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ABSTRACT

With the rapid development of social commerce, consumers may easily purchase products they did not 
plan to purchase or do not really need when they surf social networking websites and browse posts. 
However, the literature on social commerce pays little attention to the extant knowledge of online 
impulse buying behavior (OIBB), especially in emerging markets. This study investigates the role 
of social commerce characteristics in shaping consumers’ online impulsive buying behavior. Data 
was collected from 240 Vietnamese consumers with experience in online shopping. Using a Partial 
Least Square 3.0 analysis, the results indicated that socialization and availability of information 
significantly influence the urge to buy impulsively, but do not influence impulsive behavior. In contrast, 
personalization and product selection influence both the urge to buy impulsively and impulsive 
behavior. The findings also indicated that gender and age do not impact online impulsive buying 
behavior. Study outcomes offer useful insights to both academicians and practitioners.
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INTRODUCTION

Consumers often act impulsively when making online decisions. Online shoppers have easy access to 
products, ease of purchasing, a lack of social pressures, and an absence of delivery efforts. Therefore, 
about 40% of all online expenditures occur as a result of impulsive buying (Verhagen & Van Dolen, 
2011a). With the rapid development of social commerce, consumers, when surfing social networking 
websites and browsing posts, such as Facebook, Twitter, and Pinterest, may easily purchase products 
they had not planned on purchasing or that they do not really need. Consumers can find interesting 
links to shopping websites on these platforms. Under these circumstances, impulsive buying is 
unavoidable, especially with regard to social commerce (Huang, 2016). Surprisingly, the literature 
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on social commerce pays little attention to the extant knowledge of online impulse buying behavior 
(OIBB), especially in emerging markets.

Social commerce (s-commerce) has changed the role of the customer as well. Consumers become 
the central focus for companies when they can interact, get trustworthy advice, search and purchase 
goods and services, and hence become the uniqueness of s-commerce (Kim & Park, 2013). However, 
many questions on how customers behave in social commerce environments remain practically 
unanswered (Hajli, Sims, Zadeh, & Richard, 2017; Li, 2017). To the authors’ knowledge, there are 
several studies about online impulsive buying behavior in social commerce. For instance, Leong et 
al. (2018) investigated the effects of utilitarian-, hedonic-, and trust-motivations on participation 
that influences the urge to purchase and, ultimately, impulsive purchasing in social commerce 
environments. Chung et al. (2017) examined the impact of shopping value on the urge to buy restaurant 
products and services. However, this present study differs from the extent literature in a significant 
way: it is focused on how social commerce characteristics shape online impulsive buying behavior.

Additionally, considering the effect of other factors on consumer behavior, one should pay 
attention to the conditions of local market and diversity cultural forces, which could influence 
the way consumers behave when impulse buying (Yu & Bastin, 2010). However, impulsive 
buying has been much studied in the context of Western countries, while the Asian context has 
largely remained oblivious (Badgaiyan & Verma, 2015). Impulsive buying behavior is of specific 
interest in emerging economies, such as like India (Mittal, Sondhi, & Chawla, 2015). Several 
researchers have indicated that Asian consumers may engage in less impulsive purchasing 
than do consumers in Western countries (Hoyer et al., 2012). Yu and Bastin (2010) indicated 
that impulse buying in emerging markets would contribute to the literature because Southeast 
Asian countries are regions that have the most active social media users in the world. Vietnam 
represents an emerging country and is ranked seventh among the countries with the largest 
number of Facebook users and the highest e-commerce adoption rate in Southeast Asia (Tung, 
2017). However, the behavior of Vietnam consumers is rarely understood. Therefore, another 
emerging research gap is to empirically investigate the influence of predictor variables on 
impulse buying within the Vietnam context, which can significantly contribute to the existing 
literature of social commerce.

The originality of the current study rests on answering the limitations by: (1) investigating the 
influences of unique characteristics on OIBB and, (2) analyzing the relationship between the urge to 
buy impulsively and impulsive buying behavior within emerging markets. Consequently, this study 
seeks answers to the research gaps.

Accordingly, this study is posed to examine the following research question: “How do social 
commerce characteristics influence consumers’ online impulsive buying behavior in emerging 
markets?” To this end, the primary goal of this study is to provide a better understanding of factors 
of the social commerce environment, which determine online impulsive buying behavior (OIBB). 
Based on the Stimulus–Response (S-R) theory (Mehrabian & Russell, 1974), the authors’ identified a 
set of characteristics of social commerce platforms (socialization, personalization, product selection, 
and information availability) and hypotheses on how they may shape OIBB. Additionally, this study 
attempts to empirically investigate the OIBB of Vietnamese consumers and to extend the existing 
research on online impulse buying, especially in the Vietnamese context.

