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Colors of objects 2.34 

Lighting 2.59 

Total 100% 

 

3.2.2. Influence of the shopping environment and 

product on impulse purchase completion 

From these percentages, it is easy to see that the shopping 

environment and product prompt shoppers to make an 

impulse buying. So, the shopping environment can be a 

source of stimulation for the visitor to the store. 

 

Table 5: Impact of the shopping environment and product 

on impulse purchase completion 
Impulse Purchase Completion 

 

Percentages (%) 

 Related to the shopping environnent 29.61 

Related to the Product 26.49 

Related to the shopping environnent and Product 

 

34.02 

Other 9.87 

 

3.2.3. Effects of the shopping environment and 

characteristics of the product on triggering impulse 

buying. 

This table shows that the aesthetic and hedonic 

characteristics related to the products and to the situation, 

are more likely to arouse buying impulses and help make the 

transition to impulse buying. Some of these are the 

emotional/affective characteristics of the product, design, 

aesthetic characteristics of the product, ease of purchase and 

payment; will for immediate pleasure, shopping 

environment, promotion, bargains and special events (feast, 

sales ...). 

 

Table 6: Effects of situational variables and characteristics of the product on triggering impulse buying 

 

Motivates my 

impulses 

restrains my 

impulses 

Motivates my 

impulse purchase 

Restrains my 

impulse purchase Neutral 

Emotional/affective characteristics of the 

product 
59 43 191 38 54 

Physical/objective features of the product 56 - 63 - 266 

Design/aesthetic characteristics of the 

product 
137 40 180 20 8 

Ease of purchase and payment 102 - 152 - 131 

Will  for immediate pleasure 122 82 134 15 32 

Buying environment / ambience, 

atmosphere 
141 39 178 18 9 

Influence of sellers 64 103 88 79 51 

Familiarity with the store 86 47 168 34 50 

Promotion/bargain 136 20 191 30 8 

Frequent renewal of the offer 108 31 164 82 - 

Use of smells, colors, lights 121 64 139 50 11 

Special event (feast, sales …) 180 - 205 - - 

 

The descriptive analysis of the investigation, which enabled 

us to determine the highest percentages associated with the 

different categories of variables, was presented first, and 

then the two proposed hypotheses were tested; a solution to 

our problem was to be found. 

 

3.3. Testing of hypotheses about situational variables of 

the point of sale and product. 

 

3.3.1. The impact of situational variables of the point of 

sale on impulse purchases 

The effects of situational variables on making an impulse 

purchase (Q2) are assessed and represented by Q21, Q22, 

Q23, and Q24; these are the atmosphere in the store, its 

design, the presence of the crowd and finally the familiarity 

with the store. 

By performing a principal component analysis (PCA), there 

was also an attempt to explain the effects of these variables 

on impulsive buyers. As presented in Figure 3, two variables 

have a direct impact on impulsive buying completion, i.e. 

the atmosphere at the point of sale (Q21) and familiarity 

with the store (Q24). The results indicate that perception of a 

pleasant ambience at the point of sale has a significant 

positive impact on cognitive reactions (the desire to return to 

the store, purchase intentions and impulse purchase 

completion) and affective reactions (the mood) of customers. 

 
Figure 3: Graphical representation of PCA on situational 

factors 

 

3.3.2. Assessing the impact of the product-related factor on 

achieving impulsive purchase 

The principal component analysis enables us to draw out 

some main findings about the following variables: 

1) Design and aesthetic characteristics of the product are 

more important than the objective features in an impulse 

purchase. 

2) Buying environment /ambience /atmosphere. 

3) Familiarity with the store. 

4) Promotion/bargain. 
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Having a strong impact on impulse buying completion, these 

variables which elicit impulse buying correspond to the most 

intense attractive emotions that a consumer may experience 

at the point of sale. These controllable factors play a 

strategic role in the development of impulse purchases at the 

point of sale. As for the other factors, which are far from the 

mapping center, it may be noted that they are not very 

important in the eyes of our consumers. If we consider the 

example of the factor „influence on sellers’, most 

interviewed respondents do not like seller‟s involvement at 

the moment of their purchases. It can be concluded that the 

aesthetic aspect of the product as well as all related variables 

have a very positive influence on the behavior of buyers. To 

know what the effects of the product on achieving impulse 

buying are, a number of acronyms were used to make them 

visible on the perceptual map. 

 

Table 7: Acronyms related to situational variables and 

products 
Acronym used Signification 

CEAP Emotional/affective characteristics of the product 

Cph Physical/objective features of the product 

Design Design and aesthetic characteristics of the product 

Facil Ease of purchase and payment 

Envie Will  for immediate pleasure 

ENVA Buying environment/ambience/atmosphere 

Infv Influence of sellers 

Famil Familiarity with the store 

Prom Promotion/bargain 

Renv Frequent renewal of the offer 

Reco Use of smells, colors, lights 

Occa Special event (celebration, sales …) 

 

 
Figure 4: Graphical representation of PCA relative to the 

product and to the factors that motivate/restrain impulse 

buying 

 

4. Conclusion  
 

Throughout this research, the phenomenon of impulse 

buying and the variables that influence it were investigated. 

Then, a conceptual framework describing this phenomenon 

was applied, to finally end up with a series of results. 

This survey enabled us to identify the influence of 

situational factors on customers‟ reactions and their impact 

on triggering impulse buying. Indeed, a visitor motivated by 

hedonic needs, is often in search of novelty, stimulation and 

surprise. The atmosphere at the point of sale influences the 

consumers‟ behavior and can be considered as a 

management tool for the point of sale; i.e. a tool of 

differentiation and positioning. It is noted that a pleasant 

atmosphere increases the number of impulse purchases and 

consequently the amount of money spent in stores. 

 

The stores selected for our survey have succeeded in 

seducing the consumer. The sensory communication used 

made it possible to limit the consumer rationality for the 

purchase to be impulsive. Moreover, this study found that 

retailers‟ merchandising efforts will be most successful with 

impulse buyers. It attempted to shed new light on impulse 

buying by introducing the concept of situational elements 

and the variables related to products. This has helped show 

what triggers impulse buying, so that the distributors can 

improve their knowledge regarding the strategies that elicit 

functional impulse buying. 

 

However, Algerian consumers usually commit themselves 

without thinking of low-involvement products, which have 

little value and for which the perceived risk is low. They are 

attracted by cheap products. Therefore, favorable purchasing 

conditions, such as a bargain, make impulse purchase more 

exciting and rewarding. Our buyers turned up to be smart 

buyers. So, buying on impulse is a way for some buyers to 

have a good time, fight uncomfortable feelings and 

moodiness, please themselves. 

 

 The contribution of research  
 

Our research aimed to be managerial 

 

• This work should push commercial signage to get 

interested in the virtues of impulse purchases (increased 

turnovers), 

• The study provides managers with a better understanding 

of the importance of store environment to the consumer, 

• These results are promising approaches for store managers, 

because the atmosphere at the point of sale (music, smell, 

color ...) can be considered as a management tool to 

influence the affective, cognitive and behavioral states of the 

prospects. 
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