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Abstract — This study aims to explore the role of
shopping companions with respect to the link between
in-store factors and impulsive buying behavior. Data
were gathered directly at the point of sale from 532
customers who had previously engaged in impulse
buying at hypermarkets in Ho Chi Minh City. The
results of the PLS-SEM analysis reveal that shopping
companions (family members or friends) moderate the
association between positive emotions and this behavior.
Notably, the effect of positive emotions on impulse
buying behavior is stronger when shopping with family,
compared to shopping with friends. This finding
contrasts with some previous studies but aligns with the
profile of the sample and the Vietnamese cultural
setting, where family values are highly emphasized. In
addition, in-store factors including music, sales
promotions, and employee respectfulness were found to
positively influence impulsive buying behavior through
positive emotions and the urge to buy. Findings from
this study offer new insights into how shopping
companions and in-store factors influence impulsive
buying behavior.
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1. Introduction

In recent years, despite the rapid growth of e-
commerce, Viethamese consumers have continued to
favor in-store shopping. A significant portion (74%)
prioritize the ability to assess product quality, and
58% express a preference for physically inspecting
and selecting products before making a purchase
decision [1]. This explains why organized retail
outlets are attractive shopping destinations, as they not
only provide an opportunity for customers to select
and check product quality on their own but also offer
an enjoyable shopping experience [2]. Additionally,
they provide diverse and flexible product choices
under one roof, thereby enhancing customers’
shopping motivation [3]. The combination of these
retail characteristics, along with rising living
standards and increasing income levels in Vietnam,
has fueled the rapid expansion of the hypermarket
network. This expansion not only meets consumers’
growing demand for integrated  shopping,
entertainment, and experiential activities, but also
signals intensifying competition in the retail sector. In
this context, tapping into consumers’ impulsive
buying behavior (IBB) has become a key strategy, as
over 75% of transactions at modern retail outlets (such
as hypermarkets) are driven by consumer
impulsiveness  [4]. In fact, to strengthen
competitiveness and boost revenue, many retailers
have focused on promoting IBB by investing in point-
of-sale strategies that encourage and maximize
unplanned purchases [5]. Therefore, examining the
factors that influence IBB at hypermarkets in Vietnam
has become increasingly essential.

Research on IBB in physical stores has identified
several significant groups of factors, with in-store
factors receiving considerable attention from
researchers. Studies have indicated that in-store
factors such as lighting, scent, displays, promotional
offers, and crowding can generate positive emotions
(PE) and the urge to buy (UB), thereby promoting
customers’ IBB [6], [7], [8].

TEM Journal — Volume 15 / Number 2 / 2026.


https://doi.org/10.18421/TEM152-26
mailto:nguyenthoa@ufm.edu.vn
https://www.temjournal.com/

TEM Journal. Volume 15, Issue 2, pages 1254-1264, ISSN 2217-8309, DOI: 10.18421/TEM152-26, May 2026.

However, despite the extant research on point-of-
purchase factors, contradictory findings persist, and
certain crucial aspects remain underexplored. Some
studies have demonstrated a positive impact of
employee helpfulness on IBB [6], [7]; however, other
research has found no significant effect [9]. Similarly,
music, a key in-store factor, has been identified as
influencing customers’ IBB [7], [10]. Nevertheless,
prior research suggests that while background music
is related to IBB, its effect is not statistically
significant [11]. Concurrently, prior research found no
association between music and IBB [12].
Furthermore, although employee respect is considered
a significant cultural attribute in many Asian societies
[13], its relationship with IBB remains under-
researched.

