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Abstract
The major objective of this study was to examine the impact of drivers of impulse buying on the customers’
loyalty and to assess the mediating effect of customers’ loyalty to the impulse buying at the retail stores. In order
to meet the objective, a questionnaire survey was conducted among 529 customers of retail stores. SMARTPLS3
was used to analyze the data collected from the survey. Findings suggest that CSR, store attractiveness and trust
positively contribute to create loyalty of retailers and it positively impact on impulse buying at stores. The model
tested in this study was significant and can be used by retailers to enjoy competitive advantage. Further, it was
found that loyalty is mediating between these drivers of impulse buying and impulse buying. While loyalty
positively mediating between all variables, loyalty negatively mediates between commitment and impulse
buying. The model tested in this study is significant and useful for retailers to create loyalty and trigger impulse
buying enabling to achieve competitive advantage in retailing. When retailers adopt this model in their business,
retailers can establish loyalty and generate impulse buying. Therefore, retailers need to build up trust among
customers, engaging in CSR activities, keeping their stores very attractive and having long term relationship to
create commitment with customers.
Keywords: CSR, trust, impulse buying, loyalty, store attractiveness, retailers
1. Introduction
In retail marketing, stores’ services are vital component in achieving competitive advantages due to expectations
of retail customers (Torlak et al., 2010). Impulse buying defined as unplanned purchasing by customers in any
outlets irrespective of size of the retailers. Impulse buying is generally taking place owing to designing the store
(store environment), enjoying the shopping, displaying product, promotional aspects and pricing (Beatty and
Ferrell, 1998). Consumers visit stores for their daily needs and make purchase at the stores. However, they are
sometimes purchase goods impulsively due to their reference group and impulse buying tendency (Badgaiyan &
Verma, 2014). In the case of the marketing, impulse buying is one of the important aspects of the marketing
activities due to the differences in impulse buying according to the varieties of product (Sharma et al., 2010).
Store attractiveness is one of the important factors that influence the loyalty and be the reason for the impulse
buying. According to El-Adly (2007), comfort, entertainment, diversity, mall essence, convenience and luxury
are important attributes of store attractiveness. Retailers’ trust is also one of the vital factors that create customers’
loyalty. Trust should be created in the mind of customers with regard to the retailer from whom they make
purchase. Shainesh (2012) validates that trust is one of the most eminent factors creating the loyalty among
customers on the stores. Retailers also need CSR activities to enjoy competitive advantage (Hafez, 2018) which
may enable retailers to gain from the loyalty. Firms’ CSR activities can be classified as ethical, legal and
economical CSR activities. Ethical CSR activities of the firm can contribute to the brand equity of the firm (Tuan,
2012). Examining the impact of CSR on the customers’ loyalty is famous as studies on CSR lack in developing
nation (Hafez, 2018). Commitment towards retailers is another factor that causes customers’ loyalty.
Commitment is considered to be a major driver of customer responses (Jones et al., 2010). Commitment is
strongly associated with customer loyalty (Dagger et al., 2011). Hence, it is essential to look into the retailer’s
commitment towards customers enabling them to attract more customers towards retail stores.
Sri Lankan retail sectors is growing exponentially now with the concept of self-selection supermarket stores
(Hilal & Mubarak, 2015). Consumers prefer to do shopping in an environment where they need more enjoyment
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and the experience shopping leisurely. While the retailing is growing in Sri Lanka, there is a requirement of
evaluating the customers’ loyalty derived from store attractiveness, retailers’ trust, retailers’ corporate social
responsibility and retailers’ commitment. This is because, these factors help retailers to enjoy competitive
advantage in the retail sector in Sri Lanka. Nowadays, consumers’ purchasing power make them as more
powerful than the retailers and hence, they give more importance on the values on the product and the service
given to them. Thus, retailers are required to improve their strategies and need to avoid the capture by
competitors (Torlak et al., 2010). Researcher conducted 20 interviews in relation to these four factors and its
contribution to loyalty. Interviews results reveal that retailers engage in all four activities and it positively related
