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Nghién ctru dwa trén mé hinh Iy thuyét SOR dé kiém tra méi quan hé tdc déng giita 4m nhac, cam xuc tich
cuwee, dao trong ctba hang, ban déng hanh mua sdm va hanh vi mua hang ngéu hirng tai cédc dai siéu thj &
Thanh phé H6 Chi Minh. Két qua phan tich di¥ liéu cho thdy 4m nhac cé téc déng trwe tiép dén cam xuc tich
cuwc va tac déng gidn tiép dén dao trong ctra hang va hanh vi mua hang ngdu hirng théng qua trung gian
cam xtc tich cwe. Ban déng hanh mua sdm c6 tdc déng trurc tiép dén hanh vi mua hang ngéu hieng, déng
thoii c6 vai tro diéu tiét dén moi quan hé giira cam xtc tich cwe va hanh vi mua hang ngau hirng. Khi mua
sdm cung gia dinh, méi quan hé gitra cam xuc tich cwc va hanh vi mua hang ngéu hirng sé manh hon so véi
mua sam cung ban bé.

« T khéa: &m nhac, cdm xuc tich cuc, dao trong civa hang, ban déng hanh mua sam, hanh vi mua hang ngéu hung.

This study is based on the SOR theoretical
framework to examine the relationships among
music, positive emotions, in-store browsing, shopping
companions, and impulse buying behavior in
hypermarkets in Ho Chi Minh City. The data analysis
results indicate that music has a direct effect on
positive emotions and an indirect effect on in-store
browsing and impulse buying behavior through the
mediation of positive emotions. Shopping companions
not only have a direct impact on impulse buying
behavior but also play a moderating role in the
relationship between positive emotions and impulse
buying behavior. Specifically, this relationship is
stronger when consumers shop with family members
compared to when they shop with friends.

» Key words: music, positive emotions, in-store
browsing, shopping companion, impulse buying
behavior.
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1. Dt van d@é

Hanh vi mua ngau hing 1a hién tuong pho bién
va dong gop dang ké vao doanh thu cia cac diém ban
hién dai nhu dai siéu thi (Singh et al., 2024). Hon 60%
doanh s6 tai céc dai siéu thi 1a do hanh vi mua hang
ngau himg (Badgaiyan & Verma, 2015). Nguyén nhan
1a do khi mua sim tai cac dai siéu thi, khach hang
duoc budc vao khong gian mua sim, vi vay dé bj tac

* Truwong Dai hoc Tai chinh - Marketing
** Trwong Pai hoc Mé Thanh phé Ho Chi Minh

dong ctia nhidu yéu to mdi trudng tai diém ban dén
hanh vi mua hang. Trong s6 cac yéu td moi trudng tai
diém ban, 4m nhac duoc xem 1a cong cu quan trong
c6 kha nang tac dong dén cam xuc va hanh vi khach
hang. Tuy nhién, bang chimg thuc nghiém vé anh
huong ctia 4m nhac dén hanh vi mua hang ngéu himg
van con chua thong nhét (Manzoor, 2024; Trivedi et
al., 2022). Tuong tu, modi quan h¢ giira hoat dong dao
trong cira hang va hanh vi mua hang ngau himg ciing
ghi nhan nhimg két qua khac biét (Cao et al., 2024;
Kaniawati, 2024). Bén canh d6, mic du gan 70%
khach hang di mua sam ciing ban dong hanh (Chebat
et al,, 2014), tuy nhién cc nghién ctu vé vai tro ciia
ban dong hanh mua sim trong moi quan h¢ voi hanh
vi mua hang ngau himg van con han ché.

Xuat phat tir nhitng van dé trén, nghién ciru nay
dugc thyc hién nhim kiém dinh anh huéng ctia 4m
nhac dén hanh vi mua ngau hing tai cac dai siéu thi,
dong thoi phan tich vai trd trung gian ctia cam xic
tich cuc (PE) va dao trong ctra hang, cling nhu vai trd
cua ban dong hanh mua sim. Két qua nghién ctru s&
cung cap nhitng dong gép quan trong ca vé 1y thuyét
1an thye tién cho linh vic marketing bén 18.

