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Abstract

One of the most crucial consumer behaviors needed to be well understood by the retailer is impulse buying.
Customers at impulse are prone to buying beyond their shopping mission, which, in turn, may lead to an
increase in sales of the store. This study presents the effects of shelf position in a supermarket on impulse
buying among Filipino Millennials. It focuses on comparing the Filipino consumers’ buying behavior
based on their demographic characteristics and how relevant these are to impulse buying. The study led
to the following outcomes: Horizontal and vertical shelf positions influence impulse buying. In addition,
gender, civil status, and income do not have an effect between shelf position and impulse buying. Age,
however, positively moderates the effect of horizontal shelf position and negatively moderates the effect
of vertical shelf position on impulse buying. Educational attainment also positively moderates the effect
of vertical shelf position on impulse buying. Thus, the influence of horizontal and vertical shelf position
on impulse buying among Filipino Millennials is moderated to some extent by their demographic
characteristics. The study used descriptive and inferential statistics covering the relationship between
impulse buying, shelf position, and demographics through snowball sampling. The study has a sample
size of 225.

Keywords: retailing, vertical shelf position, horizontal shelf position, impulse buying, Millennials, fast-
moving consumer goods, supermarket

1. Introduction

Due to globalization and other trade agreements between markets and countries, many retailers
can do business globally. Kantar Worldpanel (2017) reported that in Asia, a significant reduction in
available shelf space is a constraint the retailer faces brought about by carrying some of the world’s fastest-
growing consumer brands. Some retailers have only half of the fast-moving consumer goods (FMCG)
categories on their shelves to leverage the competition. At the same time, some offer a full range to drive
a greater shopper frequency. These limitations in shelf space force retailers in Asia to think of various
approaches to optimize the available shelf space.

Mordor Intelligence (2019) reported that multiple factors contribute to the continuous progression
of the retail industry in the Philippines. For instance, retail markets are driven by the emerging middle-
class consumers, the young consumer market base, rising income, and population growth. On the other
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hand, consumption of FMCG products varies depending on the circumstances a country faces throughout
the years. The Philippines is a disaster-prone country where sales performance changes over time. Statista
(2021) reported that the FMCG sector experienced significant growth before the pandemic. Aside from
products included in this sector being at a low cost and being sold in large quantities, its development is
supported by the emerging middle-class consumers. Food has the highest market value, and instant
noodles are the leading fast-moving consumer product based on value growth. Multinational companies
offer smaller packed items, especially within haircare; the proliferation of this pack size is heightened by
the Filipino “tingi” culture or small portioned items, which is common in developing countries like the
Philippines (Kantar, 2017).

Knowing the relevance of the FMCG products in the country and seeing that every retailer is
competitive in making sales, a product must be given enough shelf space to capture the buyer’s attention.
Shelf space management is one of the crucial factors in winning an edge in the changing retail industry.
However, as this industry grows more extensive and diversified, shelf-space-allocation and other cues
become vital and challenging decisions for retailers (Kim & Moon, 2020). This study aims to explore the
influence of shelf position on impulse buying. It intends to compare the views of consumers based on their
demographic characteristics and if these affect their impulse buying. Moreover, it intends to determine
what they think of shelf space positions and how these affect the way they buy the products.

This study examined the effects of shelf space on impulse buying among Filipino Millennials. It
identifies shelf position that affects the consumers’ impulse buying. This study can aid the retailers in how
strategically arranging products in their stores. It can also help the retailers minimize inventory levels,
build strong customer relationships, and provide a higher customer shopping experience and satisfaction.
Manufacturers can gain insights from this study about the best shelf positioning that could potentially
maximize their sales growth at some level and secure their spot on the retail shelves. Consumers differ in
terms of buying behavior and in making purchase decisions. This study will help brand owners and
retailers understand how shelf position influences consumers’ impulse buying.