to customers’ loyalty. In addition, it is sensible to note here that it is very rare to find studies on the variables
under study in Sri Lankan context. Hence, it is very significant to explore relationship between the factors such
as retailers trust, commitment, CSR, and store attractiveness and customers’ loyalty. This will also lead to
impulse buying which is one of the sources of competitive advantage for retailers. Further, the study on impulse
buying contribute to the significance of the retail industry by giving experience marketing activities that could be
improved and positively impact on the impulse buying performance (Deng & Moutinho, 2015). Therefore,
assessing all four factors and its contribution to the loyalty is now one of major concern of academics. Thus, the
research questions of this study were does the store attractiveness, retailers’ trust, retailers’ CSR activities and
their commitment influence the customers’ loyalty? Does the customers’ loyalty positively impact on the impulse
buying of customers? Therefore, the major objective of this study was to examine the impact of drivers of
impulse buying on the customers’ loyalty. The other objective was to assess the mediating effect of customers’
loyalty to the impulse buying at the retail stores.
2. Review of Literature and Theoretical Framework
2.1 Impulse Buying
Impulse buying is lucrative for businesses as customers buy additional products while shopping (Babin &
Attaway, 2000). Impulse buying is defined as buying product without any pre intention (Beatty & Ferrell, 1998)
and it is not considered as wrong matter for consumers (Hausman, 2000). Retailers use showgirls to promote
their products. Positive relationship is being found when a product is promoted using showgirls and impulse
buying in stores (Tsao, 2013). Studies found that there is a direct links between goals conflicts and impulse
buying. Customers who will have a goals of saving money will not engage in impulse purchasing and even when
customers are with saving goals may simultaneously try to spend or keep materials in possession (Robert &
Manolis, 2012).
In order for the impulse buying takes place in stores, there may be requirements that customers should enjoy the
shopping within the store. This tendency of shopping enjoyment impacts positively on the impulse buying
(Atulkar & Kesari, 2018). Enjoyment tendency may include music, lights, employees and layouts (Mohan et al.,
2013). A music tempo positively influences the impulse buying (Ju & Ahn, 2016; Shuleska, 2012). The positive
relationship between store environment consisting of enjoyment tendency and impulse buying was not supported
in a study (Atulkar & Kesari, 2018). Impulse buying to be happened in a store environment may depend on many
factors such as shopping enjoyment tendency, situation of the person who is going for shopping, activities to
motivate impulse buying by the retailers and product attributes (Atulkar & Kesari, 2018). However, there are
hedonic shopping values which also impacts on impulse purchasing intentions. For example, fun, novelty,
escapism, social interaction (Ju & Ahn, 2016) and praise from others. These factors positively influence the
impulse purchasing intentions. However, the situational factors such as money availability, time availability and
task definition moderate the relationship between shopping values and impulse purchasing intentions (Dey &
Srivastava, 2017). Further, it was also found that emotion of the customer, self-esteem and life satisfaction
positively influence the impulse buying (Nayebzadesh & Jalaly, 2014).
Customers’ happy, satisfaction with stores and their relax are important for competitive advantage. This can be
realized with the help of improving the impulse buying at stores. This is due to the fact that stores should be
designed integrating the experience marketing activities in which customers’ involvement should be encouraged
(Deng & Moutinho, 2015). When designing the stores, retailers may consider the factors such as young and
adults characteristics that motivate the impulse buying. It is evident that adults understand their situation even
during the impulse buying when compared to young consumers (Brici et al., 2013).
2.2 Retailers’ Commitment
Retailers commitment is one of the important factors in creating loyalty and in turn influencing the impulse
buying. Commitment is developing long term stability in the relationship (Anderson & Weitz, 1992). Retailers
commitment refers to development of long-term relationship by retailers with customers. Commitment of
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retailers depends on investing relationship, communication and on the management of the organization. The
commitment is also increased when there is higher relationship investment and good communication (Dagger et
al., 2011). While considering the new paradigm shift in the retailing (Kandampully, 2006), service organizations
(retailers) need to pay greater attention on the investment in customer relationship management that may help
