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BAB V 

PENUTUP 

Pada bab ini, peneliti akan memaparkan secara deskriptif hasil kesimpulan 

dan pembahasan yang telah dijelaskan pada bab-bab sebelumnya. Selain itu, 

peneliti juga akan menguraikan implikasi manajerial, keterbatasan dalam 

penelitian ini, serta memberikan rekomendasi untuk penelitian selanjutnya. Setiap 

aspek tersebut akan dibahas secara terperinci sebagai berikut: 

5.1 Kesimpulan 

Penelitian ini dilakukan dengan tujuan mengetahui pengaruh visual 

merchandising terhadap impulse buying intention pada konsumen Produk 

Miniso DIY. Penelitian ini menggunakan data dari 153 responden yang sudah 

memenuhi kriteria dan diperoleh melelui survei kuesioner menggunakan 

Google Form yang disebar melalui berbagai platform media sosial. Responden 

yang berpartisipasi dalam kuesioner ini merupakan masyarakat berdomisili 

DIY, yang mengetahui Miniso DIY, dan pernah melakukan transaksi di Miniso 

DIY. Penelitian yang telah dilakukan menunjukkan bahwa masyarakat DIY 

memliki niat untuk pembelian impulsif (impulse buying intention) di Miniso 

DIY dengan persepsi pencahayaan (lighting), tata letak (layout), dan tampilan 

etalase (window display) sebagai variabel yang mempengaruhi. Kesimpulan 

dalam penelitian ini di dasarkan pada statistik deskriptif dan pengujian 

hipotesis penelitian. 
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5.2 Kesimpulan Berdasarkan Analisis Deskriptif 

Pada bagian ini, peneliti akan menguraikan kesimpulan yang diperoleh 

dari analisis deskriptif. Proses yang dilakukan meliputi penyaringan informasi 

dari para responden serta pengelompokan mereka berdasarkan jawaban yang 

diberikan dalam kuesioner. Berdasarkan hasil analisis deskriptif tersebut, 

peneliti menarik kesimpulan sebagai berikut: 

a. Responden awal dalam penelitian ini berjumlah 155 responden. Lalu 

setelah melewati pertanyaan demografi dan Filtering guna target 

responden sesuai dengan kriteria yang ditetapkan peneliti, didapat hanya 

153 responden yang memenuhi kriteria dan datanya layak untuk diolah. 

b. Responden yang mengisi kueksioner tercatat sebanyak 155 orang. 

Diantaranya terdapat 80 pria dan 73 wanita. Mayoritas responden 

didominasi oleh pria sebesar 52,3% 

c. Responden yang saat ini berusia 17-25 tahun berjumlah 101 orang, 26-

35 tahun berjumlah 37 orang, 36-45 tahun berjumlah 10 orang, dan 

berusia 45> berjumlah 5 orang. Tercatat mayoritas responden didominasi 

oleh responden berusia 17-25 tahun sebesar 66% 

d. Mayoritas responden di dalam penelitian ini didominasi oleh responden 

yang berdomisili di DIY, sesuai dengan kriteria responden yang 

ditetapkan.responden yang berdomisili di DIY sebanyak 153 orang atau 

sebesar 98,7% 
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e. Pendidikan terakhir responden didiominasi oleh SMA/SMK/Sederajat 

sebanyak 96 orang atau sebesar 62,7%. Diikuti oleh responden 

pendidikan terakhir DI/D2/D3/S1  sebanyak 53 orang, dan pendidikan 

terakhir S2 sebanyak 4 orang. 

f. Mayoritas pekerjaan responden di dominasi oleh pelajar/ mahasiswa 

sebanyak 92 orang atau sebesar 60,1%. Di ikuti oleh wirausaha 33 orang, 

karyawan 16 orang, ibu rumah tangga 7 orang, polisi 2 orang, guru 2 

orang, dan dosen 1 orang. 

g. Responden yang pernah berbelanja di Miniso DIY berjumlah 155 

responden dengan persentase 100% atau seluruhnya. 

5.3 Kesimpulan Berdasarkan Analisis Hipotesis Penelitian 

Pada bagian ini peneliti akan menjelaskan kesimpulan dari analisis 

hipotesis penelitian. Berdasarkan hasil analisis dan hasil uji hipotesis dengan 

menggunakan program SPSS (Ststistical Package For The Social) versi 25, 

dengan tujuan untuk mengetahui pengaruh visual merchandising terhadap 

impulse buying intention studi pada konsumen produk Miniso wilayah DIY 

maka dapat diambil kesimpulan sebagai berikut: 

a. Hasil uji hipotesis pertama menujukkan bahwa lighting berpengaruh 

positif dan signifikan terhadap impulse buying intention, sehingga 

hipotesis 1 (H1) diterima. Artinya semakin baik lighting di Minisio 

DIY, maka dapat memicu pembelian secara impulsif pada konsumen 

Miniso DIY. Begitupun sebaliknya, jika semakin buruk lighting di 
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Miniso DIY, maka akan sulit untuk memicu pembelian secara impulsif 

pada konsumen Miniso DIY. 

b. Hasil uji hipotesis kedua menunjukkan bahwa layout berpengaruh positif 

signifikan terhadap impulse buying intention, sehingga hipotesis 2 (H2) 

diterima. Artinya semakin baik layout di Miniso DIY, maka dapat 

memicu pembelian secara impulsif pada konsumen Miniso DIY. 

Begitupun sebaliknya, semakin buruk layout di Miniso DIY, maka akan 

sulit untuk memicu pembelian secara impulsif pada konsumen Miniso 

DIY. 

c. Hasil uji hipotesis ketiga menunjukkan bahwa window display 

berpengaruh positif signifikan terhadap impulse buying intention, 

sehingga hipotesis ketiga (H3) diterima. Artinya semakin baik window 

display di Miniso DIY, maka dapat memicu pembelian secara impulsif 

pada konsumen Miniso DIY. Begitupun sebaliknya, semakin buruk  

window display di Miniso DIY, maka akan sulit untuk memicu 

pembelian secara impulsif pada konsumen Miniso DIY. 

5.4 Implikasi Manajerial 

Penelitian ini dilakukan dengan tujuan mengetahui pengaruh visual 

merchandising terhadap impulse buying intention  studi pada konsumen produk 

Miniso wilayah DIY. Maka dari itu, peneliti berharap agar penelitian ini dapat 

memberikan manfaat bagi Miniso DIY maupun pihak lain yang bergerak di 

bidang ritel. Berikut merupan impilkasi manjerial dalam penelitian ini : 
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a. Pada hipotesis pertama, hasil penelitian menunjukkan bahwa 

pencahayaan (lighting) memberikan pengaruh yang signifikan terhadap 

impulse buying intention. Indikator lighting dengan rata-rata tertinggi 

terdapat pada pertanyaan pertama, yang menyoroti bahwa pencahayaan 

di Miniso DIY dinilai menarik dan menyenangkan oleh konsumen. 

Temuan ini mengisyaratkan bahwa semakin optimal kualitas 

pencahayaan yang dihadirkan Miniso DIY, semakin besar pula dorongan 

konsumen untuk melakukan pembelian secara impulsif. Selain itu, hasil 

ini memperlihatkan bahwa Miniso DIY telah berhasil menciptakan 

suasana toko yang nyaman dan menarik melalui pengaturan pencahayaan 

yang baik. Implikasinya, baik Miniso DIY maupun pelaku ritel lainnya 

dapat mempertimbangkan untuk terus meningkatkan kualitas tata cahaya 

di toko mereka sebagai strategi untuk mendorong peningkatan impulse 

buying intention konsumen. 

b. Dalam hipotesis kedua, penelitian menunjukkan bahwa layout memiliki 

dampak signifikan terhadap impulse buying intention. Indikator variabel 

layout menunjukkan nilai mean tertinggi pada indikator pertama dari 

variabel layout yang menununjukan bahwa tata letak Miniso DIY 

memungkinkan bergerak dengan mudah dan bebas. Ini mengidikasi 

bahwa semakin baik kualitas layout Miniso DIY, semakin besar 

pengaruhnya terhadap niat pembelian impulsif di sana. Disamping itu, 

hal ini juga membuktikan bahwa Miniso DIY mampu memberikan dan 

menyediakan layout yang baik dan mempermudah bagi konsumen. 
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Implikasinya, baik Miniso DIY maupun perusahaan ritel dapat 

meningkatkan kualitas layout mereka untuk meningkatkan impulse 

buying intention. 