The study reveals that horizontal and vertical shelf positions have a significant positive effect on
impulse buying. It indicates that an increase in the extent of the shelf positions leads to an increase in
impulse buying. Additionally, gender, civil status, and income do not have an effect between shelf position
and impulse buying. On the other hand, age positively moderates the effect of horizontal shelf position
and negatively moderates the effect of vertical shelf position on impulse buying. While educational
attainment positively moderates the effect of vertical shelf position on impulse buying.

2. Discussion
2.1. Shelf Position

Various studies have found that shelf position impacts the product’s possibility of being
recognized. Shelf position is described in the study of Gidlof et al. (2017) as the placement of the products
on the shelf, which has a strong effect on visual attention. People will notice a product if it is bright and
visible. The same has been discussed by Valenzuela and Raghubir (2015). They discovered that products’
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position in a retail environment drives shoppers' attention.

Moreover, Disterhoft et al. (2019) stated that shelf segments differ horizontally and vertically.
Some are horizontal within the shelves, such as the beginning, middle, and end of an aisle. Some are
vertical, from eye- to knee-levels of the shelves. Consequently, the visibility of the shelf segments to
customers varies. These conclusions were also stressed by Drexler and Soucek (2017) when they found a
significant impact between shelf levels and consumer attention.

Customer decision-making is also influenced by shelf position, or the levels at which products are
placed on the shelf, according to Abbas et al. (2015). Their study revealed that varied product
arrangements on shelf space positively impact in-store purchase decisions. The same can be said about
customer buying behavior (Behera & Mishra, 2017). Moreover, it is influenced by shelf position or, as
described by Md. Faruqui and Hride (2019), the location on the shelf where the product is displayed. One
possible reason for this is that consumers form conclusions about a brand based on how it is being placed
on the shelf (Gidlof et al., 2017).

According to Bialkova et al. (2019), shelf positioning is a crucial variable in the in-store
environment, as it affects not just attention but also consumer choice. Valenzuela and Raghubir (2015)
also stressed that consumers often use shelf positions to make inferences that influence their choice of
products. Thus, they consider shelf positions as an information source. And while customers are said to
derive meaning from shelf positions (horizontal and vertical), this previous study highlighted that brand
managers should pay a premium for shelf space. At the same time, retailers should charge premiums for
specific shelf positions.

H1.  The horizontal shelf position of the product influences the impulse buying of the consumers.
2.1.1. Horizontal Shelf Position

A horizontal display refers to similar products placed horizontally on one shelf (Abbas et al., 2015).
Deng et al. (2016) argued that consumers prefer this display type. It makes it easier for them to process
the whole assortment since the binocular vision field matches the dominant direction of eye movements
needed for processing this type of display. It enables consumers to scan the information more efficiently,
which at the same time gives them the perception that this display carries a much wider variety. Hence,
horizontal assortment displays are recommended to be used by retailers for product categories where
variety is their strategic aspect. They can also use this display to make the variety stand out more to
increase customers’ purchased quantities.

Gidlof et al. (2017), on the other hand, found that horizontal position has no consistent impact on
visual attention. Its influence on visual attention varies depending on different shelves. Moreover, visual
attention may differ when shelves carry the same product and various products (Ladeira et al., 2019).
However, Drexler and Souc¢ek (2016) confirmed that placing products at the center of the shelf is essential,
especially for men who pay the greatest attention to this part.

The study of Valenzuela and Raghubir (2015) revealed that horizontal shelf position affects
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consumer choice. Among left, center, and right positions, the center was preferred. They also found this
position to be informative, from which the consumers conclude price and quality. They discovered that
lower-priced brands are on the left-side shelves while higher-priced brands are on the right-side shelves.
Moreover, items on the left side are perceived as lower quality than the right-side shelves.

Furthermore, according to Nielsen (2020), shoppers look to the left first, then to the right for
alternatives. Consequently, the small to large packs should be placed on the shelves from left to right. It
also revealed that this approach could influence shoppers’ perceptions of the products’ affordability,
leading them to consider purchasing a larger pack size.