further improve commitment of retailers as these could be indicators for commitment (Dagger et al., 2011).
Organizational design comprising logo, name etc. provide control communication which may positively exert an
influence on the perception of consumers. The culture of the retail organization is also considered as impacting
on the commitment. Hence, it was found that customer perception with regard to control communication will
have positive effect on commitment (Melewar et al., 2017). Further, in a study (Tabrani et al., 2018), find that
trust is also one of the important factors that create commitment. That is, trust enhances the commitment and in
turn positively impact on the customer loyalty (Tabrani et al., 2018). Further, the brand commitment and impulse
buying have positive relationship in accordance with gender differences. Brand commitment possessed by
women have will have positive effect on impulse buying (Tifferet & Herstein, 2012).
When understanding the literature, relationship marketing and control communication as commitment to the
retailers are playing important role in creating customers’ loyalty. This is because of the fact that the
organization’s profit, in fact, is derived with strong association with customers (Hur et al., 2011). This was also
confirmed with the finding of a positive relationship has been found between commitment and loyalty by Dagger
et al., (2011) and Kaur and Soch (2018). Thus, researcher hypothesizes that
H1: Retailers’ commitment towards customers positively influence the customers’ loyalty.
H1a: Retailers’ commitment towards customers positively influence the impulse buying at the store
H1b: Loyalty complementarily mediates between commitment and impulse buying at retail stores
2.3 Retailers Trust
Trust help to get rid of risk or uncertainty associated with a transaction (Ring & van de Ven, 1994). Trust is a
confidence created on the reliability of the partner (Palmatier et al., 2006). It is also defined as willingness to be
on the other party (McKnight et al., 2002). Trust plays a vital role in creating loyalty within novice and
experience customers with differences. In the case of novice customers, customer satisfaction leads to loyalty.
For the experience customers, trust is the most important factor that leads to the loyalty. This is because of the
fact that trust can be created only with familiarity and rapports being developed within the party (Dagger et al.,
2010). Customers previous experiences with shopping impact on the trust dimensions (Abbes & Goudey, 2015).
Trust, thus, leads to the development of loyalty intention and that contribute to the relationship marketing
(Shainesh, 2012). Further, trust is playing a mediating role between attitudes and loyalty (Akhari et al., 2018).
Retailers should exhibit integrity and ability to the customers to build trust. Retailers to boost the trust by
engaging in activities related to integrity (Rampl et al., 2012). Although overall store trust consists of trust on
salesperson and trust on store brands, store trust enhances the loyalty intention (Guenzi et al., 2009). Further,
store environment is also positively impacting on the store trust and assortments in the store also create store
trust (Guenzi et al., 2009).
Review of literature shows that retailers’ trust has a relationship with customers’ loyalty. When a customer is
store loyalty with previous experience with the store, definitely will be able to make impulse buying at the store.
Since, trust creates loyalty and loyalty and impulse buying has positive associations, it is likely that when
customers have retailers’ loyal, impulse purchasing is unavoidable. Therefore, researcher hypothesizes the
followings;
H2: Retailers’ trust positively influence the customers’ loyalty.
H2a: Retailers’ trust the customer has positively influence the impulse buying at the store
H2b: Loyalty complementarily mediates between trust and impulse buying
2.4 Store Attractiveness
Store attractiveness is also one of important determinants of the store loyalty among the customers. Stores should
be comfortable with entertainment, with diversity and mall essence and it should have convenience with luxury
(El-Adly, 2007). The impact of attractiveness is depending on number of visits of customers, how long do they
are retained at the stores and how much spent at each visit to the stores (Anselmsson, 2006). Retailers need to
enhance the attractiveness by utilizing experiences for the customers. This can be done by managing tenant,
facilities, atmosphere and entertainment at the stores. This would also be the indicators of shopping experience
(Tandon et al., 2016).
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According to literature, store attractiveness includes comfortable, entertainment, convenience and luxury. This
has to be improved and it create store loyalty for customers (Wahlberg, 2016). Store attractiveness along with
