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Abstract

In the midst of pandemic everyone is trying make thipgssible specifically in
budgeting the income for the basic needs . Parentsoasidering the most important and
essential need during this time . Many become jobless anchdiEmeto the government
subsidy. In this regards, there is an observation on yngpending seems not affected by
pandemic ,thus the researchers interested to know the fétdbdrigiggers impulse buying
behavior of the respondents who are spotted in mall . Aocgptd A.Vinayagamoorthy,
(2014) when customers purchase the products without having a plan tagsuticln this is
called the impulse buying. Impulse buying is a decisions atsgur of the moment .It
interrupts the usual decision making models in customeanslsmT he rational sequence of
the customers' activities is replaced and affected byiensoand feeling of self-satisfaction.
In short, impulse buyings linked with the emotional sidef the customers.

The study found that women are usually assigned withaitledf taking care of the
family, to break free from this monotony, they go out fooging. They find shopping to
be the best reason to go out of their houses andligecivith others. They are in their
prime-income earning yearShey are properly prepared and equipped with skills to match

the standards set by the industries and belofmyvtr middle clas3he store environment

affect the buying behavior , the conveniant locating the productsas well as the
temperature of the surroundings . This means that then@spis have a chance to stay
longer in the store as they are looking for something ajayieg the temperature which
give them a chance to buy products .Likewise attractgatdmotional activities without
thinking the characteristics of the products .
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Introduction

When customers purchase the products without having a@laurchase then this
is called the impulse buying. Impulse buying is a decisiorteaspur of the moment .It
interrupts the usual decision making models in customenslsmThe rational sequence of
the customers' activities is replaced and affected byiensoand feeling of self-satisfaction.
In short, impulse buyingis linked with the emotional sideof the customers
(A.Vinayagamoorthy, 2014)t is more irresistible than planned purchasing which reveals
its significance (Hasnu, 2013)Jn most of the cases impulse buying takes plane
convenience stores and mall. These are the setting whereneustsee variety of options
and choice and it triggered the customer to purchase impylsRetailers are using traps
these days e.g. discounted prices, promotional activaiti@ctive displayf products etc.
in order to influence customers to show impulse behavioth&e@ustomers get motivated
from those factors and get trapped.

In order to prevent themselves from these traps, cust@resipposed to make list,
consider their budget and be wise enough. Various marketmigges are being adopted
by marketers in order to influence customers to buy imgeligi This is the reason due to
which it is quite importantto find out the factors which influence impulse buying,
customers are working with different person and placegghand influenced to buy variety
of things. Consumer attitude, preference, intention and idecwhile purchasing a
particular productis consumer behavior. Many internal and external factaffect
consumer buying behaviour which makes it quite complex dfidudti for the marketers to
interpret (Deepa, 2016). With the passage of time, impulgad has become a matter of
great importance to market researchers. Variety oareses have been conducted in order
to understand its nature and its causal elements (Muhammaid FH2h7).

The factors which affect impulse buying can be broadlgsified into five different

categories: store environment, product characteristicengional activities, shopping
moods and shopping enjoyment. The aim of this researtih évaluate the factors that
trigger the impulse purchasing behawidrconsumers.

Theoretical Framework

This study is supported by the theory of Hawkins Stern’s impulse buying theory
(1962). This theory offers valuable insight into differemcumstances under which the
consumers are likely to indulge in impulse buying.

The theory was named after the proposer, Hawkins Sterm, puh it forward in
1962. As most of the contemporary consumer behavior tisesueh as Maslow's Need
Hierarchy Theoryof Motivation (1943) and Engel, Kollat and Blackwell, the tlyeor
provided a new viewpoint on the purchasing behavior of consui@88) which believed
that customers often make reasonable and well-planned purdeastons (Dutta and
Mandal, 2018). Stern argued the viewpoint and proclaimed thatr uheeinfluence of
external influences, consumers engagenpulsive purchasing behaviors. The theory
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suggests that advertisers can encourage custam@ugchase more than they originally
intended (Dutta and Mandal, 2018).

Objectivesof the Study

To present demographic profilef the respondents and the lewéhgreement in the
factors that trigger impulse buying behavior .

Scope and limitations of the Study

The purpose of this research is to review the differesibfa that trigger impulse
buying behavior,it contained store environment, product characteristicsmgional
activities, shopping mood, and shopping enjoyment in orderdate and establish an
informative context of research.

This studyis limited on the factors that trigger impulse buying behavior
Cabanatuan City. This is also limited to the objectivethe study since the researchers
only wanted to determine the factors that trigger impulsenigulgehavior. The finding of
this study is dependent to the answers of the responddm@s.espondents are composed
only of customeiin Cabanatuan City .