In addition, studies on IBB in physical retail
settings have examined the moderating roles of factors
such as time pressure, crowding, self-control, income,
and shopping task orientation. However, the
moderating role of shopping companions (SC) has yet
to be thoroughly explored. Meanwhile, as many as
70% of consumers shop with companions [14], and
prior research has shown that companions can
significantly influence consumers’ IBB [15]. SC may
exert social pressure, provide opinions and advice, or
create a more hedonic shopping experience [14], and
thus, may either amplify or inhibit the effects of other
influencing factors on IBB. This raises an important
guestion: Can the impact of variables including PE
and UB influence IBB differently based on the type of
SC? To address these gaps, this study analyzes the
influence of key in-store stimuli, including sales
promotions, music, employee-related characteristics
(helpfulness and respectfulness), and SC, on
consumers’ IBB. Specifically, the present study
contributes to filling two key gaps in the literature: (1)
Exploring the effect of employee respectfulness on
customers’ IBB, and (2) Assessing whether the type
of SC (friends versus family) conditions the link
between PE, UB, and IBB. Addressing these gaps
contributes to a deeper theoretical understanding of
IBB.

2. Theoretical Background and Conceptual
Framework

The study of IBB in this research is anchored in the
Stimulus—Organism—Response  (SOR) framework.
Based on this foundation, the following subsections
clarify the core constructs and establish the formal
hypotheses that guide the proposed conceptual model.
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2.1.1BB

As a widespread consumer behavior, IBB
significantly contributes to shaping effective business
strategies. IBB is defined by unplanned, spontaneous
purchases that occur without a predetermined
intention to buy a specific product type or fulfill a
planned purchase goal [16]. Moreover, IBB tends to
occur with little concern regarding their consequences
[17].

IBB is categorized into four distinct types [18].
First, pure IBB involves spontaneous and emotion-
driven decisions without any prior planning. Second,
recall-triggered IBB occurs when a shopper
remembers a previous purchase goal upon
encountering a product. Third, persuasion-based 1BB
refers to cases where consumers are influenced in-
store despite having no initial intent to buy. Finally,
planned IBB occurs when a customer anticipates a
purchase, but the final choice is dictated by in-store
stimuli like discounts or promotions. Pure IBB
involves minimal cognitive processing, whereas the
other three reflect varying levels of emotional and
cognitive interplay, with cognition playing a
progressively greater role.

This study examines IBB in general to explore how
in-store factors and SC shape consumer behavior,
rather than focus on the differences between various
types of IBB.

2.2. The SOR Model

The SOR model explains how external contextual
factors influence consumer shopping behavior [18]. It
is a widely applied structure in consumer behavior
studies, composed of a triadic structure involving
stimuli, internal processing, and behavioral outcomes.
Environmental stimuli such as shopping ambiance,
promotions, and employee interactions serve as
drivers that affect consumer responses. The
organismic state of the consumer (the organism)
mediates the pathway linking external cues with
behavioral outcomes [19], [20]. The response refers to
the consumer’s actual behavior when interacting with
a product or service [20].

This study adopts the SOR paradigm to investigate
how in-store environmental factors influence impulse-
driven buying behavior. Specifically, stimuli (S)
include employee characteristics  (helpfulness,
respectfulness), sales promotions, and music. These
factors affect the organism (O), generating PE and
UB. Finally, these psychological states lead to the
response (R), which is IBB.
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2.3. Hypotheses and Research model

Drawing on the SOR framework and relevant
empirical studies, the following hypotheses are
formulated to examine the predictive effects of in-
store factors and SC on IBB. By integrating these
factors, a theoretical basis is established for the
relationships within the proposed research model.

2.3.1. The Relationship between In-Store Factors and
IBB

Employees at the point of sale serve as a vital link
between the retailer, the brand, and the customer.
Professional and well-trained employees can be
perceived as a premium service offered to customers
[12]. Employees can influence customers’ emotions
[21], as they are often the primary point of contact and
actively engage in customer interaction and service
delivery [22].

Employees are considered helpful when they
effectively address customer needs and demonstrate a
willingness to assist. Research indicates that employee
helpfulness enhances customers’ PE [6], [7]
Particularly when customers encounter problems or
have guestions, the employee’s ability to resolve them
significantly shapes emotional responses [23]. A deep
knowledge of products and services enables
employees to convey information accurately and
confidently, thereby fostering trust [24] and eliciting
PE.

Respect is a fundamental component of social
relationships [25]. Research indicates that customers
anticipate courteous and respectful treatment; failing
this, they may experience dissatisfaction or even feel
offended [26]. Respectful communication leads to
positive customer responses and contributes to a
mutually respectful interaction environment [27].
Hence, the following hypotheses are formulated:

H1: Employee helpfulness
influences customers’ PE.