attractive store environment including store display, promotional materials, behaviour of the staff and price well
determines the impulse buying in a store (Tendai & Crispen, 2009). Further, it was also confirmed that customers
selection of stores is also affected by attributes of retail stores visited (Al-Ali, 2015). Customer with store loyalty
created through store attractiveness will have a mind sets of purchasing goods without any intention. There is a
likelihood of making impulse buying through loyalty created via store attractiveness. Therefore, researchers
hypothesize the followings;
H3: Store attractiveness at store positively influence the customers’ loyalty.
H3a: Store attractiveness at the store positively influence the impulse buying at the store
H3b: Loyalty complementarily mediates between store attractiveness and impulse buying at retail stores
2.5 Corporate Social Responsibility
CSR activities have received its significance in the business world. Although it has multi dimensions (Salmones
et al., 2005), retailers need to focus on the cause related marketing. CSR activities in retailing influence on
consumer behaviour and brand loyalty (Jones et al., 2007). Corporate social responsibility is one of the integral
components of the retails and help promote retail brand and market products (Jones et al., 2005). Further, CSR
activities help retailers to create patronage intention and loyalty (Mandhachitara and Poolthong, 2011). Although
it was also found that CSR is influencing loyalty mediating through trust (Choi & La, 2013), CSR is also
positively exerting an influence the brand loyalty (Martinez et al., 2014). Retailers also gain the benefits from the
CSR in terms of creating brand awareness, corporate image, and brand equity (Hafez, 2018).
While discussing about the corporate social responsibility, it is clear that CSR will have definite advantage for
the retailers as it positively influences the behavioural intention of customers (Chatzoudes et al., 2015).
Therefore, when the customer and people experience the corporate social responsibility activities, store loyalty
will be created and consequently, impulse buying may emerge. Thus, the following hypotheses are proposed.
H4: CSR of retail store positively influence the customers’ loyalty.
H4a: CSR of retail store positively influence the impulse buying at the store
H4b: Loyalty complementarily mediates between CSR and impulse buying at retail stores
2.6 Customers’ Loyalty and Impulse Buying
Loyalty helps retailers to enjoy competitive advantage (Mandhachitara & Poolthong, 2011) and is important
factor determining business success (Gable et al., 2008). Store loyalty will be enhanced with the help of loyalty
program service quality consisting of factors such as reward, personalization, usefulness of information, quality
of communication, courteousness and tangibility. Of these dimensions of quality, all dimension except
personalization influence positively the store loyalty indirectly (Omar et al., 2013). Retailers’ brand image is also
one of the most important aspects in creating the loyalty towards retailers. Hence, it is also essential to the
retailers to build their brand image and to realize the positive outcome of customers’ loyalty (Ogba & Tan, 2009).
Impulse buying take place when a store has enjoying shopping experience and this impact on the impulse buying
positively (Atulkar & Kesari, 2018). This means that a shopping environment should have music, lights,
employees and layouts (Mohan et al., 2013). Literature suggests that store attractiveness, retailers’ trust,
commitment lead to store loyalty. When the store loyalty is created, there is a possibility of purchasing
impulsively as there will not be any intention to purchase and without any intention, customers will be ready to
purchase. Therefore, the following hypothesis is formulated.
H5: Store loyalty of retailers positively lead to impulse buying
3. Methodology
The study was conducted in order to investigate influences of commitment, trust, CSR and store attraction on the
loyalty and how the loyalty mediate between drivers of impulse buying and impulse buying at retail stores. This
study was conducted in three districts namely Ampara, Batticaloa and Trincomalee. As this study involved in
hypotheses testing and is an empirical study, positivism is adopted as research philosophy. The research
approach is deductive as it is related to testing a theory through theoretical framework with the support of
previous literature. The research strategy is survey methodology and time horizon is cross sectional.
3.1 Survey Instrument
Survey instrument for this study has been developed based on previous researchers. Statements in the
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questionnaire were measured with seven points Likert scale ranging from strongly disagree to strongly agree.
Items adaptations for this study are shown in Table 1.
Table 1. Items Adaptations
Variables
Commitment
Trust
Store attraction
CSR
Loyalty
Impulse buying