2. Co s& Iy thuyét va gia thuyét nghién ciru

2.1. Cac khai ni¢m

Hanh vi mua ngau himg (IBB): Mua sam ngau
himg duogc hiéu 1a hanh vi khong nam trong ké hoach
trude do, xuat hién khi khach hang trai qua mot sy
thoi thuc bat ngd mudn so hiru san pham trong qua
trinh mua sim (Atulkar & Kesari, 2018). Hanh vi
nay hinh thanh tir sy twong tac gilra yéu t6 ndi tai cia
ngudi tiéu ding (chang han nhu dong co, trang thai
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cam xuc hay ddc diém ca nhan) va cac yéu to ngoai
canh (bao gom kich thich gidc quan va céc hoat dong
marketing tai diém ban). Do d6, mac du mi truong
ban 1é cung cap nhiéu tac nhan kich thich, dong luc
ndi tai ciia khach hang méi 1a yéu t6 then chdt quyét
dinh viéc phat sinh IBB (Duarte et al., 2013).

Dao trong cuira hang (BR): BR 1a nhitng hoat dong
mang tinh kham pha cua khach hang trong qua trinh
mua sam, khi ho quan sét, tim hiéu va lién tuc danh
gia thong tin vé san pham, dich vu hay khuyén mai
tai diém ban (Cao et al., 2024). Qua trinh nay c6 thé
nhiam théa man su to mo, tim kiém co hoi, hodc khoi
goi nhitng nhu cau méi. Hanh vi nay chiu anh huong
boi dac diém tim 1y ca nhan ciing nhu cac kich thich
tir moi truong bén ngoai tai diém ban (Hjorland, 2011).

Ban dong hanh mua sdm (SC): SC dugc hiéu 1a
mot ngudi di cung khach hang trong qua trinh mua
sdm, co thé 13 ban bé, nguoi than trong gia dinh hozc
nhiing nguoi quen khac (Hart & Dale, 2014). Sy hién
dién cua ho khong chi dong vai trd hd tro vé mat xa
hoi, tam Iy hay thong tin, ma con c6 thé tac dong truc
tiép hodc gian tiép dén cam xtc, quyét dinh va hanh vi
mua sam ctia khach hang (Scholz et al., 2023).

2.2. M6 hinh Iy thuyét SOR

M5 hinh Iy thuyét SOR duoc sir dung dé 1y giai
va du doan cach cac yéu tb méi truong tac dong dén
trang thai tam ly, cam xuc va hanh vi cua khach hang
(Cao et al., 2024). M6 hinh ly thuyét nay gom ba
thanh phan chinh: S (kich thich), O (chi thé) va R
(phan tmg). Kich thich dé cap dén nhing tac nhén co
kha nang anh huong dén hanh vi, bao gdm ca yeu to
noi tai gan voi dac diém c4 nhan 1an yéu t6 ngoai canh
nhu dlcu kién tinh hudng hay hoat dong marketing.
Chii thé phan 4nh cac trang thai tm 1y va nhén thuc
bén trong ctia khach hang khi tiép nhan tac nhan kich
thich. Phan tmg dugc hiéu 1a hanh vi hodc thai do thé
hién sau qua trinh x1r ly tac nhan va trai nghi€ém tam Ly
(Zhang et al., 2022). Trong nghién ctru nay, mo hinh
SOR dugc van dung dé giai thich mbi quan hé giita
4m nhac tai diém ban (S), PE cta khach hang (O) va
hanh vi BR cung vai IBB (R).