c. Pada hipotesis ketiga, penelitian ini menemukan bahwa window display 

memiliki pengaruh signifikan terhadap impulse buying intention. Nilai 

rata-rata tertinggi pada indikator window display menunjukkan bahwa 

produk-produk di Miniso DIY mudah terlihat oleh konsumen. Artinya, 

semakin baik penataan dan visualisasi window display di Miniso DIY, 

semakin besar kecenderungan konsumen untuk melakukan pembelian 

secara impulsif. Temuan ini juga menegaskan bahwa Miniso DIY telah 

mampu menampilkan produk melalui window display secara menarik 

dan efektif, sehingga dapat menarik perhatian dan minat konsumen 

secara spontan. Implikasinya, Miniso DIY maupun perusahaan ritel 

lainnya dapat mempertimbangkan untuk terus meningkatkan kualitas dan 

kreativitas window display mereka. Upaya ini tidak hanya dapat 

memperkuat daya tarik visual toko, tetapi juga berpotensi mendorong 

peningkatan perilaku pembelian impulsif di kalangan konsumen. 

5.5 Kelemahan Penelitian 

Peneliti menyadari bahwa penelitian ini masih memiliki sejumlah 

keterbatasan. Setelah penelitian selesai dilakukan, beberapa kelemahan dapat 

dirangkum sebagai berikut, dengan harapan dapat menjadi bahan pertimbangan 

bagi penelitian selanjutnya. 
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a. Jumlah responden yang terlibat dalam penelitian ini hanya sebanyak 153 

orang. Jumlah tersebut dinilai belum cukup untuk merepresentasikan 

kondisi sebenarnya, mengingat populasi penelitian yang sangat besar. 

Akibatnya, hasil penelitian ini mungkin kurang dapat digeneralisasikan 

ke populasi yang lebih luas. 

b. Penelitian ini hanya difokuskan pada wilayah Daerah Istimewa 

Yogyakarta (DIY), yaitu pada Miniso. Keterbatasan area penelitian ini 

dapat membatasi penerapan hasil temuan pada wilayah di luar DIY. 

c. Pengumpulan data dilakukan melalui kuesioner yang tidak selalu 

menghasilkan data yang akurat atau mencerminkan pendapat asli 

responden, sehingga dapat menimbulkan bias. Faktor emosional 

responden juga dapat mempengaruhi kejujuran dan ketepatan jawaban 

mereka. Selain itu, responden mungkin mengalami kesulitan dalam 

mengisi kuesioner. 

d. Jumlah variabel visual merchandising yang dianalisis dalam penelitian 

ini hanya terbatas pada tiga variabel. Padahal, visual merchandising 

memiliki banyak aspek lain yang juga penting untuk dipelajari. 

Keterbatasan ini menyebabkan hasil penelitian belum sepenuhnya 

mampu merepresentasikan keseluruhan konsep visual merchandising 

secara komprehensif. 

e. Selain itu, beberapa pertanyaan indikator dalam kuesioner Google Form 

yang digunakan dalam penelitian ini masih dianggap kurang jelas atau 
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sulit dipahami oleh sebagian responden. Hal ini dapat memengaruhi 

kualitas data yang diperoleh, karena responden mungkin menafsirkan 

pertanyaan secara berbeda atau bahkan salah memahami maksud 

pertanyaan tersebut, sehingga jawaban yang diberikan tidak sepenuhnya 

akurat. 

5.6 Saran Penelitian 

Berdasarkan kesimpulan yang telah dipaparkan sebelumnya, peneliti 

memberikan beberapa rekomendasi untuk penelitian selanjutnya: 

a. Peneliti selanjutnya disarankan untuk memperbesar jumlah sampel 

responden agar data yang diperoleh menjadi lebih representatif dan 

kualitas penelitian dapat ditingkatkan. 

b. Pada penelitian mendatang, sebaiknya objek penelitian Miniso tidak 

hanya terbatas pada satu wilayah saja, melainkan mencakup Miniso di 

berbagai daerah di Indonesia. 

c. Untuk penelitian di masa depan, disarankan untuk menambah metode 

pengumpulan data, misalnya dengan memasukkan teknik wawancara 

selain kuesioner. 

d. Diharapkan penelitian selanjutnya menambahkan variabel yang lebih 

beragam untuk menggambarkan visual merchandising secara lebih 

komprehensif dan spesifik. Selain itu, penyusunan pertanyaan kuesioner 

harus jelas, tidak ambigu, dan mudah dipahami oleh seluruh responden. 
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LAMPIRAN 

LAMPIRAN 1 : KUESIONER PENELITIAN 
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LAMPIRAN 2 : DATA RESPONDEN 
 

Apakah pernah 

berbelanja di 

Miniso ? 

Apakah Anda 

berusia 17 tahun ke 

atas ? 

Apakah Anda 
berdomisili di 

wilayah Yogyakarta 

? 

Jenis Kelamin Rentang usia Pendidikan terakhir Pekerjaan 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 D1/D2/D3/D4/S1 Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 D1/D2/D3/D4/S1 Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 
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Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Wirausaha 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 D1/D2/D3/D4/S1 Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 D1/D2/D3/D4/S1 Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 26–35 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Laki-laki 26–35 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Laki-laki >45 D1/D2/D3/D4/S1 Wirausaha 
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Pernah Ya Ya Perempuan >45 SMA/SMK/Sederajat Ibu Rumah Tangga 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 26–35 D1/D2/D3/D4/S1 Ibu Rumah Tangga 

Pernah Ya Ya Laki-laki 36–45 SMA/SMK/Sederajat Karyawan 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 36–45 D1/D2/D3/D4/S1 Karyawan 

Pernah Ya Ya Perempuan 36–45 D1/D2/D3/D4/S1 Ibu Rumah Tangga 

Pernah Ya Ya Perempuan 36–45 D1/D2/D3/D4/S1 Guru 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 
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Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Bakul Gorengan 

Pernah Ya Tidak Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 D1/D2/D3/D4/S1 Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Karyawan 

Pernah Ya Ya Laki-laki 26–35 S2 Wirausaha 
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Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 26–35 D1/D2/D3/D4/S1 Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 36–45 SMA/SMK/Sederajat Ibu Rumah Tangga 

Pernah Ya Ya Laki-laki 36–45 D1/D2/D3/D4/S1 Karyawan 

Pernah Ya Ya Perempuan 36–45 SMA/SMK/Sederajat Ibu Rumah Tangga 

Pernah Ya Ya Perempuan >45 D1/D2/D3/D4/S1 Guru 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 
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Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 26–35 D1/D2/D3/D4/S1 Karyawan 
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Pernah Ya Ya Perempuan 26–35 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Laki-laki 36–45 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Laki-laki 26–35 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 26–35 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 26–35 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Perempuan 17–25 D1/D2/D3/D4/S1 Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 26–35 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 
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Pernah Ya Ya Perempuan 26–35 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Perempuan 17–25 D1/D2/D3/D4/S1 Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 
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Pernah Ya Ya Laki-laki 26–35 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Perempuan 26–35 S2 Dosen 

Pernah Ya Ya Laki-laki >45 SMA/SMK/Sederajat Wirausaha 

Pernah Ya Ya Perempuan >45 SMA/SMK/Sederajat Wirausaha 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Karyawan 

Pernah Ya Ya Laki-laki 26–35 D1/D2/D3/D4/S1 Karyawan 

Pernah Ya Ya Laki-laki 26–35 D1/D2/D3/D4/S1 Polisi 

Pernah Ya Ya Laki-laki 17–25 D1/D2/D3/D4/S1 Polisi 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 
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Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 26–35 D1/D2/D3/D4/S1 Karyawan 

Pernah Ya Ya Laki-laki 26–35 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Wirausaha 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 26–35 D1/D2/D3/D4/S1 Karyawan 

Pernah Ya Ya Laki-laki 26–35 S2 Wirausaha 

Pernah Ya Ya Perempuan 17–25 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 
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Pernah Ya Ya Perempuan 26–35 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 D1/D2/D3/D4/S1 Karyawan 