(EH) positively

H2: Employee respectfulness (ER) positively
influences customers’ PE.

Music serves as a key in-store stimulus that can
stimulate IBB. In-store music (MU) can create an
engaging atmosphere, enabling customers to become
emotionally engaged and spontaneously motivated to
purchase products [7]. Soothing melodies in retail
environments promote relaxation and elevate positive
emotional states [2], thereby triggering UB.
Accordingly, the hypothesis below is formulated:

H3: In-store music influences

customers’ UB.

positively

Sales promotions (SP) are regarded as a key factor
that increases the tendency for impulsive consumption
[28], [29].
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Exposure to stimuli such as sales promotion can
provoke strong purchase urges, prompting unplanned
buying decisions [30]. Prior research indicates that
both financial (e.g., discounts) and non-financial (e.g.,
free gifts) forms of immediate promotion positively
influence consumers’ UB [31]. Thus, when consumers
receive direct incentives, they tend to experience a

heightened UB. Accordingly, the following
hypothesis is formulated:
H4: Sales promotions positively influence

customers’ UB.

PE are mental states that are beneficial to an
individual’s mental health. These emotional states
include happiness, joy, excitement, satisfaction, and
gratitude [32]. PE generated within the retail setting
significantly contribute to shaping customer shopping
behavior [7], [33]. These emotional states often
influence IBB [6]. IBB tends to increase after
customers experience PE such as joy or satisfaction
[34]. A pleasant shopping experience helps create joy
and contributes to building a positive image of the
purchasing process, thus increasing the likelihood of
engaging in IBB [7]. Therefore, PE can be considered
a driving factor for IBB. Hence, the hypothesis below
is formulated:

H5: PE positively influences IBB.

UB is a strong desire that customers experience
when encountering a stimulus within a retail context,
such as, exposure to a specific product, model, or
brand [30]. When external environmental factors
intensify UB, consumers often perceive an immediate
need to act. Therefore, the sudden UB can be
considered a precursor to, and lead to, actual IBB [12],
[35]. Accordingly, the hypothesis below is
formulated:

H6: UB positively influences IBB.
2.3.2. The Role of SC

SC refer to individuals who accompany consumers
during the shopping process, typically friends or
family members [36]. SC can influence the duration
of store visits, spending levels, and customers’
evaluations of the shopping experience [37].
Depending on the nature of the relationship and the
companion’s behavior, shoppers may feel either more
relaxed or more constrained, which in turn affects
their IBB [14].

However, not all types of SC influence consumer
behavior in the same way [37]. Friends often act as
facilitators of impulsive buying, as peer groups tend to
encourage spontaneous and hedonistic behaviors [15].
As a result, when shopping with friends, IBB is not
only perceived as socially acceptable but is even
encouraged as part of a joyful and shared shopping
experience.
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This enhances the likelihood that emotional states
will be converted into actual IBB. In contrast,
shopping with family members, especially those who
play a financial decision-making role (such as parents
or spouses), tends to suppress IBB [15], [38]. Family
members often emphasize rationality and budget
control, thereby limiting the transformation of
emotional states into buying actions. Hence, the
hypotheses below are formulated:

H7: Consumers exhibit higher levels of IBB when
shopping with friends than when shopping with
family.

H8: SC moderate the association between PE and
IBB. Specifically, the influence of PE on IBB is
stronger when shopping with friends than with family.

H9: SC moderate the association between UB and
IBB. Specifically, the effect of UB on IBB is stronger
when shopping with friends than with family.