The study’s theoretical contributions are twofold. First, it confirms the role of social commerce 
characteristics for testing online impulsive buying behavior. This answers the call of Li (2017) for 
publications aimed at studying the process and uniqueness of how consumers behave impulsively in 
social commerce environments. Despite this call, there has not yet been a similar study published. 
Therefore, this research study explores how social commerce environments influence OIBB. Second, 
this study provides guidelines for marketing managers who use social media platforms as strategy 
tools when entering developing countries.



International Journal of E-Business Research
Volume 16 • Issue 3 • July-September 2020

76

LITERATURE REVIEW

Definition of Constructs
In the S-R theory, the stimuli are the features of the online environment that customers interact with. 
Stimuli (S) are social commerce characteristics that affect consumers’ response in this study. Previous 
studies identified various characteristics of social commerce environments based on the motivation 
theory and the unified gratification theory (UGT) (Mikalef et al., 2013; Lin & Lu, 2011). Similarly, 
consistent with the typology of Mikalef et al. (2017) and Zhang et al. (2014), the authors considered 
four social commerce characteristics, namely, information availability, personalization, product 
selection (utilitarian motivations), and socialization (hedonic motivation). These characteristics capture 
various aspects of social commerce platforms that facilitate user gratification (Mikalef et al., 2017).

Firstly, socialization is described as the ability to participate in interactions among consumers 
during the browsing of products on social commerce platforms. Consumers are enabled to replicate the 
experience of socializing in a synchronous manner (Mikalef et al., 2017). The activities of socializing 
on social commerce websites has been made much more comfortable and more user-friendly, so that 
users can communicate with friends and share experiences relating to pages/products, or message 
threads in products or on brand communities (Hajli, 2015; Osorio & Papagiannidis, 2019).

Another interesting characteristic of social commerce platforms is personalization. The authors 
defined personalization as the ability to provide consumers with customized advertisement based on 
their preferences. Online retailers present advertisements of new products or update the latest trends 
that are in line with the recommended content and user interests (Zhang et al., 2014).

Additionally, information availability is one of the key characteristics in online shopping. It is 
defined as the amount products and/or service information available on the social commerce platforms 
(Mikalef et al., 2013). Wang and Doong (2010) stated that the accuracy and amount of information 
available about products or services influences consumers’ purchasing decisions. Information content 
is an important resource for online consumers because they recognize their need for particular goods or 
services based on need-related information provided on social commerce platforms, which influences 
their purchasing decision (Hajli, 2015; Aydin, 2019).

Last but not least, the wealth of information about a variety of products or services is a highlighted 
feature of online retailing environments. In this study, product selection is the degree to which users 
believe that there is a range of available products on social commerce platforms (Mikalet et al., 2017). 
With a wealth of information provided, consumers will spend considerable time looking at various 
products, which leads to positive feelings, and they tend to review the page content more intensively 
(Hsu & Tsou, 2011; Huang, 2016).

Online impulsive buying behavior, as an unplanned purchasing decision, consists of two 
dimensions, namely, the urge to buy impulsively and the actual impulsive buying behavior (Chan, 
Cheung, & Lee, 2017). The urge to buy impulsively is a state of desire that is experienced upon 
encountering an object in the shopping environment (Badgaiyan & Verma, 2015). Additionally, 
impulse buying is defined as “a sudden and immediate purchase with no pre-shopping intentions 
either to buy the specific category or to fulfill a specific buying task” (Beatty & Ferrell, 1998, 
p. 170). The relationship between the urge to buy impulsively and the actual impulsive buying 
behavior has been debated. Previous scholars indicated that impulsive buying behavior happens 
after experiencing an urge to buy (Rook, 1987; Beatty & Ferrell, 1998), whereas more recent 
scholars argued that the urge to buy did not always result in actual impulsive buying (Badgaiyan 
& Verma, 2015; Shen & Khalifa, 2012).

Consequences, the important question remains as to how various social commerce 
characteristics influence the constructs “urge to buy impulsively” and “impulsive buying 
behavior.” Therefore, this study refers to the urge to buy impulsively, and actual impulsive buying 
behavior refers as response variables.