No. of Items
7
4
5
4
5
6

Adopted from
Hennig-Thurau et al. (2002) and Smith (1998)
Srinivasan et al. (2002)
Gonzalez‐Hernandez and Orozco‐Gomez (2012)
Bigne et al. (2005)
Zeithaml et al. (1996); Plank and Newell (2007)
Mittal et al. (2016)

Note: Items considered for this study are given in Table 5.

3.2 Sample Selection and Data Collection
This study focuses on the drivers such as commitment, trust, store attractiveness and CSR activities of retailers
and mediating role of loyalty to trigger impulse buying respondents should be the customers. These respondents
are from Ampara, Baticaloa and Trincomalee districts of Eastern province of Sri Lanka. Since all customers who
experience retail stores are the sampling frame, convenience sampling technique was adopted. Researcher visited
all these areas for data collection purpose. In addition, questionnaires were also issued through email and
Facebook. The questionnaires were prepared in all three languages such as Tamil, Sinhala and in English. Finally,
researcher was able obtain 529 filled questionnaires and were taken for analysis. Smart PLS3 was used to
analyze the data collected for this purpose.
4. Results
Of 529 respondents, 71.6% of the respondents were male and 28.4% of them were female. 15.1% of the
respondents’ income was above Rs. 100,000. In the case of respondents age, 64.6% of the customers belong to
the category of 41-60 years of age. Demographical Profile of the respondents are given in Table 2.
Table 2. Demographical Profile of Respondents
Characteristics
Sex

Age

Income

Qualifications

Male
Female
18 – 25
26 – 40
41 – 60
> 60
< Rs. 50,000
Rs. 50,000 – Rs. 100,000
> Rs. 100,000
Less than GCE O/L
GCE O/L
GCE A/L
Graduates
Postgraduates
Others

%
71.6%
28.4%
5.1%
22.7%
64.6%
7.6%
12.7%
72.2%
15.1%
14.9%
30.6%
20.5%
18.4%
12.8%
2.8%

Before analyzing the data collected from the respondents, it is necessary to validate the model obtained using
SmpartPLS 3. As the first step of validating the results, construct reliability and validity is given in Table 3.
Table 3. Construct Reliability and Validity
CSR
Commitment
Impulse buying
Loyalty
Store attractiveness
Trust

Cronbach's Alpha
0.622
0.560
0.943
0.844
0.762
0.500

rho_A
0.703
0.701
0.943
0.846
0.876
0.720

Composite Reliability
0.840
0.762
0.972
0.907
0.861
0.777
5

Average Variance Extracted (AVE)
0.724
0.517
0.946
0.765
0.683
0.644
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According to Table 3, composite reliability is more than 0.70 and therefore, the model is reliable (Hair et al.,
2013). It is also confirmed that convergent validity is also confirmed with the average variance extracted is more
than 0.50.
Having confirmed the convergent validity, it is necessarily required to confirm the discriminant validity of the
model. For this purpose, Fornel and Larcker criterion is confirmed in the SmartPLS 3. This is given in Table 4.
Table 4. Fornel and Larcker Criterion
CSR
Commitment
Impulse buying
Loyalty
Store attractiveness
Trust

