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Trade promotion

G;tailer

Retaller promotion

@sumer

Consumer
promotion

JUMN 2.1 {UIASRIORNWMINA (Oyedapo, Akinlabi & Sufian, 2012)

MIRIORNWISMIUA ARSI WIgIRIMIRIRNWHTY 9 MIRIORNWIS
algmsmIMAUSWalgUIAMnag ANUIYERS 5k miug:aly Shidhig)as
ansnuidumigioipwinussivshalyvwnsa ypana m}mﬁt@fﬁ mIuAa
([ARMINN §HIRINIG)A (Gedenk, Neslin & Ailawadi, 2010; Raju, 1994)9
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Promotion

— S~
"__,/' \\
Price promotions __| Nonprice promotions
’ —
"Supportive" “True"
+TPR - Promotion communication ~ Sampling
+ Promotionpacks | * :gaé‘”zs P - Premiums
. . adverfising | takins/
r Loyaltydiscounts | , agvertisingin other media | zwene;ps sl
+ Coupons - Displays opko
- Rebates - POS materials - Others
- Others - Promotion packaging

L Others

JUMN 2.2 IGUESRIORNWMINA (Gedenk et al, 2010)

Kazmi and Batra (2008) #::4 81 i uGmigjoanwismiuapimidgisamey
UANRIURI{ABUYS 18 mﬁmﬁtﬁgh@memﬁﬁmwﬁgg@wm:mﬁmﬁt@ﬂ

Objectives

Types of promotion

Increase market share among
brand switchers, or increase sales.

Increase repeat purchase.
Increase trial among non-users.
Increase category consumption.

Liquidate excessive inventories.

Coupons in print media, coupons to other brand
users, retail promotions, discounts, sweepstakes
and contests, premiums.

Continuity promotions, in-pack coupons.
Free samples, trial packs, cross-couponing,
Multiple-pack promotion, coupons.

Various trade deals.
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ARG IUAI 319

95565593 o wosiisndmrdaRnd isiph | (GmbH,2022)
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ESINS

(Store Layout)

(Mohan et al.,
2013)
(Crawford and
Melevar, 2003)

SRV
SIH8REs

(Promotion
Activity)

(Duarte et al.,
2013)

(Hulten and
Vanyushyn,
2011)

SRIBRE
(Mood)

n_ 273

m“mmg

EUiﬁ[UEﬂSFwﬂﬂfﬂﬂ
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=3CZ

(Dittmar et al.,
1996 Hausman,
2000)
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moHsiams Higidshansy ShmsmangjpinsaBuiiumsifywansénn
¢sumigimisiynd i0afis: miB{Mal Scales HNUMIUYNLTSSWivMS
Nominal Scale §#1 Interval Scale I Interval Scale [§iQSANNGHATF WO ANIW
110 Scale NwaigHo 191 &4 Nominal scale (I SAMNUNUANNAHFAINAN
HMBWHRUEGH 149 MW MiHGT y21ul §h (UIASRIURRY §ig: R SIS
iiRgiAnN I165]Y 84 Regression

§ s SWIHIM S{UYUANUMIMA Cronbach's alpha (it sififigianns
moi)thAtsaInnidgws &> 0.70 ($¢UWA )9 2UAIANISMIPANENIHINSO1A
grusimnigid fadduspuumituiapiasifilgoadnnaphan

(2} v

ol

ahdusismisAn[aNIFhiY

| iTiunhigimuina Rahman (2023) MSUMMATgig] nsmmm 0.7

nymsHisq in:unhamamh galngginnsiaiggaithi 0.90 11 0,954
MmN MY mnNim mm’ja’nﬁ §4 Cronbach's alpha

i -

No. H1G1 GSSHA | Item a> | MIUARIUW
Fway 0.70
1| [UiAeRIUARL (1V) 184 3 0.869 0y
2 | ghtmi (V) 184 3 0.784 | $GUWAMS
3 | WAYAMNROENW (IV) 184 5 0.872 0y
4 | wgad (1Iv) 184 4 0.855 0y
5 | mIdmithussigen(ov) 184 5 0.890 0y
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Age Frequency Percent
Valid below20 28 15.2
20-25 Years old 76 41.3
26-31 Years old 36 19.6
32-37 Years old 16 8.7
38—43-year-old 16 8.7
Above 43years old 12 6.5
Total 184 100.0
BOIRUMUGRUUMMAR MNR 4.1 HMBWHSHR U SMWNT 32 161 37
B Y18 16 (8.7MmAIW) Sh f-ﬂ‘[ij MU 26 191 31 @ ANS 36 (19.6 MATW) s
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HMBWaANmAISsnsMWaOUh 20 191 25 @IS 76 (41.3 MAIW ) MUJI{MY
26 161 31 @IS 36 (19.6 MAIW) SUHAFWAIANIRUISIUIMSHWIG U 43
givNs 12 (6.5 MAIW)
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mmamgngmqwmgﬁmﬂmumm EﬁLﬁj