International Journal of E-Business Research
Volume 16 • Issue 3 • July-September 2020

77

HYPOTHESIS DEVELOPMENT

Impulsive Buying Behavior and Urge to Buy Impulsively
Researchers Beatty and Ferrell (1998) explored an important distinction needs to be made relating to 
the construct of the “urge to buy impulsively” (desire) and “impulsive buying behavior” (behavior). 
They stated that the spontaneous urge to buy impulsively is a state of desire that is experienced 
before actually performing an impulse buying behavior. The more consumers experience the urge, 
the more they are more likely to make an impulse purchase. The relationship between the urge to 
buy impulsively and impulsive buying has been described as a chain effect at the response stage in 
studies done of both offline and online. Badgaiyan and Verma (2015) provided evidence regarding the 
relationship of the urge to buy impulsively and impulsive buying behavior. When consumers browse 
longer, they experience more and more urges and, in turn, increase their likelihood of engaging in 
an impulse purchase. Therefore, the following hypothesis is introduced:

Hypothesis One: Urge to buy impulsively positively affects impulsive buying behavior.

Effects of Social Commerce Characteristics (S) on Urge to 
Buy Impulsively and Impulsive Buying Behavior
Social commerce environments provide platforms on which consumers can socialize with peers. The 
foremost motives for people to go shopping are social interaction and enjoyment (Kim & Eastin, 
2011). In a social commerce context, consumers are able to share information and the shopping 
experience with those who have the same interests (Wolfinbarger & Gilly, 2001). During socialization, 
consumers build their network to receive benefits from social activities while shopping (Zhang et al., 
2014). They are more likely to interact with others who have in depth knowledge about brands and 
products. When the frequency of interaction increases, they may find social commerce to be more 
enjoyable and involving (Pagani et al., 2011). This will lead consumers to search for more information 
about a product they are interested in purchasing or to imitate other consumers’ styles, and then may 
ultimately impulsively buy (Mikalef et al., 2017; Xiang et al., 2016). Previous studies suggested that 
impulsive buying behavior is influenced by a consumer’s positive emotions (Weinberg & Gottwald, 
1982). Therefore, consumers who prefer online shopping as a mean of social interaction and a way 
to relax, have a higher tendency to make an impulse purchase from the Internet (Ozen & Engizek, 
2014). Thus, the following hypothesis is proposed:

Hypothesis Two: Socialization positively affects (a) urge to buy impulsively, and (b) impulsive 
buying behavior.

Personalization is a unique medium for offering advertisements that fit consumers’ interests 
(Park, Shin, & Ju, 2014). Based on consumers’ personal information when they join social media 
websites or consumers’ navigation history exchanged between sites, online retailers can directly 
advertise to target customers on a one-to-one basis. Consumers can easily find out about products 
and services based on their location or their historical information (e.g. profiles, prior interaction), 
which is suggested by social media platforms.

Saad and Metawie (2015) indicated that impulsive buying is associated with feelings and 
psychological motivations instead of thinking and functional benefits. Consumers with positive 
moods have reduced decision complexity and shorter decisions times, which lead to facilitating a 
greater desire to reward themselves and, thus, stimulates impulse buying. According to the literature 
on impulsive behavior, one of the main reasons that consumers tend to buy impulsively and impulse 
buy is the retailers’ up and cross-selling strategies (Chang et al., 2011). In a social commerce context, 
online vendors apply this strategy through product recommendations, suggested coordinated items, 
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sale items, and new products based on consumers’ preferences. Product recommendations impact 
consumers’ sense of vision and if they are easily stimulated by product attributes, they will buy products 
impulsively (Xiang et al., 2016). The following hypothesis is developed based on the literature:

Hypothesis Three: Personalization positively affects (a) the urge to buy impulsively, and (b) impulsive 
buying behavior.

Consumers are not able to touch products on the Internet; consumers often want to acquire full 
information (e.g. size, color, design, and fabric) before purchasing specific products to substitute for a 
more sensory experience, which can lead to consumer impulse purchases (Park et al., 2012). In order 
to collect information, consumers may actively web browse to determine a product’s desirability. If 
social commerce platforms do not provide enough information about a consumer’s needs, it can break 
the consumer’s mood, and then the consumer will tend to find an alternative way. In contrast, the 
availability of information that meets a consumer’s needs makes the consumer more likely to enjoy 
the shopping experience. Thus, the consumer will actively engage in more exploratory browsing on 
the web, which results in more unplanned purchases (Xiang et al., 2016). If the information provided 
is more detailed and specific, then consumers tend to focus their attention. Thus, the following 
hypothesis is proposed:

Hypothesis Four: Information availability positively affects (a) the urge to buy impulsively, and (b) 
impulsive buying behavior.

