader” consists of
the variables Sometime | am a bit reckless
about what | buy (0.796), | buy elothes I like
regardless of current fashion (0.637), Factor
nine named as “unplanned buying “ consists
of the variables often buy things without
thinking (0.817) .The variation explained by
the selected nine faetors for eaeh variables the
varianee explained by impulse buying is 7.2
percent .The buying behavior of the product
also resulted as a important factor .All together
9 factors explained 63.14percent of variables
in the impulse buying behavior among youth .
Conclusion

Consumer behavior plays a major role
in impulse buying behavior among youth with

special references to clothes .The
impulse buying behavior is coi
changing the purchase behavior of
The study brought out the fact that the
evaluate the of the impulse buying
and they are understand and anal
consumer behavior of the clothes and
the effect of impulse buying in'
clothes, retailers may use the findih|
study to improve their merehandise
and improve the shopping en’
including store displays to trigger
purchases. In a highly coi
environment. It would also be
examine impulse buying behavior*
youth.

It would a meaningful to examine the
buying behavior among youth for the
In addition, further researeh may
examine the impact of situational,
including physical and social
impulse buying. In this context we
examine whether emotional respond’
environments vary by demographics
gender, age, etc. only those rei
exceed the expectations of their d
terms of providing an enjoyable
experience can survive and become
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