2.3. Céc gid thuyét nghién citu

Am nhac duoc xem 12 mét thanh t6 quan trong cta
bau khong khi cira hang, ¢6 kha ning tac dong tich cuc
va dang ké dén tam trang ctia khach hang (Manzoor,
2024) Nhimg kich thich do am nhac mang lai c6 thé
gia tang cam gidc hung thd, tir d6 thue day hanh vi
tiép can ciing nhu nang cao sy hai long doi voi trai
nghiém mua sim (Badgaiyan & Verma, 2015). Bén
canh d9, vi€c phat nhac it quen thudc vdi khach hang

con khién ho danh nhiéu thoi gian hon trong cira hang
(Franjkovi¢ et al., 2022). Noi cach khac, &m nhac co
xu huong kéo dai thoi gian hién dién va gia tang chi
tiéu ctia khach hang; trong d6, mot phan khoan chi
tiéu phat sinh c6 thé 1a khong theo ké hoach, dan dén
IBB (Mohan et al., 2013). Tt nhiing 1ap luén trén, cac
gia thuyét sau duoc dua ra:

HI: Am nhac trong cira hang tac dong tich cuc
dén PE cua khéch hang

H2: Am nhac trong cita hang tic dong tich cuc
dén BR ciia khéch hang

H3: Am nhac trong cita hang tac dong tich cuc
dén IBB ctia khdch hang

Cam xuc duoc xem 1a hé qua tit yéu cua trang
thai tam 1y, c6 thé nay sinh tir tm trang san co cua
ca nhan hoac do tac dong tr moi truong bén ngoai,
va ¢6 anh huong dang ké dén hanh vi cua khach hang
(Arianty et al., 2024). Trong bi canh bén 1¢, PE ¢6
lién quan mat thiét dén viéc khach hang sin sang danh
nhiéu thoi gian va chi tiéu nhiéu hon tai diém ban
(Cao et al., 2024). Sy gia ting PE con c6 thé thiic day
IBB (Ahn et al., 2020). Dong thoi, cac PE hinh thanh
tai diém ban thudng khuyén khich khach hang tham
gia nhiéu hon vao hoat dong BR, va qué trinh nay co
thé dan dén IBB gia tang (Cao et al. ,2024). Dya trén
nhimg 18p luén trén, nghién ctru nay dé xuét cac gia
thuyét sau:

H4: PE ¢6 anh huéng tich cuc dén BR.

HS5: PE c6 anh huong tich cuec dén IBB.

H6: BR ¢6 anh huéng tich ciee dén IBB.

Khach hang thuong lya chon di mua sim cing SC
nham giam bt cam gide co don va gia tang sy gin két
trong trdi nghi¢ém (Chen et al., 2021). C4 nhan thuong
chiu anh hudng badi Iya chon hodc hanh vi cua nhiing
ngudi ho mubn gin két, tir d6 ciing c¢d cam giac thudc
vé nhom x3 hoi (Ferraro et al., 2009). Vi vay, su hi¢n
dién ciia SC ¢6 thé khién ngudi mua hang diéu chinh
cac cam xuc va phan ng manh mé hon trude cac kich
thich trong moéi truong ban 1¢ (Merrilees & Miller,
2019). Tuy nhién, su tac dong nay khac nhau tuy vao
loai ban déng hanh. Cu thé, ban bé thuong khoi goi
nhimg PE 1an tiéu cuc manh mé, tir d6 ¢6 thé lam gia
tang sy hung phén trong qua trinh mua sim (Scholz et
al.,, 2023). Nguoc lai, khi di cung gia dinh, nguoi mua
hang thuong duge nhac nhé vé sy kiém soat chi tiéu,
din dén xu hudng han ché cic IBB (Chen et al., 2021).

H7: SC ¢6 tac dong truc tiép dén IBB. Cu thé,
khéch hang di ciing ban bé sé c6 xu hwong mua ngau
hitng nhiéu hon so véi khi di cimg gia dinh.
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H8: SC diéu tiét moi quan hé giita PE va IBB. Cu
thé, moi quan hé nay sé manh hon khi SC la ban be
50 voi gia dinh

HY: SC diéu tiét moi quan hé giita am nhac trong
cua hang va IBB. Cu thé, moi quan hé nay sé manh
hon khi SC la ban bé so voi gia dinh

HI0: SC dié:u tiét moi quan hé giita viéc BR va
IBB. Cu the, moi quan hé nay sé mgnh hon khi SC la
ban be so voi gia dinh