2.3.3. Research Model

The theoretical framework of this study illustrates
the relationships between the variables. Specifically,
in-store stimuli such as employee helpfulness,
employee respectfulness, music, and sales promotions
influence PE and UB, which subsequently lead to IBB.
Furthermore, SC moderate the influence of both PE
and UB on IBB. Hypotheses H1 to H8 are developed
to explain these relationships, as depicted in Figure 1.
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Figure 1. The proposed research model

3. Research Methodology

Data were collected using a mall intercept
approach, in which paper-based questionnaires were
directly administered to customers at hypermarkets in
Ho Chi Minh City. The respondents were individuals
who had previously exhibited IBB related to fast-
moving consumer goods (FMCGs) and low-value
durable products. The measurement items were based
on previously validated scales and were carefully
translated into Vietnamese using the back-translation
method to ensure semantic equivalence. In particular,
the scale for employee helpfulness included 6
observed items adapted from [39], employee
respectfulness was assessed using 5 items adapted
from [40]. The constructs of background music and
IBB were each measured using 3 items adapted from
[12]. Sales promotion was evaluated using 3 items
adapted from [41]. PE were measured using 4 items,
and UB was assessed with 3 items adapted from [31].
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All items were rated on a 5-point Likert scale. The
proposed model was tested using PLS-SEM in
SmartPLS 4.1.0.0.

4. Research Findings

This section reports the respondents’ demographic
characteristics and assesses the measurement and
structural models as a basis for discussing the
findings.

4.1. Sample Characteristics

After excluding invalid questionnaires due to non-
compliance with eligibility criteria or incomplete data,
the final valid sample comprised 532 questionnaires.
Table 1 provides a detailed summary of the sample
characteristics. Regarding gender, females accounted
for a higher proportion at 60%, while males made up
40%.
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Regarding age distribution, the 18-29 age group
represented the largest segment at 40%, followed by
the 30-44 age group at 38.3%; the remaining two age
groups accounted for a combined total of 21.7%.
Regarding education, nearly half of the respondents
(48%) reported completing college or university
studies.

Table 1. Sample characteristics

Office workers were the most common
occupational group, representing 29%. As for income
levels, the group earning from 10 million to under 20
million VND per month comprised the largest share at
40.2% (Table 1).

Sample size: n =532 Frequency Percentage (%)

Gender Male 213 40
Female 319 60

Age Group 18 - 29 years 213 40
30 - 44 years 204 38.3

45 - 60 years 90 17

Over 60 years 25 4.7

Occupation Office worker 154 29
Worker 31 5.8
Manager 113 21.3
Household 59 111
Student 110 20.6
Freelancer 65 12.2

Monthly Income Under 10 million VND 138 26
10 - under 20 million VND 214 40.2
20 - under 35 million VND 121 22.7
Over 35 million VND 59 11.1
Education High school or below 102 19.1
Currently in college/university 116 21.8

Graduated college/university 255 48
Postgraduate 59 11.1

4.2. Measurement Model Assessment

A reflective construct measurement framework
should be examined with respect to internal
consistency, overall construct reliability, convergent
validity, and discriminant validity to ensure the
adequacy of the instrument. Most observed variables
in the model have outer loadings exceeding the
threshold of 0.708, except for variable EH4, which has
a loading of 0.657.
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When EH4 was removed from the model, the AVE
increased from 0.524 to 0.560; however, the CR
slightly decreased from 0.868 to 0.864. As EH4 still
falls within the acceptable range, it was retained in the
model.

All latent variables have CR ranging from 0.7 to
0.902, indicating that the model meets the requirement
for internal consistency reliability. In addition, the
AVE for all latent constructs is above 0.5,
demonstrating that the model achieves the required
level of convergent validity (Table 2).
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Table 2. Outer loading, CR, AVE

Scales Outer loading CR AVE
Employee helpfulness (EH) 0.868 0.524
EH1 0.739
EH2 0.776
EH3 0.714
EH4 0.657
EH5 0.717
EH6 0.735
Employee respectfulness (ER) 0.902 0.647
ER1 0.783
ER2 0.820
ER3 0.779
ER4 0.809
ER5 0.832
Music (MU) 0.901 0.753
MU1 0.866
MU2 0.898
MU3 0.839
Sales promotions (SP) 0.851 0.657
SP1 0.776
SP2 0.829
SP3 0.825
Positive emotions (PE) 0.882 0.651
PE1 0.778
PE2 0.849
PE3 0.819
PE4 0.779
Urge to buy (UB) 0.869 0.690
UB1 0.865
UB2 0.840
UB3 0.785
Impulsive buying behavior (IBB) 0.896 0.741
IBB1 0.823
IBB2 0.896
IBB3 0.862

The data analysis results show that most pairs of
latent variables had HTMT values below the 0.85
threshold, indicating clear discriminant validity [44].
Two pairs — SP — PE (0.866) and UB — PE (0.887) -
had higher values but remained below the 0.90
threshold [42], and are therefore still considered to
demonstrate acceptable discriminant validity (Table
3).

