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Abstract

- .- The behavior of Impulsive buying is a major research issue among customer
g :. ._:-'_-'_'-'.'Beﬁavior researchers, not only because of its complexities, but also its wide-
L S prea d prevalence over a broad range of product categories. Therefore,
understanding consumers’ impulsive btying behavior is important for both the
academic and business sectors. This study is to explore the relationship
between promotional mix factors and impulsive buying behavior at supermarket.

In this study, | will use four promotional mix factors which are advertising, sales

promotion, personal selling and public relation as independent variables, while
ing: impulse buying behavior as a dependent variable. Moreover, | will also
add. ."two demographic factors as independent variables which are gender and
raéé, so that | can better understand the relationship between consumers’
_demographic backgrounds and impulse buying behavior. In this study, 400
quie: onnaares were sent out and the success rate was 75%. Through the
muitlple regressions analysis it was found that advertising and sales promotion
s positive influence on generation Y’s impulse buying behavior. In addition,
OVA analysis showed that consumers of various races differed in impulse
_yyﬁg- behavior in the supermarket. Finally, the study will discuss conclusion
de ved from this research, its limitations and some recommendations for future

arch and for the benefit of supermarket retailers.

Key\_gvéi'ds: Promotional mix, impulse buying behavior, supermarket.
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Chapter 1

Introduction

apter Gutline

"Ijépter provides the basic knowledge on impulse buying behavior, the
t Mﬁélaysian supermarket industry, as well as an overview of generation Y
mers m section 1.1. In addition section 1.2 identifies problems that exist in
. upermarkets, followed by the research questions (section 1.3) and

_b_jéctives (section 1.4). The significance of this study is emphasized



'_currence.Of impulse buying. According to Foroughi, Buang and Sherilou

2011). théy confirmed that this process would lead to impulse buying.
5 tue of Impuise Buying Behavior

he. U__nited States, the behavior of impulse buying has become a widely
gnized phenomenon and this kind of behavior embodies a ubiquitous and
spect of American’ lifestyle (Parboteeah, 2005). According to
done by Kacen and Lee (2002), sales from such impulsive buying
fo fnore than 80 % of the total purchases in terms of certain goods like
nd people are more likely to make an unplanned purchase when they

icross new products. Paco Underhill, the author of “Why We Buy: The

Of all purchases are impulse buying, and about 90% of consumers

w that they will make impulse purchase occasionally.

day:s_-_multi-biilion dollar supermarket industry, there are approximately 76%

all buying decisions which are classified as unplanned or impulse purchase.
'Oi_ng through the data over the past few decades, it was observed that

nplanned purchases appear to be more frequent in the supermarket,

ational University {2014)



- Year 1965 Year197Y Year1986 Year1998 Year2010

Source: New media and marketing, 2013

aily g_'r:_(')"c':ery stores in Malaysia were known as “do not touch stores”,
Use customers were not allowed to directly touch the products. Customers
0 'o_'rder the items from one side of the counter while a salesperson on the

E_d._e completed the order (Usmani, 2006). Such indirect sales were costly

1al University (2014)
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e"1 .2: Diagram show growth if supermarket in year 2003 to 2008

2003 2004 2005 2006 2007 2008

Source: Euromonitor International, 2010

orde 1o attract more foreign direct investment, the Malaysian government

- support more modern retailers to operate in Malaysia, like the

n_al" supermarket. In this respect, sales in supermarkets continued to
w from a million Ringgit in 2006 to 3500 million Ringgit in 2010. (refer to

H'e rapid growth of supermarket sales in the past few years indicates

RM (millions}

2008 2007 2008 2008 2010

- FoodDrink/ Tobac oo Spacainls mwees Mpoarmarke!s
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Source: Euromonitor, Grocery retailing, 2011
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ing to the above diagrams, all of them show that supermarkets in
laysia have a growth trend and bring in growing sales. Hence, this research
ntifies the generation Y’s impulse buying behavior at the supermarket which

ill contribute to a high volume of business in Malaysia.

Generestion Y

: ation Y is known as Millennials or the Millennial Generation, which is a
ation of children born between 1980 and 2004 (Himraj, 2013). The

"r__bf this group continues to grow to about 78 million in the world

to the statistics compiled by Ganesan (2012) and Visa USA Inc
, they imply that generation Y’s annual spending will reach approximately
D2.45 trillion by 2015. Therefore, generation Y's propensity to buy will

initely affect the future direction of the economy and market development.

rding to the statistics collected by Population and Housing Census of

alaysia in 2010, Generation Y is equivalent to 26.9% of the Malaysian

Nternational University (2014)