Pernah Ya Ya Laki-laki 17–25 D1/D2/D3/D4/S1 Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 26–35 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 D1/D2/D3/D4/S1 Karyawan 

Pernah Ya Ya Laki-laki 26–35 SMA/SMK/Sederajat Wirausaha 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 
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Pernah Ya Ya Laki-laki 26–35 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 26–35 SMA/SMK/Sederajat Karyawan 

Pernah Ya Ya Laki-laki 26–35 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Laki-laki 17–25 D1/D2/D3/D4/S1 Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 26–35 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Perempuan 26–35 SMA/SMK/Sederajat Karyawan 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Tidak Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 26–35 D1/D2/D3/D4/S1 Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 
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Pernah Ya Ya Laki-laki 17–25 D1/D2/D3/D4/S1 Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 26–35 D1/D2/D3/D4/S1 Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 26–35 SMA/SMK/Sederajat Ibu Rumah Tangga 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 26–35 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Laki-laki 26–35 SMA/SMK/Sederajat Wirausaha 

Pernah Ya Ya Laki-laki 26–35 S2 Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 26–35 D1/D2/D3/D4/S1 Karyawan 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 
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Pernah Ya Ya Perempuan 26–35 SMA/SMK/Sederajat Karyawan 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 36–45 D1/D2/D3/D4/S1 Ibu Rumah Tangga 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Wirausaha 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 36–45 D1/D2/D3/D4/S1 Wirausaha 

Pernah Ya Ya Perempuan 26–35 D1/D2/D3/D4/S1 Karyawan 

Pernah Ya Ya Laki-laki 17–25 D1/D2/D3/D4/S1 Wirausaha 
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Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Perempuan 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 

Pernah Ya Ya Laki-laki 17–25 SMA/SMK/Sederajat Pelajar/Mahasiswa 
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LAMPIRAN 3 : HASIL JAWABAN KUESIONER 
 

LG1 LG2 LG3 LG4 LY1 LY2 LY3 WD1 WD2 WD3 IB1 IB2 IB3 IB4 

4 5 5 5 4 4 4 5 5 4 4 4 4 4 

5 4 4 5 5 4 5 5 4 5 5 4 5 5 

2 2 3 1 1 3 2 1 3 2 1 3 1 3 

5 5 5 4 5 5 5 5 5 5 4 4 5 5 

5 5 5 4 5 5 5 5 5 5 5 4 5 4 

5 5 5 5 5 4 5 5 5 4 5 5 5 4 

5 5 5 5 4 4 5 5 5 5 4 4 5 5 

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

4 4 4 5 5 5 5 5 5 5 5 5 5 5 

4 5 4 5 4 5 4 5 4 5 4 5 4 4 

4 3 3 4 4 5 5 4 4 5 5 3 4 5 

5 5 4 4 5 4 4 4 5 4 5 5 4 4 

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

5 4 5 5 4 4 4 5 4 5 4 4 4 4 

2 3 1 1 2 1 2 1 2 3 1 2 2 3 

4 4 5 5 5 5 5 5 5 5 5 5 5 5 

5 5 5 5 4 5 5 4 5 5 5 5 5 4 

5 5 5 5 5 4 5 5 4 5 5 5 4 5 
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5 5 5 5 5 5 5 4 5 5 5 5 5 5 

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

5 5 5 5 5 5 5 5 5 5 5 5 5 5 

4 5 4 5 5 5 5 4 4 5 5 5 5 5 

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

5 5 5 5 5 5 5 4 5 5 5 5 5 5 

5 4 4 5 5 5 5 4 5 5 5 5 5 5 

5 5 5 5 4 5 5 4 5 5 5 4 5 5 

5 5 5 5 5 5 5 5 5 5 5 5 5 5 

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

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

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

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

5 5 5 5 5 4 5 5 5 4 5 5 4 4 

5 4 5 4 5 4 3 4 5 5 5 4 4 5 

5 5 4 5 5 5 5 5 5 4 4 5 4 5 

5 5 5 5 5 5 5 5 5 5 3 5 3 4 

5 5 5 5 4 5 5 4 5 5 5 5 4 4 

5 5 5 5 3 3 3 3 3 3 3 3 4 3 



 

 

125 
  

4 4 3 3 4 4 5 4 5 5 5 4 5 4 

5 5 5 5 4 4 5 4 4 3 5 4 5 4 

5 5 4 5 4 5 5 5 4 5 5 4 4 5 

5 5 5 4 5 5 4 5 5 5 4 5 5 5 

5 5 4 5 5 5 4 5 5 5 4 5 5 5 

5 5 5 4 5 4 5 4 4 4 5 5 4 5 

5 5 4 5 5 5 4 4 4 4 5 5 4 5 

4 4 5 5 4 4 5 4 5 4 4 3 5 3 

5 5 5 5 4 5 5 5 5 5 4 5 5 5 

4 5 4 5 5 5 5 4 5 5 4 5 5 5 
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4 5 4 5 5 5 5 4 3 4 5 5 5 5 

5 4 4 5 5 4 5 5 4 5 4 5 5 5 

5 5 4 5 5 5 5 4 5 5 4 5 5 5 

5 5 5 4 5 4 5 5 5 5 5 4 5 5 

4 5 5 4 5 4 5 5 5 5 5 4 5 5 

5 4 5 5 5 4 4 4 2 4 4 5 4 5 

4 5 4 5 5 4 5 4 5 5 4 5 5 5 

5 4 5 5 5 5 5 4 4 5 5 4 5 5 

5 5 4 5 4 5 5 4 5 5 5 5 5 4 

4 5 5 4 5 4 5 4 5 5 4 5 5 4 
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5 5 4 5 5 4 5 5 4 5 4 5 5 5 

4 5 5 5 5 4 5 5 4 5 4 5 5 5 

4 5 4 5 5 5 5 4 4 5 4 5 5 5 

4 5 5 5 4 5 5 4 5 5 4 5 5 5 

5 4 5 5 4 5 5 5 5 4 5 4 5 5 

4 5 5 5 4 5 5 4 5 5 5 4 5 5 

4 5 4 4 4 4 4 4 4 4 4 4 4 4 

4 5 5 4 5 4 5 4 5 5 4 5 4 5 

4 5 5 5 4 5 5 4 5 5 5 4 5 5 

5 5 5 4 3 3 4 5 4 4 3 4 4 3 

5 5 4 5 5 4 5 4 5 5 5 5 4 5 

5 4 5 5 4 5 5 5 4 5 5 4 5 5 
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5 4 5 5 5 4 5 4 4 5 5 5 4 5 

5 4 5 5 4 3 5 5 5 5 5 5 3 3 

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

5 5 4 5 4 5 4 5 4 5 4 5 5 4 

5 5 4 5 4 4 5 5 4 5 4 5 4 5 

4 5 4 5 4 5 4 5 5 4 5 5 4 5 

5 4 4 4 5 4 5 4 4 5 5 4 5 5 

5 4 5 5 5 5 4 4 5 5 5 5 3 5 

4 5 4 4 5 4 5 5 4 4 5 5 4 5 

4 4 5 5 5 4 5 4 5 3 4 5 4 5 

5 5 4 4 5 4 5 5 4 4 5 5 4 5 



 

 

129 
  

5 4 5 4 4 4 5 4 5 4 5 4 5 5 

5 4 4 5 4 5 5 4 4 5 5 5 4 5 

5 5 4 5 4 5 5 4 4 5 5 4 5 5 

5 5 4 5 4 5 5 4 5 4 5 5 4 5 

5 4 4 5 5 5 4 5 5 4 4 5 4 5 

5 5 4 5 4 4 5 4 5 4 4 5 4 4 

5 5 4 5 4 5 4 5 4 5 5 4 5 4 

5 4 5 4 4 4 5 5 4 4 5 5 4 4 

4 4 5 5 4 5 4 5 4 4 5 4 5 4 

4 5 4 5 5 5 5 4 5 4 4 5 5 5 

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

4 5 5 4 5 5 4 5 5 4 4 5 5 4 

4 5 5 4 5 4 4 5 5 4 5 4 4 5 

5 5 4 5 4 3 5 4 5 4 4 4 5 4 

4 5 5 4 4 4 5 4 5 3 4 4 5 4 

5 4 5 5 4 4 5 5 4 4 5 4 4 5 

5 4 5 5 5 4 4 5 5 4 4 4 5 5 

5 4 4 5 4 4 5 5 5 4 4 5 5 4 

5 4 5 5 4 5 5 4 5 5 4 4 5 5 

5 5 4 5 5 4 5 5 5 4 4 5 5 4 

4 5 5 4 5 5 4 4 4 5 5 4 5 5 
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5 5 4 5 4 4 5 5 5 4 4 4 5 5 