H2.  The vertical shelf position of the product influences the impulse buying of the consumers.
2.1.2. Vertical Shelf Position

Abbas et al. (2015) argued that when optimizing space, it is necessary to decide which product
should be placed at what height. They divided the shelf into three different vertical levels to make this
concept clearer. These are above the eye level (above five ft.), the arms or eye level (3-5 ft.), and below
the waist level (below three ft.). And among these, they found out that consumers are likely to choose the
products placed on the shelves at the arms or eye level. The common reason for this is that the eye level
is easier to view and reach (Young et al., 2020).

Likewise, Drexler and Soucek (2017) showed that vertical shelf levels also impact consumer
attention. They proved that the eye level (4-5 ft.) shelf and the touch level (3—4 ft.) shelf receive the most
attention from consumers. The stoop level (below three ft.), on the other hand, gets slightly less attention
than the stretch level (above six ft.). It is essential to increase the attention from the bottom shelf in most
categories.

Unlike the horizontal position, Gidlof et al. (2017) discovered that the vertical position strongly
influences the consumers’ visual attention. Products were more likely to be looked at when placed on the
middle shelf than at the lower and upper levels. Aside from its effect on consumers’ sight, vertical shelf
position also predicted consumer choice. The same study concluded that products of any given popularity
and quality tend to be acquired if placed at the lower and upper levels than on the middle shelves.

Vertical shelf positions may also affect consumers' assessment of product characteristics, like price
and quality. Lower-priced and low-quality brands are assumed to be placed on the bottom shelves. In
contrast, the higher-priced brands and high quality are placed on top shelves (Valenzuela & Raghubir,
2015). This notion was also supported by Otterbring et al. (2019). They claimed that consumers tend to
move their gaze on the shelves upwards no matter what product they are looking for. However, they turn
their eyes downwards faster if they are asked to look for cheaper products than expensive ones.

Finally, the bottom shelf has more depth and can carry more units than the rest of the vertical shelf
positions. Because of this, small pack size products should be placed on the top shelf, while large pack
size products should be placed at the bottom (Nielsen, 2020). Additionally, large and heavy products are
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on the lower level, whereas small and light ones are on the upper level (Andrada et al., 2020; Hibner et
al., 2021).

2.2. Impulse Buying

The retail industry has been meeting new challenges in the last few decades. According to Bianchi-
Aguiar et al. (2020), the in-store factors that positively impact product visibility and awareness highly
influence customer demand while shopping. It is crucial to understand consumer behavior due to its
complexity. Many attempts have been made to understand the various consumer behaviors further. One
of which is the study of Husnain et al. (2019), where they stressed that impulse buying is a crucial factor
in increasing sales in retail.

Impulse buying is defined by Hussain and Siddiqui (2019) as a concept of unplanned purchase
without considering its consequences. And this spontaneous purchase is found to be affected by different
factors. Husnain et al. (2019) argued these factors include store environment, sales promotions, time
availability, friendly employees, and family influence. Tirtayasa et al. (2020) also found that impulse
buying is significantly influenced by hedonic shopping motivation. This was also proven by Saad and
Metawie (2015). They stressed that consumers exhibiting excitement were likely to show a positive
hedonic attitude, and a positive attitude would stimulate impulse buying behavior. Hussain et al. (2021)
also argued that impulse buying improves the state of our minds. They suggested that in uplifting them
from bad moods, people sometimes value themselves by giving themselves a gift that they deserve. They
even stressed that people give in to impulse buying if they believe it would make them feel better.

Previous studies discussed other factors that affect impulse buying. Wijaya et al. (2020) revealed
that shelf space and display influence consumers’ impulse purchases. They can be increased due to the
neatness, blocking space, and attractiveness of the display arrangement. However, too much design
packaging or promotion is sometimes ignored (Drexler and Soucek, 2016). This is the reason why retailers
should carefully analyze how to place their products on the shelves. Nishanov and Ahunjonov (2016) also
highlighted this when they found out that the height of shelves or the visibility of products can stimulate
the impulsive behavior of consumers.