MNA 4.2 MNRIURIGAIAS

[Gender Frequency Percent
Valid Male 111 60.3
Female 73 39.7
Total 184 100.0

mnsgnifwmad syl 111 ( 60.3 Marty ) 1y uiuie Sagaiiw
RONI[AINS 73 ( 39.7 MAIW )9 INARUYWNTHARWAMAIGSIUINM oY
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mnh 4.3 mnhivhioayeiu
|Occupati0n Frequency Percent
Valid Public servant 20 10.9
Company staff 84 45.7
Self-employed 12 6.5
Student 68 37.0
Total 184 100.0

MmNk 4.3 UNMAOHMBWRANIM AT SMISY2IUIUY 2 It MINIMATS
84 thywih (457 manw) Say-Safjn 68 Mywih (37 maiw) v{§nimi 20
Dywih (10.9 mAIw ) ITWHMGWOANER IS N SY2IUMANE] 12 Myw

S¥ (6.5 MAIW)Y

G.9.G APAISMILAN

mnh 4.4 UNMADARBADANIVH
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iahgidny gig:mighuRfcimoilgiamadupidsinn:vsgngway
mituaisAnBoaAnugRFwiiuinmicamuugRisMiaghuiY
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mni 4.4 mnhivhicamidap

Education Frequency Percent

Valid Undergraduate 38 20.7
bachelor 112 60.9
Master 30 16.3
Ph.D 4 2.2
Total 184 100.0

ANURURAYS
Sienimismiw

HOIRUQSUNMAOh MNK 4.4 HRIFWRIANT 018 38 (20.7 MAIW) 181AK
imuuionuls enns mmmmﬁmﬁwﬁugm anlmighuda 112 (609 MAILY)
isighuignup oS meRiRAngAgw 30 (163 MAIW) 1SIGARY

gnﬁﬁslunémmwmgwmqmmwm‘?ﬁ GAIPOMSHAIGWAY 4 (2.2 MAIW)
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Frequency Percent

Valid  yes 184 100.0
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mnk 4.6 mnhivhioaatmiGmigd)haulangiay

Frequency Percent
Valid  Protective cases 52 28.3
Earphone 28 15.2
Screen Protector 44 239
Chargers& Cable 28 15.2
Power Bank 32 17.4
Total 184 100.0

isigh Mk 4.6 UPMNYAIRUDSIMUIASRUAR nisigp)aauiak

g1afg M 'mLusms RURAMIMIGIATY ( Protective cases) 52 ﬁnqwé‘ﬁ (28.3 MA
i) ﬁmﬁm:mﬁﬁmmwn (Screen Protector) 44m9tﬁ§ﬁ (23.9 MATU) GﬁStﬂ
§1ATg (Power Bank) MV thytwH (17.4 MAIW) tmwgntﬁn@ RSl &g U
¥1S M (Earphone) 8% ﬁﬁﬂng tajﬁﬂﬁ (Chargers& Cable) WG DEWEH (15.2

MAIW) Jom

2

a

¢ sissigisBsmainnusRlunisasSScRiBmiSmisies
563

MmNA 4.7 Weighted Arithmetic Mean

IV & DV Variable N Mean S t d . Interpretation
Deviation

Product category 184 3.5417 .80267 Agree

Store layout 184 3.6105 .62228 Agree

Promotion activity 184 3.5467 66150 Agree

Mood 184 34117 67752 Undecided

Impulsively purchasing 184 3.4739 72048 Undecided

1. Strongly Disagree 2. Disagree 3. Undecided 4. Agrees 5. Strongly Agrees

ihwigaildmnfwavutss 1849017 181540 MNH 4.7 UERUDSUNMD
’ mﬁq]mumumﬁﬁﬁﬁStsighﬁns@tmujﬁuummmtmtmjﬁqumﬁeg o
yEjuoig i 3.4117 191 3. 5417 gansiRImIGmih whﬁu?m’mms*c@
3.47399 HIBHUIASRUARUM SR QM WY~ 2an:iBighimi &