Table 3. HTMT ratio

EH ER IBB | MU PE SP
ER | 0.677
IBB | 0.344 | 0.744
MU | 0.342 | 0.389 | 0.404
PE | 0.448 | 0.787 | 0.771 | 0.515
SP | 0.494 | 0.806 | 0.771 | 0.459 | 0.866
UB | 0.320 | 0.656 | 0.783 | 0.488 | 0.887 | 0.835
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4.3. Structural Model Assessment

In this study, the VIF values are between 1.029
and 2.027 and all are less than the recommended value
of 5 [46], which is presented in Table 4. It implies that
multicollinearity should not be an issue for the
independent constructs in the structural model.

Table 4. VIF values

VIF
EH ->PE 1.484
ER ->PE 1.484
MU -> UB 1.148
PE -> IBB 2.027
SP ->UB 1.148
UB -> IBB 2.010
SC->1BB 1.029
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The analysis results show that the p-value for
Hypothesis H1 is 0.681, which exceeds the
significance level of 0.05; therefore, H1 is not
supported.

In contrast, the p-values for Hypotheses H2, H3, H4,
H5, H6 and H7 are all 0.000, which are below the 0.05
threshold, indicating that the regression coefficients
for the explanatory variables in these hypotheses are

statistically significant (Table 5). Accordingly,
hypotheses H2 to H7 received support.
Table 5. Results of hypothesis testing
Path Beta Coefficient t-value p-value f2 Conclusion
H1 EH->PE -0.016 0.400 0.689 0.000 Rejected
H2 ER->PE 0.673 18.983 0.000 0.545 Accepted
H3 MU->UB 0.189 4.434 0.000 0.055 Accepted
H4 SP->UB 0.567 14.110 0.000 0.494 Accepted
H5 PE->IBB 0.374 6.481 0.000 0.133 Accepted
H6 UB->1BB 0.346 5.401 0.000 0.115 Accepted
H7 SC->IBB -0.239 3.728 0.000 0.027 Accepted

Table 6 reports the results of the indirect effect
analysis. The findings reveal that ER, MU, and SP
significantly influence I1BB through PE and UB.
However, the indirect effect of EH on IBB via PE is
not supported.

Table 6. Testing indirect effects

Path Beta p-value Conclusion
Coefficient
EH->PE->IBB -0.006 0.696 Rejected
ER->PE->1BB 0.251 0.000 Accepted
MU->UB->1BB 0.065 0.000 Accepted
SP->UB->IBB 0.196 0.000 Accepted

The R2 and adjusted R? coefficients are used to
assess the explanatory power of the predictors for the
outcome variable in the model. According to [43], in
consumer behavior studies, an R? value of 0.20 is
considered an acceptable level of fit. This study is on
consumer behavior, so the R2 and adjusted R2
coefficients for the dependent variables ranged from
0.431 to 0.480, indicating a relatively high model fit
and a good explanatory power of the relationships
within the model (Table 7).

Table 7. R2 and adjusted R2 coefficients

Dependent Variable R2 Adjusted R?
IBB 0.483 0.480
PE 0.440 0.438
uB 0.434 0.431

The results from Table 5 indicate that the
exogenous variable ER has a large explanatory power
for PE with an 2 coefficient of 0.545, and the variable
SP also has a large explanatory power for UB with an
2 of 0.494. In contrast, the variables MU for UB (f2 =
0.055), PE for IBB (f2 = 0.133), and UB for IBB (f2 =
0.115) only show small to medium explanatory power.
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The Blindfolding Procedure was applied to assess
the Q2 values in evaluating the predictive accuracy of
the model. Table 8 shows that the Q2 values for the
variables I1BB, PE, and UB are 0.338, 0.281, and
0.293, respectively. According to the criteria proposed
by [42], these values indicate that the model
demonstrates a moderate level of predictive relevance.