CSR
0.851
0.810
0.856
0.909
0.802
0.695

Commitment

Impulse buying

Loyalty

Store attractiveness

Trust

0.719
0.726
0.707
0.680
0.447

0.973
0.779
0.620
0.872

0.875
0.890
0.660

0.826
0.519

0.802

Table 4 provides that the coefficient is not more than the square root of the average variance extracted.
According to Table 4, there is no evidences of lack of discriminant validity. Discriminant validity is also
confirmed with factorial loadings of the observed variables are greater than the other. Factorial loadings are
given in Table 5.
Table 5. Factorial Loadings
Items
C2
C3
C7
CSR1
CSR3
IB5
IB6
L3
L4
L5
SA1
SA3
SA4
T1
T3

Constructs
Importance of relationship
Maximum effort to maintain relationship
Relationship as long term partnership
Protection of the environment
Participating in social and cultural events
If I see difference, need to buy
Feeling happy if I buy impulsively
Encouraging family and friend to buy at this retailer
Retailer is first choice if I think of shopping
I am loyal
Retailer has variety of brands and category
Assistants are very kind
General decoration of the store
Will not switch to another retailer
This retailer is best one to do shopping

Factor Loadings
0.756
0.659
0.738
0.818
0.883
0.973
0.972
0.909
0.793
0.916
0.927
0.574
0.926
0.636
0.939

VIF
1.090
1.284
1.232
1.256
1.256
4.881
4.881
3.462
1.480
3.623
2.764
1.202
2.643
1.125
1.125

Table 5 provides the VIF values are more than 0.2 and not more than 5 (Hair et al., 2017). This is also one of the
requirements for structural model evaluation.
4.1 Path Coefficient and Hypotheses Testing
Table 6 gives details about the direct effect of the commitment, trust, store attractiveness, and corporate social
responsibility on the customers’ loyalty and on the impulse buying.
Table 6. Direct Effects

Variable
CSR
Commitment
Store attractiveness
Trust
R2
Adj. R2
2
f for Loyalty  Impulse buying
Note: p < 0.05

Model 1
Loyalty
Coefficient
t – value
0.568
13.394
-0.101
3.574
0.468
20.589
0.068
2.822
0.906
0.905

f2
0.519
0.035
0.824
0.023

1.546

6

Model 2
Impulse buying
Coefficient
t – value
0.442
11.671
-0.079
3.496
0.365
23.013
0.053
2.847
0.607
0.606
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Table 6 provides the direct effect of latent variables CSR, commitment, store attractiveness and trust on loyalty
and on impulse buying. All variables except commitment positively impact on the customers’ loyalty as it has t
values are greater than 1.96 and p value are less than 0.05 (t > 1.96, p < 0.05). All effect sizes (f2) are more than
0.02 which means that there are effects on the endogenous variable loyalty. Despite the fact that the model is
significant, path coefficient for the commitment is negative. Therefore, H2, H3 and H4 are supported and H1 is not
supported as it is with negative path coefficient (Path coefficient = -0.101, t > 1.96, p < 0.05).
Table 6 shows that 90.6% of the variation of the loyalty of the retailers in Sri Lanka is explained by store
attractiveness, CSR, trust and commitment. How the exogenous latent variables contribute to the R2 values is
shown by f2 values. Store attractiveness is having significant effect on the R2 value of model 1. The second
contribution by CSR and the third is turst and lastly the commitment negatively contributes to the R2 value of
model 1. Q2 of the model 1 is 0.638 which is greater than zero and hence, the model accuracy is also accepted.
Table 7 gives about q2 values for all variables which reflects effect size on Q2 value.
Table 7. q2 Values of Latent Variables
q2
0.202
0.092
0.607
0.478
0.391
0.067

Latent variables
CSR
Commitment
Impulse buying
Loyalty
Store attractiveness
Trust