Hinh 1. M hinh nghién ctru dé xuat

Ban ddng hanh
mua sam

H7

H8 H9 H10

Cam xdc tich cuc
Hanh vi

HS
3 mua

‘> ngau
v H4 hing
H2 6
Dao trong clra hang

3. Phuong phap nghién ciru

Nghién ciru sir dung phan mém SmartPLS 4.1.0.0
va k¥ thuat PLS-SEM dé kiém dinh mé hinh d& xut.
Dir liéu dugc thu thap truc tiép tai cac dai siéu thi &
Thanh phé H6 Chi Minh, véi dbi tuong khao sat 1a
khach hang tir 18 tudi tr 1én, di mua sam cing gia
dinh hodc ban be, va da timg thuc hién IBB. Cac thang
do trong nghién ctru duge ké thira tir cac cong trinh
hoc thudt uy tin trudc day. Cu thé: thang do am nhac
duoc ké thira tir Mohan et al. (2013), thang do PE tir
Bandyopadhyay et al. (2021), thang do hanh vi BR tur
Cao et al. (2024), va thang do IBB tir Badgaiyan &
Verma (2015). Tét ca céc bién quan sat duoc do ludng
bang thang Likert 5 mirc do, tir 1 = “rat khong dong
¥ dén 5 = “rit dong ¥~

Am nhac

4. Két qua nghién ctru va thio luin

V6i 350 bang khao sat dugc phat ra, nghién cuu thu
vé 327 bang hop I€. Trong do, nam gidi chiém 37,9%,
nhom tudi tir 18 dén 29 chiém 37,6%, va phan 16n co
thu nhép tir 10 dén 20 trigu dong, chiém 38,8%. Két
qua phén tich dir liu cho thay tat ca cac bién quan sat
déu co h¢ s outer loading 16n hon 0.708. Pong thoi,
cac chi s6 CR déu 16n hon 0.7 va AVE 16n hon 0.5 doi
v6i cac bién tiém an, cho théy cac thang do dat duoc do
tin cay nhét quan ndi bo va gia tri hoi tu. Ngoai ra, cac
hé s6 HTMT giita cac bién hau hét déu nho hon 0. 85;
riéng cap bién PE -IBB ¢c6 HTMT = 0.887, nhung van
nam trong ngudng chap nhan (< 0. 90) theo khuyen
nghi cua (Hair et al., 2022). Do do, ¢6 thé két luan rang
cac thang do clia cac bién tiém an trong mo hinh déu
dat dugc do tin cdy va gia tri phan biét.

Bang 1. Két qua Outer loading, CR, AVE

‘ Outer loading CR AVE
Am nhac (MU) 0.890 0.730
MU1 0.855
MU2 0.870
MU3 0.838
Cam xuic tich cvc (PE) 0.857 0.600
PE1 0.754
PE2 0.820
PE3 0772
PE4 0.750
Dao trong clra hang (BR) 0.883 0.653
BR1 0793
BR2 0.845
BR3 0797
BR4 0797
Hanh vi mua ngau hirng (1BB) 0.903 0.756
1BB1 0.842
1BB2 0.890
1BB3 0.875
Bang 2. Cac gia tri HTMT
BR 1BB MU
1BB 0.833
MU 0433 0458
PE 0.850 0.887 0533

Két qua kiém dinh cac moi quan hé tac dong truc
tiép hau hét déu dugc chap nhan. Riéng hai gia thuyét
H2 va H3 bi bac bo, do P_value 16n hon 0.05. H2 bi
bac bo cho thdy am nhac khong c6 tic dong truc tiép
dén BR ctia khach hang. Dong thoi, am nhac tai cira
hang cling khong tac dong truc tiép dén IBB (H3 bi béc
bo), twrong dong vai ket qua nghién ctru cua Atulkar &
Kesari (2018) va ngugc véi ngh@én clru cua Wi,nish et
al., 2020). Tuy nhién, két qua kiém dinh cac mdi quan
h¢ tac dong gian tiép cho thdy, am nhac co tic dong
gian tiép dén IBB thong qua trung glan 1a PE. Hanh vi
BR dong vai tro trung gian gilia PE va IBB. Két qua
nay trai nguoc voi nghién cuu cta (Kaniawati, 2024)
nhung phu hop véi nghién cttu cia (Cao et al., 2024).