Table 8. Q2 coefficient statistical results

SSO SSE Q2 (=1-SSE/SS0O)
IBB | 1596 1055.765 0.338
PE 2128 1529.832 0.281
UB 1596 1128.018 0.293

According to [44], Multi-Group Analysis (MGA)
is an appropriate method for testing the moderating
effect of a categorical variable. Therefore, in this
research, MGA was conducted to evaluate whether SC
variable moderates the relationships in the model. For
MGA results to be valid, the model must satisfy
configurational invariance and compositional
invariance across groups Therefore, prior to
conducting MGA, the MICOM procedure was
implemented to evaluate measurement invariance
between the two groups (family vs. friends). The
results of the measurement invariance test (Table 9)
show that the original correlation coefficient between
the composite scores of PE, UB, and IBB is 1.000. The
variables had corresponding p-values all greater than
0.05.

Table 9. MICOM analysis results

Original Correlatl_on Permutation
. Permutation
correlation p-value
Mean
PE 1.000 1.000 0.843
uUB 1.000 1.000 0.413
IBB 1.000 1.000 0.347
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The findings suggest that the model attains partial
measurement invariance. This allows for the
implementation of MGA analysis and the comparison
of path coefficients between the family and friend
groups [44].

The results of the MGA analysis (Table 10) show
that SC moderate the association between PE and IBB,
with a p-value of 0.009 < 0.05.

Table 10. MGA analysis results

However, the degree of impact is not as initially
expected: the link between PE and IBB is stronger
when consumers shop with family (Beta coefficient =
0.553) rather than with friends (Beta coefficient =
0.230). Therefore, hypothesis H8 is partially accepted.

Beta
Coefficient Beta P value Beta P value
Difference Coefficient (F_a mily) Coefficient (F?ien ds)
(Family vs. (Family) (Friends)
Friends)
PE x SC ->IBB 0.323 0.009 0.553 0.000 0.230 0.001
UB x SC ->IBB -0.046 0.750 0.307 0.008 0.353 0.000

As for the nexus between UB and IBB, the test
results indicate that SC do not moderate this
relationship (p-value = 0.750 > 0.05). Therefore,
hypothesis H9 is rejected.

4.4, Discussion

The research results show that employee
helpfulness has no impact on customers’ PE and 1BB
(H1 was rejected). This finding contradicts some
previous studies, such as those by [6], [7], but is
consistent with the results of [9]. This can be attributed
to the fact that when customers shop for FMCGs and
low-value durable goods at hypermarkets, they often
evaluate and select products themselves and have less
need for assistance from employees compared to
specialized stores. In this environment, employees
primarily perform tasks such as organizing and
displaying products, rather than providing information
or advising customers. Therefore, the level of
interaction between employees and customers in
hypermarkets is generally quite low, meaning that
employee helpfulness is not always sufficient to
significantly influence customers’ emotional states.

In contrast, employee respectfulness was found to
have a strong impact on PE. This finding aligns with
prior research indicating that respect is fundamental in
social relationships [25], [26]. When customers are
not treated with courtesy, they feel dissatisfied or
offended [26]. Furthermore, hypotheses H3, H4, H5,
and H6 were all supported, confirming that music and
promotions at the point of sale positively influence
UB, while both PE and UB significantly affect IBB.
These results further reinforce the SOR theory, where
in-store stimuli affect the internal psychological state
of consumers, thereby driving consumption behavior.