Additionally, hypermarkets design attractive shelf displays since they can change the purchase
plan of the consumers (Wijaya et al., 2020). Moreover, Xiao and Yang (2016) discovered that the more
space is given to a product whose needs are sensitive to space and type of goods, the more it may attract
customers and increase sales. Hence, it is the retailer’s advantage to enhance the shelf space to increase
the visibility of products that can promote impulse buys (Flamand et al., 2016).

2.3. Demographics

Several studies have identified several elements that influence consumer behavior, and they differ
depending on the individual. Gender, sex, age, income, and educational background are all elements that
can influence consumer behavior. Various studies have concluded that demographics positively affect
consumers' impulse buying. For instance, Ugbhomhe and Adomokhai (2021) stated that consumer impulse
buying behavior appears to have a significant simultaneous link with demographic factors. Depending on
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the demographic factors, impulse buying may alter due to its broad scope (Desai, 2018). Mohiuddin &
Igbal (2018) argued that impulse buying is associated with emotions, making it difficult to resist. When
developing strategies, marketers who consider the nature of the relationship between demographic
variables (age, gender, income, and education) and impulse buying can significantly increase business
sales and profitability.

H3.  Age moderates the effect of horizontal shelf position on the impulse buying of Millennials.
H4.  Age moderates the effect of vertical shelf position on the impulse buying of Millennials.

2.3.1. Age and Impulse Buying

Various studies discovered a link between age and impulse purchases. Between the ages of 19 and
39, there is an increase in impulse buying, which declines at 50 and over (Akyuz, 2018). On the other
hand, Awan and Abbas (2015) stressed that young consumers are more impulsive than older consumers
because current trends and lifestyles easily influence young consumers. They are more likely to spend
more impulsively. Specifically, Generation Y or Millennials are known to be a “combination of pure and
suggest impulsive buying, which indicate a visualized need and desire condition of the generation’s
impulsiveness” (Aumentado et al., 2017).

H5.  Gender moderates the effect of horizontal shelf position on the impulse buying of Millennials.
H6.  Gender moderates the effect of vertical shelf position on the impulse buying of Millennials.

2.3.2. Gender and Impulse Buying

There are various studies surrounding gender and impulse buying. Gender has a remarkable
association with impulse buying (Awan & Abbas, 2015). For instance, Mohiuddin and Igbal (2018) argued
that females have considered emotional decision-makers and are reckless when deciding on products in
shops. Thus, females are found to be more engaged in impulse buying (Mohiuddin & Igbal, 2018; Desai,
2018; Akyuz, 2018; Khan et al., 2016). Conversely, Awan and Abbas (2015) argued that males show more
impulsive behavior because females are cautious and make most of their buying plans. In comparison,
males have money to make unplanned purchase decisions. On the other hand, Chaudhuri et al. (2021)
stressed that males and females have similar opinions on impulse buying. Therefore, it is crucial to assess
gender in terms of impulse buying as various studies show different results.

H7.  Civil status moderates the effect of horizontal shelf position on the impulse buying of Millennials.
H8.  Civil status moderates the effect of vertical shelf position on the impulse buying of the Millennials.

2.3.3. Civil Status and Impulse Buying

Civil status has been a contributing factor to impulse buying too. Dash et al. (2019) found that both
engaged/married people and singles are impulse purchasers. However, engaged/married people have a
significantly higher percentage of impulse purchasers. This notion is also supported by Sangalang et al.
(2017), that married people tend to buy more impulsively. Conversely, Geetha and Bharadhwaaj (2016)
found that a single person with fewer responsibilities than most married people is more likely to purchase

Millennium Journal of Humanities and Social Sciences, 3(3): (2022)



The Impact of Shelf Position on Impulse Buying Among Millennials 7

without reluctance. Those married people have duties and responsibilities as parents, which would restrain
their available funds.