Bang 3. K&t qua kiém dinh tac déng truc tiép

Gia Thuyét Hé s6 beta Gid tri P_value Hé 56 f2 Két luan
H1: MU->PE 0.428 0.000 0.221 Chép nhan
H2: MU->BR 0.080 0.109 0.010 Bac bo
H3: MU->IBB 0.045 0.288 0.004 Bac bo
H4: PE->BR 0.650 0.000 0.645 Chép nhan
H5: PE->IBB 0.413 0.000 0.217 Chgp nhan
H6: BR->IBB 0.362 0.000 0.176 Chép nhan
H7: SC->IBB -0.264 0.001 0.040 Chap nhan

Bién SC duoc ma hoa thanh bién gia véi gia tri 0=
gia dinh va 1 = ban bé nham kiém dinh tac dong truc
tiép dén IBB. Két qua kiém dinh cho thdy gia thuyét
H7 duoc chap nhan, khang dinh sy hién dién ctia SC
6 anh huong tryc tiép dén IBB, voi hé s tac dong
am chi ra rang khach hang di mua sim cling gia dinh
¢6 xu huéng mua ngdu himg nhiéu hon so véi khi
di cung ban bé. Hudng tac dong nay nguoc véi ket
qua nghién ctru cua (Luo, 2005) nhung phu hop véi
nghién ctru cua (Chen et al., 2021), v6i nhiing SC ¢6
khoang cach xa hoi gan (nhu cha me, vo/chong) thi
SC s& anh huong manh hon dén IBB.
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Bang 4. Kiém dinh tac dong trung gian

Gia Thuyét Hé 56 beta Gid tri P_value Két luan
MU->PE->IBB 0.176 0.000 Chap nhén
MU->PE->BR 0.275 0.000 Chap nhén

MU->PE->BR->IBB 0.099 0.000 Chap nhan
MU->BR->IBB 0.029 0.116 Bac bo
PE->BR->IBB 0.233 0.000 Chap nhén

Bang 5. Mrc dd giai thich cia mé hinh
R? R? hiéu chinh
BR 0.469 0.466
1BB 0.597 0.593
PE 0.181 0.178

Hé s R? va R2 hiéu chinh dugc str dung dé danh gla
mtc d6 giai thich cia md hinh. Két qua cho thay, céc
gia tri R? dao dong tir 0.181 dén 0.597, cho thdy kha
nang giai thich tir muc thip dén cao. Trong do, R? cua
PE chi dat 0.181, nhung theo Falk & Miller (1992), gia
tri R? 16n hon ngudng 0.10 di ¢6 thé dugc xem la chap
nhan dugc trong linh vuc hanh vi nguoi tiéu dung. Két
qua nay cling hop 1y vi trong m6 hinh nghién ctru, PE
chi ¢6 mot bién doc 1ap truc tiép 1a Am nhac.

Cac hé s6 f2 (bang 3) cho thay, ngoai hai gia thuyét
bi bac bo (H2 va H3), mdi quan hé giita PE ->BR
manh nhat, véi 2 = 0.645. Tiép theo 1a moi quan hé
gitra MU -> PE va PE->IBB véi f lan luot 14 0.221
va 0.217. Cac mdi quan hé con lai c6 mirc tac dong tir
trung binh dén thap véi f2 tir 0.176 dén 0.04.