4 5 5 5 4 5 5 5 4 4 4 5 5 4 

4 4 5 4 5 5 4 5 4 4 5 5 4 5 

5 4 5 5 5 4 5 4 4 5 4 5 5 4 

4 5 5 5 5 4 5 4 5 4 5 5 4 5 

5 5 4 5 4 5 4 5 4 5 4 4 5 5 

5 4 4 4 5 4 5 4 5 4 5 5 4 5 

5 4 4 5 4 4 5 4 4 5 4 5 5 3 

4 5 5 5 4 5 5 4 4 5 5 4 5 4 

5 5 4 5 5 4 5 5 4 4 5 4 5 5 

4 4 5 4 5 4 5 4 5 4 5 4 4 5 
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4 5 4 5 5 5 4 5 5 4 5 4 5 4 

4 5 4 5 5 4 4 5 4 5 5 4 5 4 

4 5 5 4 5 5 4 5 4 4 5 4 5 5 

4 5 5 5 4 5 5 4 5 4 5 5 4 4 

5 4 5 5 4 5 4 5 5 4 5 4 5 4 

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

5 4 4 5 4 5 4 3 4 5 5 4 5 4 

5 4 5 4 5 4 4 4 5 4 5 4 5 4 

4 4 5 5 4 5 5 4 4 5 4 5 4 5 

5 4 4 5 4 4 3 5 4 5 4 5 4 3 

4 4 5 4 4 5 4 4 4 5 5 4 5 4 
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5 4 5 4 5 4 4 5 4 5 5 5 4 4 

4 5 4 5 4 4 5 5 4 4 5 5 5 3 

4 5 5 4 4 5 4 5 4 4 5 5 5 4 

5 4 5 5 5 4 5 4 4 5 4 4 5 5 

4 5 4 5 5 4 5 5 4 4 5 4 5 5 

5 5 4 4 4 4 4 5 4 4 4 5 4 4 

5 5 4 4 5 5 4 4 4 5 5 4 4 5 

4 4 5 4 5 5 5 4 5 4 5 4 5 5 

4 5 5 5 5 4 5 4 4 5 5 4 5 5 

5 4 5 4 4 5 5 5 4 5 5 4 5 5 

5 4 5 4 5 4 5 5 4 4 5 4 5 5 
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4 5 4 4 5 4 5 4 5 5 5 4 5 5 

5 4 5 5 5 4 5 5 4 4 5 5 5 4 

4 5 5 5 5 5 5 3 4 4 4 5 5 5 

5 4 5 5 4 5 5 4 5 4 5 4 4 5 

5 4 5 5 5 5 4 3 4 4 4 5 4 4 

4 5 4 5 5 4 5 5 4 5 5 4 5 5 

4 4 5 4 3 4 4 4 5 5 4 5 4 4 

5 4 4 4 5 4 5 4 5 5 4 5 5 5 

4 5 4 4 5 4 4 4 4 4 5 4 4 5 

4 5 4 4 5 5 4 5 4 4 5 5 4 5 
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4 4 3 4 4 4 5 4 4 4 5 4 5 3 

5 4 5 5 4 5 5 4 4 4 5 5 4 5 

5 4 5 5 4 5 5 4 5 5 4 5 4 5 

5 4 4 5 5 5 5 4 5 5 5 4 5 5 

4 5 5 5 4 5 5 4 5 4 5 4 5 5 

2 1 4 3 1 1 2 1 2 3 1 2 1 3 
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LAMPIRAN 4 : HASIL OLAH DATA SPSS 

 

Apakah pernah berbelanja di Miniso ? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Pernah 153 100,0 100,0 100,0 

 

 

Apakah Anda berusia 17 tahun ke atas ? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Ya 153 100,0 100,0 100,0 

 

 

Apakah Anda berdomisili di wilayah Yogyakarta ? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Tidak 2 1,3 1,3 1,3 

Ya 151 98,7 98,7 100,0 

Total 153 100,0 100,0  

 
 

1. Profil Responden 

 

Jenis Kelamin 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Laki-laki 80 52,3 52,3 52,3 

Perempuan 73 47,7 47,7 100,0 

Total 153 100,0 100,0  

 

Rentang usia 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid >45 5 3,3 3,3 3,3 

17–25 101 66,0 66,0 69,3 

26–35 37 24,2 24,2 93,5 

36–45 10 6,5 6,5 100,0 
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Total 153 100,0 100,0  

 

 

Pendidikan terakhir 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid D1/D2/D3/D4/S1 53 34,6 34,6 34,6 

S2 4 2,6 2,6 37,3 

SMA/SMK/Sederajat 96 62,7 62,7 100,0 

Total 153 100,0 100,0  

 

 

Pekerjaan 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Dosen 1 ,7 ,7 ,7 

Guru 2 1,3 1,3 2,0 

Ibu Rumah Tangga 7 4,6 4,6 6,5 

Karyawan 16 10,5 10,5 17,0 

Pelajar/Mahasiswa 92 60,1 60,1 77,1 

Polisi 2 1,3 1,3 78,4 

Wirausaha 33 21,6 21,6 100,0 

Total 153 100,0 100,0  

 
 

2. Statistik deskriptif 

Lighting : 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

LI1 153 1,00 5,00 4,3987 ,87614 

LI2 153 1,00 5,00 4,4118 ,83137 

LI3 153 1,00 5,00 4,3922 ,81301 

LI4 153 1,00 5,00 4,5163 ,81195 

TOTAL_LI 153 6,00 20,00 17,7190 2,68636 

Valid N (listwise) 153     
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Layout : 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

LY1 153 1,00 5,00 4,3007 ,95342 

LY2 153 1,00 5,00 4,3007 ,82785 

LY3 153 1,00 5,00 4,4379 ,93773 

TOTAL_LY 153 4,00 15,00 13,0392 2,33926 

Valid N (listwise) 153     

 

Window display : 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

WD1 153 1,00 5,00 4,2092 ,94349 

WD2 153 1,00 5,00 4,3203 ,85574 

WD3 153 1,00 5,00 4,3072 ,92680 

TOTAL_WD 153 4,00 15,00 12,8366 2,31828 

Valid N (listwise) 153     

 

Impulse buying intention : 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

IB1 153 1,00 5,00 4,3660 ,94418 

IB2 153 1,00 5,00 4,3137 ,87713 

IB3 153 1,00 5,00 4,3464 ,98221 

IB4 153 1,00 5,00 4,3660 ,93014 

TOTAL_IB 153 5,00 20,00 17,3922 3,07202 

Valid N (listwise) 153     
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3. Uji Validitas dan Reliabilitas 

Item pertanyaan lighting (X1) 

 

 

Correlations 

 P1 P2 P3 P4 TOTAL_X1 

P1 Pearson Correlation 1 ,577** ,527** ,578** ,839** 

Sig. (2-tailed)  ,000 ,000 ,000 ,000 

N 153 153 153 153 153 

P2 Pearson Correlation ,577** 1 ,460** ,580** ,812** 

Sig. (2-tailed) ,000  ,000 ,000 ,000 

N 153 153 153 153 153 

P3 Pearson Correlation ,527** ,460** 1 ,469** ,759** 

Sig. (2-tailed) ,000 ,000  ,000 ,000 

N 153 153 153 153 153 

P4 Pearson Correlation ,578** ,580** ,469** 1 ,812** 

Sig. (2-tailed) ,000 ,000 ,000  ,000 

N 153 153 153 153 153 

TOTAL_X1 Pearson Correlation ,839** ,812** ,759** ,812** 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000  

N 153 153 153 153 153 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

,921 4 

 

 

 

 

 

 

 

 

 

 

 

 

 

Item pertanyaan layout (X2) 
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Correlations 