H9.  Income moderates the effect of horizontal shelf position on the impulse buying of Millennials.
H10. Income moderates the effect of vertical shelf position on the impulse buying of Millennials.

2.3.4. Income and Impulse Buying

The amount of money a buyer has influences whether they will buy impulsively or within their
economic level. There are various income levels where consumers’ choices differ to each income level
and buying pattern (Desai, 2018). Consumers with higher income tend to purchase more impulsively
(Awan & Abbas, 2015; Mohiuddin & Igbal, 2018). Sangalang et al. (2017) argued that Filipino consumers
with a net monthly income of P 10,001 to P15,000 tend to act impulsively when purchasing. Moreover,
the more money consumers allocate for their shopping, the more they make impulsive purchases
(Aumentado et al. 2017).

H11l. Educational attainment moderates the effect of horizontal shelf position on the impulse buying of
Millennials.

H12. Educational attainment moderates the effect of vertical shelf position on the impulse buying of
Millennials.

2.3.5. Education Attainment and Impulse Buying

Various studies discovered a strong link between education and impulse purchase behavior.
Consumers with high qualifications are more inclined to have high impulsive behavior than those with
low qualifications (Akyuz, 2018; Awan & Abbas, 2015). Ekeng et al. (2012) even stressed that higher
educated customers are more exposed and positioned in a higher social class. As a result, they are more
persuaded by fancy things due to their purchasing power than those with lesser or no qualifications and
lower salary grades. Conversely, Mohiuddin & Igbal (2018) argued that less educated people show more
impulsive buying behavior. Desai (2018) even stressed that educated people who know the importance of
frugality only buy products according to their needs.

2.4. Research Method

The study used descriptive correlational analysis to determine the moderating effect of the
demographic characteristics of the respondents between the shelf space position and impulse buying and
to understand the influence of horizontal and vertical shelf space position on the consumers' impulse
buying. The survey results have sought to describe the characteristics and behaviors of the respondents’
impulse buying due to shelf position. A descriptive correlational analysis was used where researchers
asked a set of questions to the respondents, analyzed how one variable impacts the other and what changes
are eventually observed.
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2.5. Subjects and Study Site

The study has a total sample size of 225 respondents composed of Millennials, ages 25 to 40, who
visit a supermarket frequently. All respondents are from the National Capital Region (NCR), Philippines.
The cities include Quezon City, Manila, Caloocan, Makati, Parafiaque, Valenzuela, Pasig, Las Pifias,
Pasay, Muntinlupa, Mandaluyong, Taguig, Marikina, Malabon, Navotas, and San Juan. NCR is not only
the most populous; it is the center of the culture and economy of the Philippines. It is also composed of
thriving cities known as its prime business and commercial centers.

2.6. Research Instrument

Survey questionnaires for 225 Millennial respondents were utilized in gathering the data. The
instrument was divided into two sections. The first section consists of the screening questions regarding
the respondents’ age, where they currently reside, and whether they regularly shop in a supermarket. The
second part of the survey is the main questionnaire consisting of demographic profiles such as age, gender,
civil status, income, and educational attainment and a 6- point Likert scale crafted item pertaining to shelf
position (horizontal and vertical position) and impulse buying. The researchers consulted field experts and
an academician for the content and validity evaluation of the questionnaire. The instrument was also
checked with the use of Cronbach’s Alpha to measure the consistency of the future results. A pilot survey
was then conducted on 25 respondents.