Bang 6. K&t qua phan tich MICOM

Twong quan goc 5.00% P-value hoan vi
BR 0.998 0.998 0.081
1BB 0.999 0.999 0.157
MU 0.994 0.993 0.076
PE 0.999 0.998 0.264
Bang 7. Két qua phan tich MGA
Hé 56 Beta P_value
PE->IBB 0.213 0.044
MU->IBB -0.085 0.318
BR->IBB 0.052 0. 643

Két qua phan tich MICOM cho thay, hé sb tuong
quan goc gitra cac dlem tong hop cua cc bién BR, PE
va IBB déu bang gan bang 1, véi cac gia tri P_value
déu 16n hon 0.05. Nhitng két qua ndy cho thiy mé hinh
dat duoc tinh bat bién do luong mot phan Piéu nay
cho phép thuc hién kiém dinh vai tro diéu tiét cua bién
SC biang MGA. Két qua phan tich MGA chi ra rang chi
co gia thuyét H8 dugc ung hg, trong khi H9 va H10
khong dugc chap nhan do cdc moi quan hé nay khong
dat y nghia thong ké (p > 0.05). Nhu vay, SC dong vai
tro dicu tict doi voi moi quan h¢ gitra PE va IBB. Cu
thé, moi quan hé ndy manh hon khi khach hang di mua
sam cung gia dinh so voi khi di cing ban be.

5. Ham y quan trij

Két qua phan tich di ligu cho thdy 4m nhac tai
dlem ban c6 tac dong tich cuc dén PE cua khach hang.
Dong thoi, am nhac co tac dong gian tlep dén hanh vi
BR va IBB thong qua trung gian PE. Két qua nghién

ctru cling cho thay tac dong truc tlep cua SC ddi voi
IBB. Ddng thoi, SC ciing diéu tiét mbi quan hé gilra
PE va IBB. Tir két qua nay, nghién ciru dua ra mot s6
ham y quén tri nhu sau:

Thir nhét, 4m nhac nén dugc coi 1a mot phan quan
trong cta bau khong khi tai diém ban. Viée lya chon
thé loai, nhip d6 va am lugng phu hgp c6 the khoi goi
PE, kéo dai thoi gian khach hang ¢ lai va gia tang kha
nang phat sinh IBB;

Thir hai, dé gia tang PE, nha quan tri can két hop
am nhac véi cac yéu t6 khac tai diém ban nhu anh
sang, mui huong, cach trung bay... dé tao nén mot
mdi truong mua sim hap dan. Sy phdi hop hai hoa
cac yeu to ndy giap khuéch dai PE, lam khach hang
san sang chi tiéu nhiéu hon;

Thi ba, d¢ khuyén khich hoat dong BR, can cha y
thiét ké bd cuc hop 1y, 16 di thong thoang va khu vuc
trai nghiém san pham s& thuc dy khach hang dao lau
hon trong cira hang. Qua trinh khdm pha nay c¢6 thé
khoi goi nhu cau méi va dan dén nhimg IBB ngoai dy
dinh ban dau;

Cuéi ciing, nham khai théc tic dong cua SC, cac
dai si€u thi can c6 chuong trinh wu dai, hoat dong trai
nghiém va dich vy phu hgp cho timg nhom doi tuong
deé to1 uu hoéa doanh thu.

Tai liéu tham khao:

Aln,J, Lee, 5. £, & Kwon, J. (2020). lmpulsive buying in hospitality and tourism journals. In Annals of Tourism Research (Vol. 82).

Arianty, N., Gultom, D. K., Yusnandar, W, & Arif, M. (2024). Determinants of impulse buying behavior: The mediating role of
positive emotions of minimarket retail consumers in Indonesia. Innovative Marketing, 20(1), 277.

Atulkar, S, & Kesari, B. (2018). Role of consumer traits and sitational factors on impulse buying: Does gender matter?
International Journal of Retail & Distribution Management, 46(4), 386-405. htips://doi.org/10.1108/IRDM-12-. 20160239

Badganan A.J, & Verma, A. (2015). Does wge to buy impulsively differ from impulsive buying behaviour? Assessing the impact
ofsituational factors. Journal of Retailing and Consumer Services, 22, 145-157.