mie
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aumiimashopaanisiabmn mnh 4.8 RGnisMAYRTUNIUATHAT
ﬁsm‘}mﬁmiﬁnwmﬁmtm'gh Lu‘tmmfmﬁm gaIMY wAgMRIORNWw Si
Higan ahmigmid whﬁui@lm multiple linear regression [N 8iH1g]a4 160 i
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MmN 4.8 auigubin

v

Adjusted R Std. Error of the

Model R R Square )
Square Estimate

1 9728 0.945 0.944 0.17035

Predictors: (Constant), mood, store layout, promotion activity, product category

. Multiple R = 0.972 hestihiingikisénnéshoig:fnicisinan] 8§k Hit
NANR]Y WUHIGISSRANKNSHOM (UiAsRUARML yAUNY wAgMARRNW
Sk mignh damidj (X) Sk HigmaAng A mc?amtfnwmfﬁm damudj(v) A

GGIUWAMS (97.2%)
. R Square = 0.945 ngjifwwamnisginuis: Afimandginaiin ¢oa
¢shdumiindhsigphummpismitlituisinhniciSgwaq wsmang) (Mg
hwhiduigu) Angjunhwrididsiant (LU{ﬁgﬁn?ﬁﬁm, ghunk, wagmn 8k
MIgan) anU 94.5% R s§wh 5.5% iswidiBsaandAmsidaigdiuisiphy
IREUY §0IG: 5.5% ARRTEN Error term

. Adjusted R Square = 0.944 AnsSwhyginm (Hismandy §4 #igiBsan
ngj) [HINSHUGMS 94.4% iSinhigimuions (Rahim & Balan, 2021) MSULN
Wwak M 4.9 Joisiakimes

Size of correlation Interpretation
0.9t01.00 Very position or negative
0.70t0 0.90 High position or negative
0.50t00.70 Moderate position or negative
0.30to 0.50 Low position or negative

mnd 4.9 UiNMASUIISEDAGSH

M



c.M.9 ANOVA-Test

MNH 4.10 ANOVA®?

Sum of
Model Squares df Mean Square F Sig.
1 Regression 89.801 4 22.450  773.678 .000°
Residual 5.194 179 .029
Total 94.995 183

a. Dependent Variable: impulsively purchasing

b. Predictors: (Constant), mood, store layout, promotion activity, product category

N 4.10 MSUINMD F-Test = 773.678, P-Value= 0.000 < 0.01

k)

il
fU
0.
N

H1SH

(Ca])

y F-Test A Significant hosAanadugauimimadhnsenagsimywiy
GRIRIHASNSMSIFWH Beers, B. (2024, May 9) MSSUNWH p-value 18
05 YAUMRIS: MGIFHIMSMAGAT Significant 4 TNFISIUIW HISITSNA
8] (1v) ®1sgoth ([uinskdaky ghinh Magmagjoinw Si mryan) A
nuthywil HISMANS] (DV) A (MIFmithwiim )9

M



¢.m.w mivatanwismighiwisadmi Regression Coefficients

fMNH 4.11 Coefficients®

Standardize

Unstandardized d
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 227 .082 2.763 .006
Product
776 .027 .865 28.686 .000
category
Store layout .017 .025 .015 677 499
Promotion
.077 .031 .071 2.471 .014
activity
Mood .084 .030 .079 2.775 .006

a. Dependent Variable: impulsively purchasing

9. AsRUARN S mayATuniuaHAttsismiIdmithwaym
junkmuMimags UeRUATARIRUUIMAal Mk 4.11 Ui {UIAS

punsautzmithiasnsigidmidmihwim wandttsidng) by

gﬁnumsmnm 9 higimsuinmi Regression Coefficients it Ui

3

fafu

t &% 'p' 1 Regression Coefficients IS{Utag#Uanm & 0.865 iRinly 't
8.676 §% 0.000 9 UGRUATHARUMMNHITRANRFFSW 1MUA M
IwRinivHASS(HIm SR R FnutinkgikihwaHiSiSsRANS] [UIAeR U
AlSAN RN SARCIMNIMATW (5%)9 M{TWINgIS: igAINNg
21010 ORgAMIMIWY
ayRAY HO.: (UiAgRMaR L Ssnsaiaugnidmidmiplauaigiaig
ihwhifuiguin:e §oighpins[sInmY 9nhig)a amoughsmst
winsaarunsignuthhaa SiluayATunTIHASESIglidmIG mithw
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ihwanias§nisauly Shiquusagd
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ik mEmImAn s NgRuATARIRuUInmak mnh 4.1 sinmd
mﬁgmmﬁggﬁywmsﬁmﬁ:mn&tihhf&métﬂt[ﬁfﬂ@mﬁwhﬁufgmmdmﬁ%
ijsnfﬁmjhugwﬁig:ﬁ?g'ghnﬁm%m@ 1 hgimsuinmi Regression
Coefficients IRuigim Shaiy 't 84 'p' 1 Regression Coefficients SauRgm
RIanwh 0.071 iRraly v 84 p A 2.471 81 0.0149 gRUATARUINMNHITE
nangga{aiw imud midmidwiidviguasdtosginstdinunigii
iwHISITsRAng) ShaBaisann i nSARoMAIIMAIW (5% )9 M{RTWING
182 AU gRUARIT DAGATINIWY
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sUswalguiam:mag) JwimgauanwilgfiGadadana
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(Santini et al., 2020)
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c.M.M MIFUHSANEISE ( Assumption for Multiple Regression )
fi.Normality Check
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Histogram