Regarding the role of SC, the findings reveal that
shopping with family leads to higher levels of IBB
compared to shopping with friends (H7), and also
strengthens the effect of PE on IBB (H8).
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This finding contradicts initial expectation and
does not fully align with previous studies. This can be
explained by the fact that when shopping with family,
customers not only experience personal UB, but may
also respond to unplanned needs from other
companions, or discuss and make purchasing
decisions for other family members who are not
present. Additionally, Vietnam has a strong family-
oriented culture [45], [46], and shopping trips with
family are often associated with spending for
collective needs, where the products purchased serve
not only the individual but also other family members.
As a result, customers may feel less hesitation (or
guilt) when engaging in IBB and are more inclined to
act upon emotion. Moreover, most respondents fell
within the age range of 18-44 (nearly 80%),
representing young families who often shop with their
children. Children, not aware of financial constraints,
often express a desire to buy products they like. In
such cases, under the influence of PE and the desire to
please their children, parents exhibit a greater
propensity for IBB. In contrast, when shopping with
friends, the behavior is mainly driven by personal
needs, and thus IBB can tend to be lower.
Additionally, shopping trips with friends are often
considered leisure outings, where the primary purpose
is not shopping [47]. As a result, when shopping with
friends, consumers may not focus on the act of
purchasing and are less likely to be influenced by PE
compared to shopping with family.

The results show no support for Hypothesis H9 (p
= 0.750 > 0.05), indicating that SC did not exert a
significant moderating effect on the UB-IBB
relationship. This result may be attributed to the nature
of IBB, which tend to occur almost immediately after
UB arises [16], leaving little room for companions to
intervene and influence behavior. In addition, the
extent to which SC moderate behavior may vary by
product type.
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Friends are more likely to encourage hedonic
consumption, whereas family members emphasize
rationality [15], [48]. In the context of hypermarkets,
which offer a wide variety of product categories [3],
this moderating effect may differ. For utilitarian
products, the influence of family members may be
stronger; conversely, for hedonic items such as
fashion or cosmetics, friends may exert greater
influence. Since this study did not differentiate
between product types, the moderating effect of SC
may have been masked, which could explain why the
hypothesis was not supported.

5. Conclusion

This study extends the SOR model by
incorporating social factors, specifically the role of
SC, to examine how in-store factors influence IBB at
hypermarkets. The results show that music and sales
promotions positively influence UB; employee
respectfulness significantly affects customers’ PE. A
major contribution of this study is exploring the role
of SC in IBB. The analysis results indicate that SC
moderate the relationship between PE and IBB.
Specifically, the impact of PE on IBB is stronger when
shopping with family, compared to shopping with
friends. In light of these findings, the following
managerial  implications are outlined: First,
hypermarkets should capitalize on factors such as
music, promotions, and employee respect to enhance
IBB among customers. Specifically, hypermarkets
could focus on designing appropriate soundscapes,
such as using soft music in the morning to create a
relaxing atmosphere and lively music on weekends to
improve customer mood. In addition, attractive and
easily identifiable promotional programs should be
implemented in display areas. Furthermore,
employees should be trained to maintain polite and
respectful communication, thereby fostering a
positive experience and increasing the likelihood of
IBB among customers. Second, to leverage the
influence of SC, particularly family members,
hypermarkets should create family-oriented retail
environments. This can be achieved through in-store
decorations and displays aligned with family
preferences, as well as interactive check-in points. In
addition, targeted promotions for commonly used
household products can attract family shoppers and
encourage IBB. Third, although customers shopping
with friends tend to exhibit lower IBB compared to
shopping with family, this group still represents a
potential market if  approached  correctly.
Supermarkets can target this segment through light
experiential programs such as product trials, in-store
mini-games, group discounts, or by creating an
exploratory and entertaining shopping environment to
increase dwell time and the likelihood of impulse
consumption.
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Due to time and resource constraints, this study is
subject to several limitations. First, the data collected
from hypermarkets in Ho Chi Minh City might not
fully reflect the entire Vietnamese market. Second, the
study did not account for differences across product
types (e.g., essential products, beauty products,
household items, children’s toys, ...) or include other
retail formats, such as specialty stores or convenience
stores. These factors could influence IBB in different
ways because of differences in product characteristics
and usage purposes. Finally, the study did not
incorporate other relevant mediating variables,
including self-control levels or customers’ propensity
for impulse buying. Therefore, future research could
build upon this study to better understand the role of
in-store factors and SC in shaping IBB.
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