According to Table 7, all q2 values are more than 0.02 and the constructs has predictive relevance endogenous
constructs.
According to Model 2 of Table 2, shows the direct effect of the CSR, commitment, Store attractiveness and trust
on the impulse buying. Except latent variable commitment, all other variables positively impact on the impulse
buying at the retailers. It is also shown that 60.7% of the variation is explained by loyalty created through CSR,
Commitment, trust, and store attractiveness in impulse buying at retail outlets. Q2 value of the model 2 is 0.545
which is greater than zero and therefore, the model is accepted. Thus, H2a, H3a and H4a are supported. However,
H1a is not supported as it has negative path coefficient.
4.2 Mediating Effects of Loyalty
Mediating effect of customers’ loyalty is important factor impacting the impulse buying at retail stores. In order
to analyze the mediation effects, it is essential to investigate the indirect effects of the variables. Table 7 provides
details about total indirect effects of variables.
Table 7. Total Indirect Effects
CSR -> Impulse buying
Commitment -> Impulse buying
Loyalty -> Impulse buying
Store attractiveness -> Impulse buying
Trust -> Impulse buying

Path Coefficient
0.442
-0.079
0.779
0.365
0.053

T Statistics (|O/STDEV|)
11.671
3.496
46.109
23.013
2.847

P Values
0.000
0.001
0.000
0.000
0.005

Variables such as CSR (Path coefficient = 0.568, t > 1.96, p < 0.05), store attractiveness (Path Coefficient =
0.468, t > 1.96, p < 0.05) and trust (Path coefficient = 0.068, t > 1.96, p < 0.05) positively influence the
customers’ loyalty in Sri Lanka. In addition, it also evidently shows that variables such as CSR (Path coefficient
= 0.442, t > 1.96, p < 0.05), store attractiveness (Path coefficient = 0.365, t > 1.96, p < 0.05) and trust (Path
coefficient = 0.053, t > 1.96, p < 0.05). Thus, customers’ loyalty is taking the role of complementary mediation
between the latent variables CSR, store attractiveness and trust, and impulse buying. In the case of mediation
between commitment and impulse buying, loyalty takes the role of competitive mediation as negative path
coefficient that is significant (Path coefficient = -0.101, t > 1.96, p < 0.05). Based on the analysis, Table 8
provides details about the mediation effect.
Further, it is also found that loyalty significantly contribute to the impulse buying at retail stores (Path coefficient
= 0.779, t > 1.96, p < 0.05) and therefore, H5 is supported. This structural model is given in Figure 1.
7
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Table 8. M
Mediation Effeccts
H
Hypotheses
H1b
H2b
H3b
H4b

Relattionship
C --> L -->IB
T --> L -->IB
> L -->IB
SA -->
CSR --> L -->IB

Results
Not suupported
Suppported
Suppported
Suppported

C-Commitm
ment, L-Loyaltyy, IB-Impulse Buuying, SA-Store attractiveness, CSR-Corporate Social Responssibility

5. Discusssion, Conclusiion and Manaagerial Implication
The majorr objective of this study waas to examine the impact off drivers of im
mpulse buying on the custom
mers’
loyalty. Thhe other objecctive was to asssess the mediating role of ccustomers’ loyyalty created bby CSR, trust, store
attractivenness and comm
mitment, to thhe impulse buuying at the reetail stores. A
Accordingly, fiindings reveall that
corporate social responssibility, store atttractiveness aand trust are poositively impaacting the custoomers’ loyalty. The
loyalty positively associiates with imppulse buying att retail stores. Commitment is negatively contributing to the
loyalty andd it has positivve relationship with impulse buying.
Findings suggest that the model coontaining com
mmitment, truust, store attraactiveness andd corporate social
s
responsibility mediate thhrough loyaltyy which is possitively impactt on impulse bbuying of conssumers at the retail
outlets. Thhe first latent variable that will have a poositive impactt on the custom
mers’ loyalty is corporate social
s
responsibility (Path coeffficient = 0.5668, t > 1.96, p < 0.05). This iinfers that retaailers should eengage in activ
vities
relevant too the corporatte social respoonsibility. Whhen retailers enngage in CSR
R, customers’ loyalty among
g the
customers will be enhannced and that w
will cause impuulse buying at the retail outleets. Finding revveals that enga
aging
in safeguaarding environnment and partticipate in soccial and culturral events willl boost the loyyalty and mottivate
customer tto buy impulsiively in a retaiil environmentt. Retailers neeed to engage inn CSR activities to improve their
loyalty theereby improvee or increase impulse buyiing which is one of the im
mportant sourcces of competitive
advantage for retail stoores. As sugggested by Kim
m et al., (20114), retailers can engage iin community
y and
employee--oriented CSR campaigns.