Bandyopadhyay, N, Sivakumaran, B, Patro, S, & Kumar, R.S. (2021). Inmediate or delayed! Whether various types of consumer
sales promotions drive impulse buying?: An empirical investigation. Journal of Retailing and Consumer Serices, 61, 10253.. hitps://doi.
org/10.1016/; jretconser:2021.102532

Cao, D, Meadows, M., & Ma, X. (2024). Thinking fast and slow: A revised SOR model for an empirical examination of impulse
buying at a howury fashion outlet. European Journal of Marketing, 58(1), 342-368. https:/idoi.org/10.1108/EIM-01-2022-0046

Chebat, J.-C., Haj-Salem, N, & Oliveira, S. (2014). Why shopping pals make malls different? Journal of Retailing and Consumer
Services, 21(2), 77-85.

Chen, X., Kassas, B., & Gao, Z. (2021). Impulsive purchasing in grocery shopping: Do the shopping companions matter? In Journal
of Retailing and Consumer Services (Vol. 60).

Duarte, P, Raposo, M, & Ferraz, M. (2013). Drivers of snack foods impulse buying behaviour among young consumers. British
Food Journal, 115(9), 1233-1254

Falk, R.F, & Miller; N. B. (1992). A primer for soft modeling (pp. xiv, 103). University of Akron Press.

Ferraro, R, Bettman, J. R., & Chartrand, T L. (2009). The power of strangers: The effect of incidental consumer brand encounters
on brand choice. Journal of Consumer Research, 35(5), 729-741.

Franjkovic, J,, Botkuljak, M., & Botkuljak. (2022). The influence of key factors of visual merchandising on impulsive buying.
Logforum, 18(3), 297-307.

Hair; J,, Ringle, C. M., Hult, G. T M., & Sarsteds, M. (2022). A Primer on Partial Least Squares Structural Equation Modeling
(Third edition). SAGE Publications, Inc.

Hart, P M,, & Dale, R. (2014). With or without you: The positive and negative influence of retail companions. Journal of Retailing
and Consumer Services, 21(3), 780-787.

Hjorland, B. (2011). The importance of thearies of knowledge: Browsing as an example. Journal of the American Society for
Information Science and Technology, 62(3), 594-603.

Kaniawati, K. (2024). Unraveling impulse purchase patterns: Insights from convenience stores in indonesia. International Journal
of Business & Society, 25(3).

Luo, X (2003). How does shopping with others influence impulsive purchasing? Journal of Consumer Psychology, 15(4), 288-294.

Manzoor, A. (2024). Impact of Ambient Music on Consumer Perceptions and Impulse Buying Behavior with Moderating Role of
Gender: SAGE Open, 14(2), 21582440241259001. hitps:/idoi.org/10.1177/21582440241259001

Merrilees, B, & Miller; D. (2019). Companion shopping: The influence on mall brand experiences. Marketing Intelligence &
Planning 37(4), 465-478.

Mohan, G., Sivakumaran, B, & Sharma, P. (2013). Impact of store environment on impulse buying behavior: European Journal of
Marketing, 47(10), 1711-1732. hitps:/fdoi.org/10.1108/EIM-03-2011-0110

Scholz, T. B, Pagel, S., & Henseler, J. (2023). Shopping Companions and Their Diverse Impacts: 4 Systematic Amnotated
Bibliography. Sage Open, 13(4), 21582440231221905.

Singh, D, Bajpai, N, & Khandelwal, U. (2024). Examining Psychological Moderators on Factors Affecting Consumers’ Impulse
Buying in Organised Retail Stores. Journal of Creative Communications, 09732586231223382.

Trivedi, V, Joshi, P, Chatterjee, K. N, & Singh, G. P. (2022). Impact of Store Ambience on Impulse Purchasing of Apparel
Consumers. Tekstilec, 65(2), 147-156.

Vinish, P, Pinto, P, Hawaldar; 1. T, & Pinto, S. (2020). Impulse Buying Behavior Among Female Shoppers: Exploring the Effects of
Selected Store Environment Elements. Innovative Marketing, 16(2), 54-70.

Zhang, J, Jiang, N, Turner; J. J,, & Pahlevan-Shar; S. (2022). The Impact of Scarcity on Consumers Impulse Buying Based on the
S§-0-R Theory. Frontiers in Psychology, 13, 792419.

@ Tap chi nghién ciu Tai chinh ké toan