Research M ethod Used

The descriptive method will be used in this study. Descripgearch involves the
description, recording, analysis and interpretatwnthe present nature, composition
or processes of phenomena which focuses on prevailirdjtioos, or how a person, group
or thing behaves or functions in the present. It oftelves some type of comparison or
contrast. In other words, descriptive research maybe defisea purposive process of
gathering, analyzing, classifying and tabulating data about ipngvaonditions, practices,
beliefs, processes, trends, and cause effect relatienalmigp then making adequate and
accurate interpretation about such data vathwithout the aidof statistical methods.
(Calderon, 2012)

Descriptive method is used by the researcher to analyzedhdatare gathered which are
the recorded questionnaire that used as instrument to ghtiméoemation that needed
interpretationto answer the given problem above. Descriptive metbad also help
researcher to identified the factors that trigger impulsgingubehavior by the aid of
statistical methods.

Population and Sampling Techniques

Convenience sampling was uséd this study; Accordingto Sarah Anderson,
convenience sampling is perhaps the easiest method of sgmpdicause participants are
selected based on availability and willingness to take partulsefults can be obtained,
but the results are prone to significant bias, becausse thho volunteer to take part may
be different from those who choose not to (voluntees)biand the sample may not be
representativef other characteristics, suasageor sex.

Instruments
The instrument used a self-made questionnaire. Sindec¢bsof the studyis only
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the Factors that Trigger Impulse Buying Behavior. The quastioe are divided into parts.
The first part focuses on the profitg# the respondents. The second part pertains the
respondents level of agreement in the factors that triggpulse buying behavior. The
research questionnaire will be enough for this study’s aim to be accomplished. The Likert
scale: Frequency 5 points were used to modify the answer of the respondEwg:
Strongly agree; 4 (A) Agree; 3 (U) Undecided; 2 (D) Disagré&) Strongly Disagree.

Validation of Instrument

Validity refers to the degree in which our test or otheasneing device was truly
measured whait intendsto measure. For the validitgf the instrument used, the
researchers used the content validity typevhich the test represents the essence, topics
and areas that the test was desigoadeasure.
Steps taken by the researchers under the contentyatidiude documentary analysis and
also consulting an expert was an important part as tharobses consult the persons
knowledgeable and have the expertise with the subjetémat

Data Gathering Procedure

Researchers distributed 80 copies of survey questionnaifiéls. the support of
researchers' friends, and be patiently distributed torébpondents. The data collection
process conducted during the AY 2020-2021 academic year. Therolemes asked the
respondents about their ability to respond to the questionrthiegsprovided . For their
better understanding, the context of the questionnairedb®igiven an explanation When
the respondents agreed to respond upon dissemination of Si®qoaires.

According to the frequencyof items reviewed by the participants, the result
counted and summarized. The findings were interpreted atitataulation using different
statistical methods. In order for them to arrive at tierpretation of the study, the findings
of the technique used in the data collection enhance skanad team.

Conclusion

The study found that women are usually assigned withasle of taking care of the
family, to break free from this monotony, they go out fooging. They find shopping to
be the best reason to go out of their houses andligecwith others. They are in their
prime-income earning years. They are properly prepared afigbeduwith skills to match
the standards set by the industries and belong to lowetaratiss The store environment
affect the buying behavior , the conveniant locating the productsas well as the
temperature of the surroundings . This means that then@spits have a chance to stay
longer in the store as they are looking for something ajmymg the temperature which
give them a chance to buy products .Likewise attractgatdmotional activities without
thinking the characteristics of the products .

WWw.ijrp.org



Dr. Walter P. Salva/ International Journal of Research Publications (IJRP.ORG) @ IJRP'ORG
ISSN: 2708-3578 (Online)
557

References

Durmaz, Y. (2014). The Influence of Cultural Factors on CoesiBuying Behaviour
and Applicationn Turkey. Global Journaf Management and Business
Research: E-Marketing. Vol 14 Iss 1.

Dutta and Mandal, (2018) Neuro marketing in India Understandingntlian Consumer,
Editionlst Edition 2018 eBook Published 28 June 2018 Pub. Location
LondonDOlhttps://doi.org/10.4324/9781351269360

Hassanein, K., and M. Head. 2006. The impact of infusing spogsence in the web
interface: An investigation across product types. Int@nat Journal of Electronic
Commerce 10 (2):355

J. Anwar, Saf Hasnu (2013) Ideology, Purpose, Core Values andrsbgdélow they
influence the Vision of an Organization? Published 11 July 20138ssi
International Journal of Learning and Development

Kannan, P. and Vinayagamoorth#, (2014). A Study on Influencing Impulse
Buying Behaviour, International Journal of Management 8adial Science
Research Review, Vol. 1 Iss 1, 19-27

Koschate-Fischer, N., Diamantopoulos, A. & Oldenkoie, (2012) Are Consumers
Really Willing to Pay More for a Favorable Country ImageStady of Countryef-
Origin Effects on Willingness to Pay. Journal of Inteiradi Marketing, Vol. 20,
No. 1, 19-41.

Venus Zoleta (2022) Understanding Social Classes in the Rhdgp/Nhich Class Do You

Belong to? https://www.moneymax.ph/personal-finance/article sisoleiss-
Philippines

WWw.ijrp.org