2.7. Data Gathering Procedures

The study utilized a descriptive-correlational approach to describe the effect of shelf space position
on the impulse buying of Millennials. The causal relationship aims to explain how each independent
variable influences Millennials' impulse buying. The researchers were guided scientifically to verify the
stated hypotheses. A snowball sampling was used in this study to gather the required number of
respondents with a sample size of 225 respondents. The respondents must meet the inclusion criteria of
this study: First, they must be Millennials, whose ages are between 25 and 40. Millennials are the target
demographic because they are the group that goes to the grocery store most often and spends the most
money (FMI, 2020). Second, they must be household consumers who often shop/go to a supermarket.
Actual shoppers were not included to avoid a decided shopper perspective. Lastly, the respondents must
be from the National Capital Region (NCR) as the last criterion. Furthermore, because the instrument was
created by the researchers, it was subjected to face and content validity tests. There were one academician
and four field experts for the validity test who examined and evaluated the survey questionnaire. After
being validated, a pilot test was done for the reliability of the instrument with a total of 25 participants.

2.8. Data Analysis

In analyzing the data, descriptive and inferential statistics were utilized, and in analyzing the
demographic profile of the respondents’, frequency and percentage count were used. On the other hand,
the researchers also used the mean and standard deviation in examining the level of agreement of the
respondents pertaining to Shelf Position, Demographics, and Impulse Buying. The statistical tool used to
test the hypotheses is the Partial Least Square-Structural Equation Modelling (PLS-SEM). Specifically,
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PLS-SEM was utilized to examine whether shelf position significantly affects impulse buying. Moreover,
it is found that PLS-SEM is particularly useful for modeling structural equations used in studies with an
inadequate number of respondents (Wong, 2013). Moreover, PLS-SEM has become a common method
for analyzing complex path models with latent variables (Sarstedt et, al. 2017).
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3. Results
Figure 1

The Emerging Model
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This study was intended to test the hypothesized model that shows the moderating role of age, gender,
civil status, income, and educational attainment on the causal relationship of horizontal and vertical shelf
position on impulse buying, as shown in Figure 1. Structural equation analysis of the hypothesized model
resulted in the rejection of the moderating role of gender, civil status, and income as revealed by the p-
values of the path, which are greater than 0.05. It indicates that gender, civil status, and income do not
have an interacting effect on the relationship between shelf position and impulse buying of respondents.
However, age positively moderates the effect of a horizontal shelf position (B =.148, p=0.012) on impulse
buying (H3). It indicates that the impact of horizontal shelf position on the impulse buying of older
customers is stronger than that of younger customers. Similarly, age was significantly moderating the
effect of a vertical shelf position (B =-0.187, p = 0.002) on the impulse buying of respondents (H4) but in
a negative manner. It implies that the effect of vertical shelf position on the impulse buying of older
customers is weaker than that of younger customers. Furthermore, the emerging model revealed that
educational attainment was positively moderating the effect of a vertical shelf position (f = .126, p =
0.027) on impulse buying (H12). It indicates that the impact of vertical shelf position on the impulse
buying of highly educated customers is stronger than the customers with lower educational attainment.
Thus, the emerging model supported the role of the study’s 2 out of 5 moderating variables.
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Table 1
Result of Hypotheses Test
Hypothesis E:xolgenous E'ncl::)gmous h:[oglm‘aling Coe];[:gf:lilents - ]gti‘ie;t ]1]1€tft‘r‘:)itet:salu%§n Description Decision
Variable Variable Variable ®) values ®) (1(93;3181;:1*

