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CHAPTER 5 

CONCLUSION AND SUGGESTION 

5.1 Conclusion 

This research analyses the impact of Website Quality, Service 

Quality and Visual Merchandising on Impulsive Buying mediated by 

the Urge to Buy Impulsively in Zalora in Surabaya. Based on the 

results of the research and discussion using Structural Equation 

Modelling (SEM) by Partial Least Square (PLS) software, it is 

concluded that: 

1. Website Quality positively and significantly impacts the 

customers’ urge to buy impulsively. Thus, the first hypothesis 

which states that website quality has an impact on customers’ urge 

to buy impulsively is accepted. 

2. Service Quality positively and significantly impacts the 

customers’ urge to buy impulsively. Thus, the second hypothesis 

which states that service quality has an impact on customers’ urge 

to buy impulsively is accepted. 

3. Visual Merchandising positively and significantly impacts the 

customers’ urge to buy impulsively. Thus, the third hypothesis 

which states that visual merchandising has an impact on the 

customers’ urge to buy impulsively. 

4. The Urge to Buy Impulsively positively and significantly impacts 

the customers’ impulsive buying. Thus, the fourth and last 
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hypothesis which states that the urge to buy impulsively has an 

impact on the customers’ impulsive buying is accepted. 

5.2 Limitations of the Research 

One of the limitation in this research is that the respondents 

gathered for this research generally comes from the age group of 17 – 

25, thus it might have different results if the respondents would be 

spread out from all of the age group. 

5.3 Suggestions 

Based on the conclusions drawn above, a few recommendations 

and suggestion can be pointed out to be taken into consideration by 

Zalora and also other e-retailers. 

5.3.1 Suggestions for Academic Use 

1. For further study, it is recommended to research more into 

Impulsive Behaviour with additional variables involved as the 

majority of the respondents involved is of the age group of 17 – 

25. 

2. The research can also be broadened into several websites or 

marketplaces instead of just one for comparison tests. 

5.3.2 Suggestions for Practical Use 

1. Based on the results of the data gathered in this research, it shows 

how positive and significant the impact of website quality, service 

quality and visual merchandising on the urge to buy impulsively 
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and also impulsive buying. This proves that Zalora’s website has 

managed well in attracting the customers’ interests which allow 

the customers to shop at the customers’ own pace while pushing 

products at the customers in case the customers decide to buy 

them. 

This information provides Zalora to manage their website to be the 

simplest, trustworthy but interesting website which will attract the 

customers’ interests. On the other hand, Zalora can also improve 

upon the weakest factors from the descriptive statistics data 

gathered, which are: having a fairly simple and easy website, being 

a trustworthy website, and improving the location of the Point of 

Purchase (POP). 

Zalora can improve their website by making it simpler yet more 

interactive for the customers to navigate around their website, 

whereas for their POP, Zalora can make it a point that a customer 

would not need to scroll down to see Zalora’s POP when checking 

out their shopping cart. 

2. The data gathered in this research also proves that visitors of 

websites, especially e-retailers and marketplaces are attracted to 

simple yet fun things in the website. A website can also force the 

visitors to navigate through their website with the help of signs, 

colours, and attractive and quality photos. 
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