Figure 1. Structural Moodel
The seconnd characteristiic that positiveely influence thhe customers’ loyalty is storre attractivenesss (Path coeffiicient
= 0.468, t > 1.96, p < 0..05). Retailers having more brands and vvariety of prodduct category enhances retailer’s
loyalty. Saales assistants who work in rretail stores w
with attributes oof kindness annd polite as it lleads to custom
mers’
loyalty andd is likely to create
c
impulsee buying at retaail stores. Furtther, findings also reveal thaat decoration at
a the
retail storees will also positively impact on the loyaltty and that will lead to the im
mpulse purchaasing. Retailerss also
invest in sstore attractionn of their storees. Store attraaction should bbe focused by retailers as itt determines re
evisit
intention oof customers annd also create word of mouthh (Saarijarvi et al., 2013).
The third factor that positively influeence the custom
mers’ loyalty is trust (Path coefficient = 00.068, t > 1.96
6, p <
8
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0.05). Specifically, customers are not thinking of switching to others and the particular retailer should be the first
choice when making purchasing decision. This will help enhance the customers’ loyalty and lead to impulse
buying.
While trust, CSR and store attractiveness positively impacting the loyalty, loyalty plays a mediating role to make
customers engaged in impulse buying. Retailers need to invest more on loyalty factors that would beef up the
loyalty and if happened so, impulse buying can be formed among the customers visiting at the retail stores.
Generally speaking, retailers should be able to induce customers to shopping with their friends and family. The
brand of the retailers should be placed at the top of mind brand of customers. This can be established when
retailers attempt to engage in corporate social responsibility activities, building up trust and increasing store
attractiveness of their retails’ stores.
In contrast to many literatures (for example Tabrani et al., 2018; Melewar et al., 2017), commitment is negatively
influencing the loyalty in this study. This may be due to cultural settings of the country. Therefore, it is
recommended that retailers need to focus more on commitment that positively contributes to the customers’
loyalty. Hence, it can be suggested that retailers should take measures to establish profitable relationship with
customers and maintain long term partnership with customers.
This study also contributes to the literature by supporting to the study explaining the relationship between store
attractive dimensions and shopping loyalty (Wahlberg, 2016). Further, this study also supports Dagger et al.,
(2010) by exhibiting empirical evidences of association between trust and loyalty. The study also contributes to
the literature by way of contributing to the study of Raza et al., (2018) and Perez and del Bosque (2014)
demonstrating the positive relationship between CSR and loyalty.
The model tested in this study is significant and useful for the retailers to create loyalty and trigger impulse
buying helping achieve competitive advantage in retailing. When retailers adopt this model in their business,
retailers can establish loyalty and generate impulse buying enabling them to enjoy competitive advantage in the
industry. Therefore, retailers need to build up trust among customers, engaging in CSR activities, keeping their
stores very attractive and having long term relationship to create commitment with customers.
6. Limitations and Direction for Future Studies
The major limitation is sample of 529 respondents. Studies of this nature require larger samples size. This study
was conducted in the Eastern part of the country and therefore, if it is extended to other areas of the country,
results may be more reliable and can further be validated. Another limitation is filling out questionnaires.
Respondents were hesitant to fill out or provide answers to the questionnaires in face to face contact. However,
researcher was able to manage the respondents.
Finding studies of this nature in Sri Lankan context is very rare and therefore, it could further be extended
consisting of other metropolitan cities in Sri Lanka. Thus, further studies can be conducted extending or
increasing samples from other areas in Sri Lanka. Further studies can also be directed by incorporating variables
such as marketing communication and service quality dimensions and this may provide more values to the
research by exploring loyalty and impulse buying.
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