HI: Horizontal Shelf Position - Impulse Buying 0.496 <0.001 0290 Medium Significant Accept H1
H2: Vertical Shelf Position — Impulse Buying 0.129 0.025  0.060 Small Significant Accept H2
H3: Horizontal Shelf Position - Impulse Buying — Age 0.148 0.012 0290 Medium Significant Accept H3
H4: Vertical Shelf Position  — Impulse Buying ~ Age -0.187 0.002  0.065 Small Significant Accept H4
HS: Horizontal Shelf Position — Impulse Buyimg ~ Gender -0.036 0.295 0.013 NA Not Significant ~ Reject HS
H6: Vertical Shelf Position — Impulse Buying ~ Gender 0.010 0443 0.003 NA Not Significant ~ Reject H6
HT: Horizontal Shelf Position - Impulse Buying  Civil Status -0.015 0.410  0.003 NA Not Significant  Reject H7
HS: Vertical Shelf Position — Impulse Buying  Civil Status -0.050 0227  0.011 NA Not Significant ~ Reject H8
HO: Horizontal Shelf Position —» Impulse Buying  Income -0.036 0293  0.003 NA Not Significant ~ Reject H9
H10: Vertical Shelf Position — Impulse Buying  Income 0.086 0.094  0.008 NA Not Significant Reject H10
Hil: Horizontal Shelf Position — Impulse Buying ~ Educational Attain 0.069 0.149  0.006 NA Not Significant Reject H11
H12: Vertical Shelf Position — Impulse Buying  Educational Attain 0.126 0.027  0.020 Small Significant ~ Accept H12

Note: **0.02— small, 0.15 — medium, 0.36 - large

The given result of the Table 1 study stated that horizontal shelf position has a significant positive effect
on impulse buying. As argued by Deng et al. (2016), horizontal shelf position is a display type that is
preferred by consumers for an easier assortment process. The result also showed that the center of the
shelf is more favored than the left and right sides. Relatively, consumer choice can be affected by
horizontal shelf position and found that the preferred and essential position is at the center as this position
allows consumers to quickly identify information in terms of concluding the price and quality of a product
(Valenzuela & Raghubir, 2015; Drexler & Soucek, 2016; Deng et al., 2016). Therefore, the center of the
shelf is considered to be beneficial and ideal for brands in inducing impulse buying.

Since vertical shelf position has a significant positive effect on impulse buying, the more
consumers see it, the more they tend to make an impulse buy. Congruent to this was Faruqui and Hride’s
study (2019), when they proved that vertical shelf position contributes to purchase behavior by 34%. But
this study discovered a 6% influence, particularly on impulse buying. Consumers also believe that they
are more inclined to glance at, pay more attention to, and choose items on the eye level of the shelf, which
is consistent with previous studies (Abbas et al., 2015; Drexler & Soucek, 2017; Gidlof et al., 2017). In
line with this, products should be placed at the eye-level shelf to encourage them to buy on impulse.

The findings of this study suggest that age positively moderates the effect of horizontal shelf
position on impulse buying. This indicates that older consumers are more inclined to buy impulsively in
this type of shelf position. The result contradicts the study of Akyuz (2018), which revealed that younger
consumers aged below 39 are inclined to impulse purchases. This is due to Generation Y or Millennials,
considered a combination of suggestion and pure impulse buyers since their impulsiveness is conditioned
by desire and visualized need (Aumentado, 2017). On the other hand, the result also suggests that age
significantly moderates vertical shelf position negatively. Older consumers are not inclined to impulse
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buy in a vertical shelf position. This is similar to the study of Awan and Abbas (2015), that young
consumers buy on impulse due to trends or fads regardless of shelf position.

Moreover, the findings regarding gender indicate that it has no significant effect between two shelf
positions: horizontal and vertical shelf position and impulse buying. This is similar to the previous study
of Chaudhuri et al. (2021) which indicates that gender does not play a big role in predicting impulse
purchases. This is taken into account that females are emotional decision-makers (Mohiuddin & Igbal,
2018). Conversely, Awan and Abbas (2015) argued that females are more likely to buy impulsively and
tend to be cautious buyers. On the other hand, males are found to be more impulse buyers as they are
financially capable of doing so.