Dependent Variable: impulsively.purchasing
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2. P-P plot

o

1S1AR{MY) P-P plot 18§ gSWUMMDMDNSUFAN: YHYMEOUNMAYR jum

iismingiufAiShissSw idaga NAGH
MBUIMm ﬁmamgﬁﬁ?ﬁmwmimsfmm Wiy
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7. Homoscedasticity check
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. Multicollinearity Test

TN 4.12 Coefficients?

Standardize

Unstandardize |d Collinearity
d Coefficients | Coefficients Statistics
Std.

Model B Error Beta t Sig. |Tolerance |VIF
1 (Constant) 227 1.082 2.763 |.006
product.category |.776 |.027 .865 28.686 |.000 |.336 2.974
store.layout .017 |.025 015 677 |.499 [.639 1.566
promotion.activity | .077 |[.031 .071 2.471 |.014 |.372 2.685
mood .084 1.030 .079 2.775 |.006 |.375 2.663

a. Dependent Variable: impulsively purchasing
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(DV) 8% #igiSshanty (1v) 49 sthwigand mnkd 4.12 ismifiasy
Multicollinearity UM aly VIF faisioigh 1.566 R 2.6851R AU 5
{WHlY Tolerance H 0.6390 191 0.3720 IR Uit 0.204

IMWIAIIUMETNUIUAIANA Obrien (2007) MSAMNGaTATY Variance
Index Factor (VIF) 8GM% 5 (VIF < 5) 8% Tolerance & 0.20
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Thank you for your cooperation and for agreeing to answer any questions about the factor
of customer’s impulsively purchasing on phone accessories in Phnom Penh. Please
answer honestly, because the data in this questionnaire that it will analyzed is still a valid

and reliable type of data.

. NUANANURUARIMBNINTAGNSHIUgSIRUIAsRTARN

fi. lilJ Age

0O i (MWIMBW0RE!) Below 20 Years old

O 2. (;woth WoR-VeEF ) 20-25 Years old
O 3. (mwoth VBE-M9g) 26-31 Years old
O 4 (mwo i mug-mag) 32-37 Years old
0 5 (MWOUIMGEE-GME ) 38-43-year-old
0O 6. (Uicm@igihigl) Above 43years old
8. 17 ¢ Gender

O L.({us) Male 0Oz (Lfﬁ") Female

A. 421U/ ¥ Occupation
O 1.(8L§ﬂﬁﬁ’ﬁ) Public servant
O 2.(MiNARS ) Company staff
[0 3-(¥21UANg]) Self-employed

0 4.(~dgj-Sagjn ) Student

&



[ 5.(1%§§113) Other

. ﬁLH mitd fifi Education level
Ot (iLmHU?QﬂULﬁ) Undergraduate
0O 2. (uTgnuis ) Bachelor

O 3. (vignupthS g6y ) Master

o

0 4. (pAUah&) Ph.D.

< 2

9. (tnsmmﬁﬁtggmmantsmﬁm aInMmy ?) Is your current residence in
Phnom Penh ?

0 1.(M% Y O1&U) Yes
0 2 (u%

6. (RuiAekatuywamiiugadmidsthamehSnRaunaigiaig?)
Which product category do you purchase mostly on phone accessories ?

Dl

D 1( ffiUﬁfﬂimIGUmm) Protective cases

2. (Mty) Earphone

O3 (n rpﬁ”?imﬁﬁ[)nﬁgm‘fg) Screen Protector
0. (ﬁ‘ﬁﬂﬁg f8‘jﬁﬂﬁ) Chargers& Cable

O5. (§R5Wweiaig) Power Bank

o INEIANNAIN
yugahineamywit uisamaha svimnagaaat b Bug
mySMNARMAR

9. BSWUVUZH m.8swipoda & WU

V. BSWNY G. WU

&0
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Q1 [UsAgRUARN Product category

1) If I see a new
product in Phone
Accessories, I buy it.
QL2 [UIAGRUAR)
ISR hautatgiaig
1525800 mihwiim
The p'roduct category of
phone accessories
triggers impulsive

buying tendencies in

falgiain ysinuddm
191:19)

carefully evaluate the

I would not 1

phone accessories

products before I buy.