 P5 P6 P7 TOTAL_X2 

P5 Pearson Correlation 1 ,585** ,705** ,897** 

Sig. (2-tailed)  ,000 ,000 ,000 

N 153 153 153 153 

P6 Pearson Correlation ,585** 1 ,524** ,802** 

Sig. (2-tailed) ,000  ,000 ,000 

N 153 153 153 153 

P7 Pearson Correlation ,705** ,524** 1 ,874** 

Sig. (2-tailed) ,000 ,000  ,000 

N 153 153 153 153 

TOTAL_X2 Pearson Correlation ,897** ,802** ,874** 1 

Sig. (2-tailed) ,000 ,000 ,000  

N 153 153 153 153 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

,822 3 

 

 

 

 

 

 

 

 

 

 

 

 
 

Item pertanyaan window display (X3) 
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Correlations 

 P8 P9 P10 TOTAL_X3 

P8 Pearson Correlation 1 ,601** ,588** ,864** 

Sig. (2-tailed)  ,000 ,000 ,000 

N 153 153 153 153 

P9 Pearson Correlation ,601** 1 ,564** ,839** 

Sig. (2-tailed) ,000  ,000 ,000 

N 153 153 153 153 

P10 Pearson Correlation ,588** ,564** 1 ,847** 

Sig. (2-tailed) ,000 ,000  ,000 

N 153 153 153 153 

TOTAL_X3 Pearson Correlation ,864** ,839** ,847** 1 

Sig. (2-tailed) ,000 ,000 ,000  

N 153 153 153 153 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

,807 3 
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Item pertanyaan impulse buying intention (Y) 

 

Correlations 

Correlations 

 P11 P12 P13 P14 TOTAL_Y 

P11 Pearson Correlation 1 ,528** ,643** ,611** ,848** 

Sig. (2-tailed)  ,000 ,000 ,000 ,000 

N 153 153 153 153 153 

P12 Pearson Correlation ,528** 1 ,476** ,576** ,774** 

Sig. (2-tailed) ,000  ,000 ,000 ,000 

N 153 153 153 153 153 

P13 Pearson Correlation ,643** ,476** 1 ,573** ,827** 

Sig. (2-tailed) ,000 ,000  ,000 ,000 

N 153 153 153 153 153 

P14 Pearson Correlation ,611** ,576** ,573** 1 ,838** 

Sig. (2-tailed) ,000 ,000 ,000  ,000 

N 153 153 153 153 153 

TOTAL_Y Pearson Correlation ,848** ,774** ,827** ,838** 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000  

N 153 153 153 153 153 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

,840 4 

a. Dependent Variable: impulse buying intention 
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4. Uji koefsien determinasi 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,956a ,913 ,911 ,91491 

a. Predictors: (Constant), WINDOW DISPLAY, LAYOUT, LIGH 

 
 

5. Ujif 

 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1309,749 3 436,583 521,567 ,000b 

Residual 124,722 149 ,837   

Total 1434,471 152    

a. Dependent Variable: IMPULSE BUYING 

b. Predictors: (Constant), WINDOW DISPLAY, LAYOUT, LIGH 

 

6. Uji t 

 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) ,213 ,495  ,430 ,668 

LIGH ,115 ,057 ,100 2,008 ,046 

LAYOUT 1,008 ,064 ,768 15,641 ,000 

WINDOW DISPLAY ,156 ,068 ,118 2,307 ,022 

a. Dependent Variable: IMPULSE BUYING 
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ABSTRACT 
As the concept of large retail stores gains ground in India, the practice of Visual 

Merchandising as a critical form of product and retail marketing is growing exponentially. 

This study focuses on how the factors of visual merchandise. i.e., light, layout, and window 
display influence the impulse buying intention for sports products. We used literature to 

model and test the determinants of consumers’ impulse buying behaviour for sports 

products. Data from 202 respondents were evaluated using descriptive statistics, multiple 

regression, and correlation through SPSS. The analysis via multiple regression validated 
that window display predominantly influences the impulse buying intention of sports 

product consumers. The other elements of visual merchandising, i.e., light and layout, were 

also found to influence impulse buying intention positively while sports product purchases. 
This study will help marketers and practitioners to create strategies to boost impulse 

buying intention through visual merchandising to get a competitive advantage and business 
sustainability, especially among sports enthusiasts.   

Keywords: Visual Merchandising, Light, Layout, Window Display, Impulse Buying 
Intention, And Sports Products.  

INTRODUCTION 

The retail industry in India is emerging as one of the most fast-paced and dynamic 

industries because of the entry of numerous brand-new players Indian Brand Equity 
Foundation, 2022. India is the 5th largest global destination in retail space Federation of 

Indian Chamber of Commerce and Industry, 2022; Indian Brand Equity Foundation, 

2022. In today's competitive world, every retailer tries to attract customers, looking for 
innovative ideas and techniques to attract their goods and services (Medrano & Olarte-

Pascual, 2016). Visual merchandising is one means; it helps retailers create a consumer-

friendly atmosphere by creating a unique retail design and merchandising (Law et al., 

2012). Visual merchandising helps combine various merchandising elements to create an 
attractive store environment that directly impacts the consumers' emotional state at the 

store (Zolkifly & Baharom, 2016; Park et al., 2015). Visual merchandising enhances sales 

and revenue (Zibafar et al., 2021; Yaoyuneyong et al., 2014). Visual merchandising is 
more than just an appealing display of products for sale; there are several other factors, 

including layout, window display, and lights should also be thoroughly coordinated to 

offer customers with pleasurable experience in the stores (Vieira, 2013; Law et al., 2012; 

Mohan et al., 2013). Retailers spend maximum effort in creating a distinct identity via 
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visual merchandising techniques to give a cheerful mood to consumers, intending to 

enhance purchase intention, store loyalty (Sadachar et al., 2021; Lombart et al., 2018; 
Law et al., 2012) and repeat purchases (Spangenberg et al., 2006). In addition to 

stimulating a positive affective response from customers, visual merchanding also leads 

to impulse buying behavior.  

Impulse buying behavior is considered an unplanned purchase by the consumer (Bellini 
& Aiolfi, 2019). Impulse buying behavior is a quick process that does not involve pre-

planning or intention to buy beforehand. Generally, the customers do not plan to purchase 

the product in advance, and the decision is made on the spot. According to impulse buying 
behaviors occur when customers have a persistent, anticipatory, and intense need to 

purchase something immediately. It is an investment made for a specific reason, and the 

choice to purchase something is not based on deep thoughts (Iyer et al., 2020; Zafar et 

al., 2021). Impulse buying behavior has increased substantially worldwide due to the 
covid-19 pandemic (Addo et al., 2020). The government of India is promoting the sports 

sector as a strategy to create revenues and jobs and to draw investment in the country. 

For this purpose, the Government of India, in their financial budget 2021-22, allocated 
869 crores (The New Indian Express, 2022). According to a report by sports retail market 

in India accounts for 3.38 billion dollars, and it is expected to grow at a 10% CAGR. The 

Indian sports market is also one of the biggest export markets worldwide (Sports Goods 
Companies, Sports Goods Manufacturers in India - IBEF, 2022). For the financial year, 

2021 total of US$ 268.52 million in sports goods were exported (Sports Goods 

Companies, Sports Goods Manufacturers in India - IBEF, 2022). Sports retailers try and 

develop a unique in-store experience by following unique strategies. They create 
shopper's purchase journey in experiential terms by creating an evocative store 

atmosphere, leveraging some atmospheric elements, and positioning several touchpoints 

in their stores (Lemon & Verhoef, 2016), such as digital video walls, screen displays 
related to sports to stimulate, amaze and in some ways in exciting their customers. Sports 

and retail scholars have focused less on the customer buying behavior and the factors that 

lead to purchase decisions. In the sports marketing area, researchers have focused more 
on sports sponsorship (Lee & Suh, 2020; Blake et al., 2018; Dietl et al., 2017; Walraven 

et al., 2012; Hartland et al., 2005; Speed & Thompson, 2000). However, some studies 

have focused on sports brand and repurchase intention (Mortimer et al., 2018), store 

atmospherics stimuli, i.e., music (Uhrich & Koenigstorfer, 2009). Few researchers have 
studied sports products in merchandise licenses (Kim & James, 2016; Kwak et al., 2015; 

Phillips et al., 2014; Cheng et al., 2014; Walsh et al., 2014). But no recent study on sports 

products shows consumer behavior toward impulse buying. What influences this impulse 
buying is also a big concern for the sports retailer. Therefore, visual merchandising 

elements have not been used earlier to study impulse buying behavior toward sports 

products. Hence this paper's primary purpose is to analyze the impact of visual 

merchandise on impulse buying behavior for sports products or merchandise. This paper 
tries to identify essential visual merchandise elements influencing consumers' impulse 
buying intentions for sports products (Barlı et al., 2012; Kim & Su, 2020).  

LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT 

This study is based on Stimulus-Response (S-R) framework to measure the impulse 

buying intention of consumers. The S-R framework states that environmental stimuli 

affect consumers' overall actions. The present study adopts the S-R framework by using 
the elements of visual merchandising (Light, Layout, and Window display) as the 

environmental stimulus (S), which impacts consumer response (R), i.e., impulse buying 
intention.  
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Visual Merchandising 

According to (Wu et al., 2015), visual merchandise has been defined as "The activity or 
process of presenting and displaying merchandise combining the effective design of 

environments and spaces." In retailing, most of the information is collected via the eyes 

of the customers; therefore, the role of visual merchandising is vital. Visual 

merchandising also helps in enhancing the shopping experience (Jakhar et al., 2020). 
Effective visual merchandise will increase the amount of pleasure the customers gain 

from their shopping experience. Visual merchandising improves the store's attractiveness 

and its perceived image from the customers' viewpoint. A favorable state of mind acts as 
a contextual cue for assessing the perceived quality, image of store and product, and 

purchase intention. A positive store atmosphere is also positively related to customer 

satisfaction (Jalil et al., 2016). Generally, the two significant areas covered in visual 

merchandising are store interior and exterior. The store's exterior includes banners, 
window displays, signs and logos, a retail façade, and exterior designs. The window 

display is the essential element of visual merchandising as it is the store's first impression; 

therefore, it should be impactful (Diamond & Diamond, 2003). At the same time, the 
interior includes layout and light. Store interior impacts the consumer's desire to browse 

and purchase. The success or failure of any product depends on its visual merchandising 

(Bailey & Baker, 2021), which includes the exterior or interior, which imparts a positive 
image and attracts, attention, desire, behaviour, and customer interest (Ebster, 2011). 

Numerous studies explore not only the impact of visual merchandising on buyer 

behaviour but also peculiarities of behaviour, i.e., impulse buying (Cengiz, 2017).  

Light 
Lighting in a retail store is defined as “A set up of lights to create special effects and 

means of enhancing and lighting up the environment and the way light falls on the 

products in a different environment” (Freyssinier et al., 2006). Lighting is one of the most 
critical atmospheric factors in the retail store. Light is essential in highlighting the product 

or the entire store (Biswas et al., 2017). An appealing store with better-illuminated 

merchandise might attract consumers to check out the store, linger, and make a purchase 
(Summer and Hebert, 2001). A retail store with suitable lighting tempts the consumers to 

check out the store and creates a desire to make impulsive purchases (Hashmi et al., 2020; 

Hoyle, 2020). It affects a consumer’s emotional state and induces the consumer's mood 

(Tantanatewin & Inkarojrit, 2016). The purpose of lighting Ambiance and lighting are 
related, as the literature suggests that lighting affects mood, emotions, perception, 

atmosphere, and spatial impressions. Research shows that a higher light level emotes 

more pleasant emotions (Siamionava et al., 2018); some studies also indicate no such 
effects (Hygge & Knez, 2001). In a study by, a standard lighting level positively affected 

the time spent in the supermarket (Barros et al., 2019). While the red colour of lighting 

in the retail stores negatively influences the time spent by the customers. Based on the 
above, the following hypothesis is developed:  

 H1:   Light has a positive impact on impulse buying intention.   

Layout 

Store layout refers to internal space management, which is an essential factor in-store 
atmosphere (Turley & Milliman, 2000). The layout is considered an important variable 

as it affects consumer shopping behaviour, like sales and time spent in the store (Mowrey 

et al., 2019). (Jalil et al., 2016) found out that a good layout helps sales to increase as 
customers spend more time in the store. Therefore, the retailers need to understand and 

maximize the sales volume per sq. foot of the given selling space. Store layout includes 
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customer traffic patterns, permanent structures and fixture locations (Liao & Tasi, 2019). 

The layout also refers to how the products are displayed on the shelves to induce 
consumers’ attention towards the product as a cue (Guerreiro et al., 2015). There is a 

topic of common interest in the visual merchandising display area: whether the 

orderliness of the product display is messy or neat. It was seen that the orderliness of the 

product display not only affected the consumer’s perception and aroused their inference 
of contamination and popularity. According to, contamination states that when 

consumers see a messy display, they infer that many have touched the product. Therefore 

they feel disgusted and ignore the product. Whereas popularity means when a consumer 
assumes a product to be popular because of his herd mentality, this was observed when 

the selves were not fully stacked. Hence the following hypothesis is proposed:  

 H2:   Layout has a positive impact on impulse buying intention.  

Window Display 

Most research on window display has focused on the impact of window display and 

behavioural intentions (Lecointre-Erickson et al., 2018; Krasonikolakis et al., 2018; 
Lange et al., 2016). Window display visually communicates the value proposition in the 

target market and promotes buying behaviour (Chang et al., 2014). A window display is 

not limited to exterior decor but also comprises a point of sale, sales personnel, 
atmosphere and merchandising (Zhou & Wong, 2004). A pleasurable window display 

draws the shoppers to retail outlets and makes them remain longer (Jain et al., 2014). 

Previous research has shown a favourable association between impulsive buying 
behaviour and window display (Chang et al., 2014). The relation between impulsive 

buying behaviour and window display differs from consumer to consumer and from 

product category to another (Badgaiyan & Verma, 2015). Retail stores change window 

displays constantly to promote impulsive purchasing (Prashar et al., 2015). Shoppers pay 
even more interest to an appealing, pleasing display; consequently, they are prone to buy 

instantly (Miao et al., 2019). Shoppers use window displays while shopping to identify 

what the store offers and to decide whether to get in the store (Miao et al., 2019; Oh & 
Petrie, 2012). This research recommends that direct exposure to attractive window 

displays influences shoppers’ senses, responses to these sensorial and their cognitive 

assumption of what the retail store offers.  

Thus, the following hypothesis is posited:  
H3: Window display has a positive influence on impulse buying intention.  

 
FIGURE 1 CONCEPTUAL FRAMEWORK  METHODOLOGY Sample 

For this study, we have used online forms to collect data across India. A total of 456 

respondents were approached, of which 254 agreed to participate in the study. After 
removing the 52 incomplete questionnaires, the final pool of respondents was 202. The 

sample size was adequate to get a result, as stated that a response between 30-500 is 
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considered satisfactory. The respondents were told that this research is undertaken only 

for academic purposes. The study sample considered young consumers involved in any 
form of outdoor sports and also involved in purchasing sports products. Their 

participation was purely voluntary Figure 1.  

The structured questionnaire used closed-ended questions under three sections. Section 

one explored the demographic profile, age and gender. Section two consisted of the 
respondents' personal experience with visual merchandising elements' impact on their 

purchase behaviour. Finally, section three evaluated the impact of visual merchandising 
elements on impulse buying intention.  

Measures 

The constructs in this research study were measured using a Likert scale (Five-point 

scale), ranging from strongly disagree (1) to strongly agree (5). The measurement items 
in this research were adapted from previous studies; after that, it was modified according 

to the context and research model. For visual merchandising elements, the light had 4 

items adapted from (Summers & Hebert, 2001), whereas the layout and window display 
had 3 items each adapted from Soomro et al. (2017), respectively.   

The survey was self-administered, with interviewers present to deal with any problem or 

queries. The survey was conducted at different times of the day throughout the week and 
also on the weekend. Generally, individuals completed the survey in about 20 minutes .  

Analysis and the results 

Table 1 represents the demographic characteristics of the respondents. The sample size 
of 202 respondents comprised 54% males and 46% females. Most respondents were of 

young age (90 per cent) between 20-30 years old, and 5 per cent were less than 20 years 

and 31-40 years old each. This shows that the respondents were young and almost had a 
balanced population of males and females, keeping the gender biasness out.  