Civil status does not moderate the effect of horizontal and vertical shelf positions on impulse
buying. It shows that consumers, whether single, married, separated, or widowed, are not driven to make
an impulse purchase on the products they first see on the shelves. This is contrary to the study of Geetha
and Bharadhwaaj (2016) that a single person is more likely to purchase without reluctance than most
married as it has fewer responsibilities. The same can be said on income which does not moderate the
effect of horizontal and vertical shelf positions on impulse buying. Thus, no matter how high or low
consumers’ incomes are, they are not likely to buy a product on impulse regardless of shelf position. This
finding contradicts the previous studies of Awan and Abbas (2015) and Mohiuddin and Igbal (2018) that
consumers with higher income are more inclined to buy impulsively.

There is no effect in terms of horizontal shelf position on the impulse buying of Millennials in
educational attainment. This is contrary to the studies of Desai (2018) and Mohiuddin and Igbal (2018),
who claimed that educated people who understand the value of money buy items they require. While
educational attainment positively moderates the effect of vertical shelf position on impulse buying of
Millennials. It implies that the effect of vertical shelf position on impulse buying of Millennials with
higher education attainment is stronger than those with lower educational attainment. This result is similar
to the studies of Drexler and Soucek (2017) and Gidlof et al. (2017), where they described that the vertical
position strongly influences the consumers’ visual attention. This is also true in the studies of Akyuz
(2018), Awan and Abbas (2015), and Ekeng et al. (2012), which shows that customers with higher
education are more likely to engage in impulsive behavior because they are exposed to a higher social
class getting more purchasing power. As a result, they are more easily convinced to buy more items than
individuals with lower or no qualifications and lower-wage classes.

4. Conclusion

This provides insights on how the retailers and marketers should deal with various demographic
profiles inside the store and their relevance to the buying behavior. The importance of shelf position is
crucial in influencing the consumers to buy. Whether horizontal or vertical, the shelf position can be part
of the firm’s retail strategy in creating buying on impulse among certain age groups, such as the
Millennials. Moreover, another demographic segment must be given importance in the retail strategy, such
as educational attainment. Educational attainment affects the level of buying. Since educational attainment
increases the level of salary and social status of a person, the higher the education, the higher the
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probability of buying more. However, in developing a retail strategy related to shelf position, one must be
cautious because such a strategy may not be applicable to all categories inside the store. Moreover,
marketers and retailers must also consider other retail store elements affecting consumer buying behavior.
The shelf position may somehow help create or intensify impulse buying to some extent in some
demographic segments. Nevertheless, there are various factors why they buy on impulse. Considering
these factors, together with shelf positioning, may increase some level of impulse buying and,
consequently, increase sales.

5. Recommendations

This research study remains valuable as it is the first to contextualize the foreign literature on shelf
space and impulse buying behavior in the country. It helps prove whether the theories also apply to the
Philippine setting. This study also aids the retailers in coming up with effective shelf management plans
to capture the consumers’ way of shopping and their personality in front of store shelves. Relationships
between manufacturers and retailers are frequently regarded as a key factor in product distribution. Both
must create attractive shelf positions that can draw buyers’ attention, increasing their likelihood of buying
on impulse. Retailers should also constantly coordinate with their manufacturers to monitor real-time
inventory and produce and deliver products on time so shoppers can easily find their products inside the
store. Retailers could also give manufacturers their preferred shelf position in exchange for promotional
activities exclusively for their store. In addition, age and educational attainment moderate the effect of
shelf positions on the impulse behavior of consumers. Manufacturers can use these findings to increase
their market share by focusing on these demographic aspects and adjusting their strategies accordingly.
When manufacturers and retailers have a seamless relationship and shoppers are satisfied with their
services, both will benefit each other, increasing their sales volume and profits, respectively.

There are several limitations to the study. Future researchers may include other variables, such as
the influence of sales personnel, time of engagement, the atmospherics, promotions, and other retail
elements in the store, because this study only focuses on some demographic variables due to broad
consumer behavior variables. The researchers also recommend studying other generations because this
study is only limited to Millennials. Lastly, this study focuses only on the National Capital Region (NCR).
The researchers recommend conducting a study in other regions so that comparisons on the behavior of
consumers can be made.
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