%

HO2

Strongly Disagree

a

G

Disagree
ENHNEEY
Undecided
WU Agree
WU ZH
Strongly Agree

WU

A4 Strongly

WU E

ENAEL
Undecided
WU Agree
Agree

N LUEI'ILNUDisagree

Ge.
32



Q2 gitmk Store Layout

Q2.1 (inug:gigiuni
AR aauTaR gAY
iwanianArnsmI
MAUMMAIoOU
HIIYAN ) Sometimes I
go to because they
have interesting

window displays.

-4

Q2.2 (§ROUHIYANTER
m:mﬁ’mﬁ Uik
NSMIMAUNMUE
AN:IUURgIWw YRR
ainiarisiahumiun
R)unulaginn)

am attracted to buy

-4

product that has a big
or eye-catching display
in phone accessories

store.

UM Ifind it
comfortable to shop in
a phone accessory
store with directional

sighage.

e



HO3

%

a

WU

Strongly Disagree

Q3 riRgMA{UES Promotion Activity

AN SAMNG
fESAang
difficulty controlling my
urge to buy when I see
a good offer (like Buy 1
Get 1 free, limited stock,
limited time ).

Q3.2 (MIUAMNBUNR
AINaR UYWL
Gmésm)
Sale/clearance signs
are a reason to buy

things on whim.

b) a

Q3.3 (MIUMN:ATYIU
ﬁrﬁﬁﬁmﬁ@ijgm
msiaids) Discount
on a product induces

me to buy more.

()

o {Ge - o
2,8 5 & 2
2 9 DY =
3 & 5 T 2,
2 8 @ 5 -3
oD B

2 3 4
2 3 4
2 3 4

ue

WU ZH

Strongly Agree



3.4 (mungBagam:
¢gUMSHUR UNg

9

1N 258 fmuisuig)a)

The sati‘sfaction of 1 2
receiving a coupon or

points motivates me to

buy more.

gﬂ.
5
&
&

product if I recall its

advertisement®

%

HO4

Strongly Disagree

a

WU

&N tim'J[JﬁIUDisagree

Q4 HiIgN Mood

Q4.1 (ishinuigg

fuu wﬁfggénmu}
méfmﬁsfﬂm”m@@

iR hautal ¢iaig) 1 2
when I am happy, I

spend more on phone

accessories.

Q4.2 (§Gmulann

jix mméﬁmmmng
gimaumnigahivey 1 2
é) [ buy kuﬂgh products

to change my mood.

a0

4 Strongly

WU g

Undecided
Agree

FSIHT

WY Agree



Q4.3 (Fmuintn
mmeﬁmgn‘hmﬁ}g
istinuin mémSttf}@
AONA n%’mﬁhav‘fﬁh
greiishinauIf:g) 1
buy products according
to how I feel when 1
saw quality of phone
accessories at the that

moment.

Q4.4 (1SlinpUiRUS

NSHIYANSsy gﬁ
mwé’ﬁt'{jmi@@i&]w

gsAnids ifgjilndn
SaRIgsIUNS) [ was q 5
also Iikt-:ly to im‘pulse

buying during negative

mood states, in order to

improve my mood.

g

Strongly Disagree

a

WU
&N tim'ijUU Disagree

Q5 mi?}@iﬂ] Wit S1 Impulsive purchasing

Q5.1 (1NFUSIFIG M

¢8m gﬁ:;@{umm

Budsnsonnis

§n). When I go 1 2
shopping, I buy things

that had not intended

to purchase.

99

4 Strongly

WU g

Undecided
Agree

FSIHT

WY Agree



Q5.2 (SRUSNIA
fﬁmtﬁﬁw@@tmwﬁs
MSIFNGAYS) [am
a person who makes
an unplanned

purchase.

When [ see something
that really interests me,
[ buy it without
considering the
consequences.

Q5.4 (S{URUWEAk
mificuamnm
§@ ) I carefully plan all
my purchases.

Q5.5 ($888mivw
udsmads gk
$IRINIUAISIS ) T avoid
buying thinéjs that are
not on my phone

accessories list.

1

1
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