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Abstract:

This study examined the nature of the relationship between the dimensions of Online Visual Merchandising and
Impulse Buying Behavior. In order to collect the primary data, a self-administered survey was relied upon, as it
relied on an online survey that was prepared by Google Form to make it available to a wide audience of mobile
shopping application customers. Data WAS collected from (401) Consumer and analyzed statistically. The study
found that, there is a positive correlation relationship between the following dimensions of Online Visual
Merchandising (Manner of Presentation, Aesthetics of Presentation, and Website environment) and Impulse Buying
Behavior. There is a significant effect of two dimensions of the Online Visual Merchandising (Manner of
Presentation, Website environment) on the dimensions of Impulse Buying Behavior.
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