  

TABLE 1  
DEMOGRAPHIC PROFILE OF THE RESPONDENTS  

  Frequency   Percentage   

Gender   

Male   109  54.0  

Female  93  46.0  

Age   

Less than 20  10  5.0  

20-30 year  182  90.0  

31-40 year  10  5.0  

  

  

  

Consumer Experience of Sports 

Table 2 shows the respondent's prior experience in any form of outdoor sports. The 

findings showed that most of the respondents were involved in casual sports (90.6 per 

cent), and only a few were involved in professional sports (9.4 per cent). These 
respondents, on average, spent less than 100 ₹ in a year; this was evident since most of 

the respondents were involved in casual sports, therefore their spending.  
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TABLE 2   
CONSUMER PRIOR EXPERIENCE IN OUTDOOR SPORTS  

  Frequency   Percentage   

Level of involvement in sports   

Casual  183  90.6  

Professional  19  9.4  

Average spent on sports products in a year?  

Less than 100 ₹  161  79.7  

1000-2500 ₹  31  15.3  

2500-5000 ₹  7  3.5  

More than 5000 ₹  3  1.5  

Continuous Involvement in sports  

More than 15 years  54  26.7  

More than 10 years  44  21.8  

More than 5 years  26  12.9  

More than 1 year  23  11.4  

Not involved  55  27.2  

Construct Validity 

To assess construct validity, factor analysis was applied using principal component 

analysis with varimax rotations. Factor analysis is a data reduction method applied to 
reduce a large number of variables to a smaller size of underlying variables, which 

classify and sum up the needed particulars in the variables. A principal component matrix 

with varimax rotation was selected as an extraction technique to test the validity of the 
constructs for the fourteen items. The Kaiser-Meyer-Olkin (KMO) measure of sampling 

adequacy was applied to confirm the appropriaten ess of proceeding with the analysis to 

decrease the number of items and determine the dimensions of latent variables. Those 

items that failed to load on a single factor at 0.50 or less were supposed to be dropped; 
however, there were no items in this study. The factor analysis technique of dropping an 

item continued until all the items loaded at 0.50 or higher on one factor. Factor analysis 

findings for light, layout, window display and impulse buying intention were shown 

below.  

Light 

Four items were included in the visual merchandising element of the light factor. The 
principal component analysis was applied for this factor analysis with 86.601% variance. 

As highlighted in Table 3, the KMO measure of the sampling adequacy for this factor 

was 0.868, and all the items had a factor loading of above 0.50. The Bartlett test of 

sphericity was significant (X2 = 795.3018, p< 0.01). Evaluation of the anti-image of the 
correlation matrix was also well above the acceptable level of 0.50. There was just a 

single factor with an eigenvalue higher than one that was extracted. Rotation was not 

required for this case since only a single factor was extracted. This single factor extracted 
was used for further analysis (Ballantine et al., 2015). Especially the factor loading for 

all the light items varies from 0.911 to 0.945, which surpasses the 0.50 threshold.  

TABLE 3  
FACTOR LOADING FOR LIGHT  

 

Measures  Loading  

The store is well lit  0.928  

The store is correctly lit (neither too bright nor dull)  0.911  

The lighting in the store is pleasant  0.938  
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Good lighting will enhance apparel buying decision  0.945  

Kaiser-Meyer-Olkin measure of the sampling adequacy  0.868  

Percentage of variance explained  86.601  

Layout 

The layout factor comprised three items, and no items were removed since all the loading 
surpassed the threshold value of 0.50, as recommended by Table 4. The Bartlett test of 

sphericity was significant (X2 = 795.3018, p< 0.01). Evaluation of the ani-image of the 

correlation matrix also surpassed the acceptable level of 0.50. Just a single factor with an 
eigenvalue higher than one was extracted, and 85.198% of the variance was explained 

(Dey & Srivastava, 2017). The KMO measure of sampling adequacy was 0.757, which 

surpassed the acceptable limit of 0.50. Rotation was not required for this case since only 

a single factor was extracted. This single factor extracted was used for further analysis. 
The Factor loading for all the items of layout varies from 0.914 to 0.930, which surpassed 

the 0.50 threshold.  

TABLE 4  

FACTOR LOADING FOR LAYOUT  

 

Measures  Loading  

A good store layout makes it easy for consumers to find desired products  0.914  

The aile should be designed in a way that avoids in-store traffic jams  0.930  

Consumers often intend to buy unplanned products if the store has proper product shelving.  0.926  

Kaiser-Meyer-Olkin measure of the sampling adequacy  0.757  

Percentage of variance explained  85.198  

Window Display 

The KMO measure of the sampling adequacy for the window display was 0.722, and 
none of the three items was dropped from the analysis. The factor loading of all the items 

was greater than the threshold value of 0.50 Table 5. The Bartlett test of sphericity was 

found to be significant (X2 = 448.315, p< 0.01). Evaluation of the ani-image of the 

correlation matrix also surpassed the acceptable level of 0.50. Just a single factor with an 
eigenvalue higher than one was extracted, and 85.397% of the variance was explained 

(Gupta et al., 2021). The KMO measure of sampling adequacy was 0.722, which 

surpassed the acceptable limit of 0.50. Rotation was not required for this case since only 
a single factor was extracted. This single factor extracted was used for further analysis. 

Factor loading for all the window display items varies from 0.895 to 0.952, which 

surpassed the 0.50 threshold. The second item came up as the most domineering item in 
this factor compared to the other remaining items.  

  

TABLE 5  
FACTOR LOADING FOR WINDOW DISPLAY  

Measures  Loading  

The window display explains the image of the store  0.925  

Good window display influences consumers to visit the store  0.952  

A window display is a good source for retailers to advertise promotional campaign   0.895  

Kaiser-Meyer-Olkin measure of the sampling adequacy  0.722  

Percentage of variance explained  85.397  

Impulse Buying Intention 
Table 6 shows that the Bartlett test of sphericity was significant (X2 = 793.812, p< 0.01). 

The KMO measures of the sampling adequacy were way beyond the acceptable level of 
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0.50, which was 0.839 representing adequate inter-correlation. (Igbaria et al., 1995) stated 

that those variables with item loading of more than 0.50 and cross loading less than 0.35 
were found to have a different relationship with the factor. Evaluation of the ani-image 

of the correlation matrix also surpassed the acceptable level of 0.50. A single factor with 

an eigenvalue higher than one was extracted, and 85.082% of the variance was explained.  

  

TABLE 6  
FACTOR LOADING FOR IMPULSE BUYING INTENTION  

Measures  Loading  

When I go shopping, I buy things I had not 

intended to purchase  
.888  

It is fun to buy spontaneously  .938  

When I see something that interests me,  
I buy it without considering the consequences  

.960  

I am a person who makes lots of unplanned 

Purchases  
.903  

Kaiser-Meyer-Olkin measure of the sampling adequacy  .839  

Percentage of variance explained  85.082  

Reliability Analysis 

Reliability analysis was applied to check the internal consistency of the scales through  

Cronbach’s alpha. It was observed that all the given constructs exceeded Cronbach’s 

alpha values criteria, i.e., 0.70. Table 7 shows that all the Cronbach’s alpha values of all 
the variables range between 0.911 to 0.947, which is above the threshold value of 0.70, 

which implies that the survey instrument used for the study is reliable to measure all the 

constructs consistently and free from random error. Rotation was not required for this 
case since only a single factor was extracted. This single factor was used for further 

analysis. Analysis showed that impulse buying intention included four items. All the 

items had a factor loading of more than 0.50, where none of the items was dropped from 

the analysis.  
TABLE 7  

RELIABILITY ANALYSIS  

Variable  No. of item  Cronbach's ἀ  

LIGHT  4  0.947  

LAYOUT  3  0.913  

WINDOW DISPLAY  3  0.911  

IMPULSE BUYING INTENTION  4  0.940  

Correlation Analysis 

 Pearson correlation was applied to check the correlation of the constructs among the four 

variables (i.e., light, layout, window display and impulse buying intention). The average 
score of all the items was calculated, and that score was used for correlation analysis and 

multiple regression. The correlation is said to be strong if the value is r=0.50 to 1.0 or 

r=0.50 to -1, suggesting a highly reliable. Table 8 described that the inter-correlations 
between light, layout and window display with the impulse buying intention were 

significant at 0.01 level and were positively correlated, ranging from 0.554 to 0.999. 

