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ABSTRACT

Consumers buy products not only because of need to them but also because of sudden

urge to buy them. The impulse buying behavior towards self care products have been

studied by researchers and marketing academician more than a half century. The aim of

this research is to study the influence of factors such as credit card, store environment,

window displays and level of income on impulse buying behavior towards self care

products. The detailed literature review of the dependent variable and independent

variables were gathered and constructed appropriately in this paper. This study will be

useful for researchers and practitioners towards comprehensive insight of the shopper’s

impulsiveness in theoretical framework. A survey was conducted at KLCC shopping mall.

The respondents were shoppers that buy self care products at selected health & beauty

stores in KLCC shopping mall. This topic is quantitative because there is certain

population, questionnaires were distributed to get their respective opinions pertaining to

our topic. The findings were analyzed to answer research questions and

recommendations were proposed in this paper.


	FACTORS INFLUENCING IMPULSE BUYING BEHAVIOR TOWARDS SELF CARE PRODUCTS
	DECLARATION OF ORIGINAL WORK
	LETTER OF SUBMISSION
	ACKNOWLEDGEMENT
	TABLE OF CONTENTS
	LIST OF FIGURES
	LIST OF TABLES
	ABSTRACT
	CHAPTER 1
	1.0 INTRODUCTION
	1.1 BACKGROUND OF STUDY
	1.2 PROBLEM STATEMENT
	1.3 RESEARCH QUESTIONS
	1.4 RESEARCH OBJECTIVES
	1.5 SIGNIFICANCE OF STUDY
	1.5.1 Retailers / Marketers
	1.5.2 Customers
	1.5.3 Researchers

	1. 6 DEFINITION OF TERMS
	1.7 CHAPTER SUMMARY

	CHAPTER 2
	2.0 INTRODUCTION
	2.1 CONCEPT OF IMPULSE BUYING BEHAVIOR
	2.2 CONCEPT OF STORE ENVIRONMENT
	2.3 CONCEPT OF WINDOW DISPLAYS
	2.4 CONCEPT OF LEVEL OF INCOME
	2.5 DEFINITION OF CREDIT CARD
	2.6 RESEARCH HYPOTHESES
	2.6.1 Hypothesis 1
	2.6.2 Hypothesis 2
	2.6.3 Hypothesis 3
	2.6.4 Hypothesis 4

	2.7 THEORETICAL FRAMEWORK : FACTORS INFLUENCING IMPULSE BUYINGBEHAVIOR.
	2.8 CHAPTER SUMMARY

	CHAPTER 3 METHODOLOGY RESEARCH
	3.1 NTRODUCTION
	3.2 RESEARCH DESIGN
	3.3 POPULATION
	3.4 SAMPLING TECHNIQUES
	3.5 SAMPLE SIZE
	3.5 DATA COLLECTION
	3.6 SURVEY INSTRUMENT
	3.7 VALIDITY AND RELIABILITY OF INSTRUMENT
	3.8 DATA ANALYSIS
	3.8.1 Reliability Analysis (Cronbach’s Alpha Coefficient)
	3.8.2 Frequency Distribution
	3.8.3 Multiple Regression Analysi

	3.9 CHAPTER SUMMARY

	CHAPTER 4 FINDINGS AND DISCUSSION
	4.0 INTRODUCTION
	4.1 RELIABILITY ANALYSIS
	4.1.1 Reliability Testing For Impulse Buying Behavior
	4.1.2 Reliability Testing For Credit Card.
	4.1.3 Reliability Testing For Store Environment
	4.1.4 Reliability Testing For Window Displays
	4.1.5 Reliability Testing For Income Level

	4.2 FREQUENCY DISTRIBUTION ANALYSIS
	4.4 HYPOTHESES TESTING
	4.5 CONCLUSION

	CHAPTER 5 CONCLUSION AND RECOMMENDATION
	5.0 INTRODUCTION
	5.1 CONCLUSION ON RESEARCH QUESTIONS
	5.2 RECOMMENDATION
	5.2.1 Retailers
	5.2.2 Customers
	5.2.3 Future Researcher


	REFERENCES