window display showed the strongest correlation with impulse buying intention (i.e., r = 

0.999, p < 0.01), followed by light (r = 0.833, p < 0.01) and layout (r = 0.647, p< 0.01). 
Thus, there is no multicollinearity issue identified in this study. Additionally, the means 

for all the constructs vary from 5.060 to 6.060 on a sevenpoint Likert scale of 1 = strongly 

disagree to 7 = strongly agree.    
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  TABLE 8 CORRELATION 

ANALYSIS  
   

  Window  
display  

Layout  Light  Impulse 

buying 

intention  

Mean  Std.  
deviation   

Skewness  Kurto 
sis  

Window  
display  

1        5.1570  .78084  -2.359  8.790  

Layout  0.615**  1      5.0600  1.09615  -1.211  2.047  

Light  0.812**  0.554**  1    6.0602  .86839  -2.479  10.53 
7  

Impulse 

buying 

intention  

0.999**  0.647**  0.833**  1  5.5633  .82872  -2.394  9.240  

Impact Of Visual Merchandising Elements (Light, Layout And Window Display) On 

Impulse Buying Intention 

Multiple regressions were carried out with impulse buying intention as the dependent 

variable, and light, layout and window display was the independent variable. The 
regression result is shown in the adjusted R2 of 1 indicated that the independent variable 

strongly affects the dependent variable. This shows that the model is appropriate and fits 

the accumulated data. The collinearity statistics revealing the variance inflation factor 
(VIF) values below 10 and tolerance values above 0.10 confirmed no multicollinearity 

concerns among the independent variables. Therefore, the model fits the accumulated 

data.  

A closer evaluation of the multiple regressions standardised beta coefficients disclosed 
that all the posited hypotheses were supported at p < 0.05. It was proposed that H1 shows 

light positively impacts impulse buying intention in sports products. Table 9 showed that 

the findings were significant (β1=0.056, t-value=17831518.285, p<0.05). Hence, H1 was 
supported, and light positively impacts impulse buying intention for sports products. H2 

recommends that layout positively impacts impulse buying intention in sports products. 

The findings were also significant (β1=0.049, t-value=20723561.515, p<0.05), indicating 
H2 was maintained. Finally, H3 hypothesised that layout impacts impulse buying 

intention in sports products. The findings were significant (β1=0.049, t-

value=20723561.515, p<0.05), as the p-value was <0.05, implying the data supported 

H3. Based upon these findings, the highest beta coefficient was for window display, 
followed by light and layout. This shows that if the sports product retailers focus on these 

key elements of visual merchandising (light, layout and window display), it can positively 

impact consumers' impulse buying intention, supporting H1-H3.  

  

TABLE 9  
EFFECTS OF LIGHT, LAYOUT AND WINDOW DISPLAY ON IMPULSE BUYING INTENTION.  

Model  Standardized Coefficients 

Beta  
T  Sig.  Collinearity Statistics  

Tolerance  VIF  

WINDOW DISPLAY  0.923*  276118928.491  0.000  0.301  3.320  

LAYOUT  0.049*  20723561.515  0.000  0.613  1.631  

LIGHT  0.056*  17831518.285  0.000  0.335  2.981  

Adjusted R2   1.00          

  *p<0.05; VIF = Variance inflation factor.  
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DISCUSSION 

This study analyses the impact of visual merchandising elements on impulse buying 
intention in the sports product category. The elements of visual merchandising used for 

this study were light, layout and window display. The analysis through multiple 

regressions confirmed that light, layout and window display influences consumer impulse 

buying intention in a sports product. More specifically, findings showed that the 
relationship between light and impulse buying behaviour, as hypothesized in H1, is 

positive and significant, which supports the findings of prior research (Mohan et al., 

2013; Saad & Metawie, 2015). The lighting of the stores influences consumers who 
purchase sports products. A good lighting strategy assists in creating an ideal 

environment, as in a sports product store. A store with proper lighting may attract 

consumers to experience the store environment and create a desire to purchase 

impulsively. A properly designed lighting system can bring a new dimension to an 
interior, which guides the customer’s eye to key sales points, develop an environment of 

excitement, generate positive affect, or make essential approach locations safe and visible 

(Mohan et al., 2013). Visual merchandising elements include light has a favourable effect 
on stimulation, and all of these can impact purchase impulsively (Gudonaviciene and 

Alijosiene, 2015).  

Further analysis showed that impulse buying intention is influenced by the layout factor, 
which H2 sustains. The results are in tandem with previous research findings. An ideal 

layout provides the ability to assist in accessibility to information and help the consumers 

in decisionmaking. End caps and peg boards influence consumer impulse buying 

intention.  
Lastly, the findings of multiple regression analysis for H3 also had a significant impact. 

Results validated those consumers are influenced by impulse buying intention through 

window displays for sports products. The findings are consistent with who showed that 
visual merchandising elements, i.e., window display, influences impulse buying 

intention. Stores should put more emphasis on creating an attractive and eye-catching 

window display. An ideal window display should provide information regarding the 
products displayed.   

  

Managerial Implication  

The sports product retailers need to understand that the consumers for their 

products are generally young, and to influence them, they need to have good visual 
merchandising in their store so that the customers get influenced by the visual 

merchandising elements and are compelled to buy impulsively even if they had not planned 
before visiting the shop. This product category is increasing day by day since customers 

are not only influenced by one sport, with the introduction of different sports leagues and 
individuals supporting different teams of different sports (Law et al., 2012). The 

importance of light, layout and window display plays a vital role in visual merchandising. 
Retailers need to develop a “suitable” (i.e., soft lighting) environment. They need to ensure 

proper lighting throughout the store to prevent consumers from checking out the 
merchandise. Sports product retailers must avoid messy shelves and narrow and uneven 

aisles that might influence consumers' understanding of crowding, which may lead to 
negative affect. An inadequate layout in a sports store triggers an adverse effect on 
consumer behaviour. Retailers must keep updating the window display from time to time 

with the latest product and fashion trends in the market.  

Limitations And Future Research Direction   
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The sample for this study may not be representative enough to capture all market 

segments since most of the respondents were involved in sports casually. Future studies 
need to focus on professional players to give a complete overview of consumer behaviour 

in a sports product. Moreover, our results may also have been influenced by the 

respondent’s actual need for the product when they were answering the questionnaire, 

which was not considered in this study (Harmancioglu et al., 2009; Koku & Savas, 2016). 
Future studies may consider exploring gender as a moderating variable to see how gender 

plays a role when making an impulse purchase for sports products. The role of money 

availability is also crucial since the result shows most of the respondents were young, and 
they spent a minimum of INR 1000 only in a year on sports products. Future researchers 

can also study the shopping behaviour towards the online and offline purchase of sports 

products.  

CONCLUSION 

This study was conducted to understand the impact of visual merchandising elements 

(light, layout, and window display) impact impulse buying intention in sports products 

based on the S-R model. One of the study's objectives was to understand how visual 
merchandising helps influence consumer impulse buying intention. The analysis showed 

that all elements (light, layout, and window display) influence consumer impulse buying 

intention. The above findings are in line with the results of the previous study, in their 
study showed the positive impact of visual merchandising elements such as colour and 

lighting positively related to purchase intention. In summary, visual merchandising 

elements positively influence consumers' purchase intention.  

  

  

APPENDIX 

Appendix I   
SCALE ITEMS  

Light (Summers & Hebert, 2001)  

The store is well lit  

The store is correctly lit (neither too bright nor dull)  

Lighting in the store is pleasant  

Good lighting will enhance sports product buying decision  

Layout (Soomro et al., 2017)  

A good store layout makes it easy for consumers to find desired sports products.  

The aile should be designed in a way that avoids in-store traffic jams.  

Consumers often intend to buy unplanned products if the store has proper product shelving.  

Window Display (Soomro et al., 2017)  

Window display explains the image of the store.  

Good window display influences consumer to visit the store.  

Window display is good source for retailers to advertise promotional campaign.  

Impulse buying   

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

It is fun to buy spontaneously.  

When I see something that really interests me, I buy it without considering the consequences.  

I am a person who makes lots of unplanned Purchases.  
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LAMPIRAN 5: HASIL CEK TURNITIN 
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