Consumers tend to shop online when their product expectations are met or exceeded (Fram & 
Grady, 1995). Social commerce sites allow marketers to display their full range of products without 
having to stock them in their inventory (Mikalef et al., 2017). With a wealth of information, consumers 
will spend considerable time looking at products, which leads to positive feelings involving an urge 
to buy (Huang, 2016). Additionally, a wide range of product categories enhances shopping efficiency 
because of the increased access to comparable items and it enables better product choices. Park et 
al. (2014) indicated that variety of selection in shopping malls encourages consumers to browse. 
When consumers spend more time browsing for products or service, it leads to encountering more 
stimuli, which increases the likelihood of impulsive buying (Verhagen & Van Dolen, 2011b). The 
hypothesis follows:

Hypothesis Five: Product selection positively affects (a) the urge to buy impulsively, and (b) impulsive 
buying behavior.

The Control Variables: Age, Gender and Income
Age, gender, and income have been considered as control variables regarding to both the “urge to 
buy impulsively” and “impulsive buying behavior.” First of all, studies have revealed that consumers’ 
impulsive behaviors are related to gender. Male and female consumers have different social roles and 
personality factors that affect the act of consuming. Studies indicated that women are more emotionally 
and psychologically rooted than men, suggesting that they are more susceptible to impulse buying 
(Coley & Burgess, 2003). In this regard, Ghani et al. (2011) found that there was no significant 
difference between males and females when it came to impulse buying, and that men and women had 
the same level of susceptibility to impulse purchases. In contrast, Mai et al. (2003) stated that men 
were more impulsive in purchasing as compared to women. Thus, it can be safely hypothesized that:

Hypothesis Six: Gender is moderated significantly related to (a) the urge to buy impulsively, and 
(b) impulsive buying behavior.
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Interestingly, the factors that have been linked to impulse buying are also likely to be influenced 
by age. Santini et al., (2017) believed that young consumers look for products that satisfy their needs, 
increasing their desire to purchase. In addition, young consumers can be affected by their peers much 
of time, which leads them to increase their impulse buying. Badgaiyan and Verma (2015) explained 
that young consumers have less control over their emotions; therefore, they have higher impulsive 
buying tendencies than older consumers. It is thus, hypothesized that:

Hypothesis Seven: Age is significantly related to (a) the urge to buy impulsively, and (b) impulsive 
buying behavior.

RESEARCH METHOD

Data Collection
This study employed an online survey questionnaire for data collection. The target social networking 
website was Facebook. Furthermore, the online survey excluded respondents who did not have 
previous experience with Facebook commerce. The previous studies identified Generations Y as the 
target users of social media (Nadeem, Juntunen, & Juntunen, 2017). Therefore, the ages of the target 
respondents were 18 to 35. The link to the questionnaire was posted on Facebook. Initially, a pretest 
was conducted for the scale. Two academic experts carefully examined the translation, wording, 
structure, and content. Their useful feedback was used to improve the scale to ensure that initial 
reliability and validity were at acceptable levels.

After the questionnaire was finalized, a pilot test was conducted with 80 respondents. The final 
questionnaire was distributed in 2019 over a period of one month. A total of 268 respondents answered 
the questionnaire. There were 28 responses discarded because they had no experience purchasing 
on Facebook or they failed to answer a question, resulting in a final sample consisting of 240 valid 
responses. Most respondents were female (70.4%). In total, 30.4% of the respondents were between 
18 and 24 years old. A second group included respondents between 25 and 29 years of age (45%), 
followed by a group of respondents between 30 and 35 years of age (24.6%) (see Table 1).

Measures
The measurement for the construct was adapted from the extant literature and revised to suit the 
context of social commerce. Four constructs of social commerce characteristics (e.g. socialization, 
personalization, information availability, product selection) were adapted from To et al. (2007) and 
Mikalef et al. (2013, 2017). The scale for “urge to buy impulsively” was adapted from Verhagen and 
Van Dolen (2011). The last scale, which is “impulsive buying behavior,” was adapted by Badgaiyan 
and Verma (2015). All items were measured using a seven-point Likert scale ranging from (1) “strongly 
disagree” to (7) “strongly agree.”

Common Bias Method
To determine the presence of a common method variance bias among the proposed variables, the 
authors tested for common-method variance, employing Harman’s single factor test. By loading all 
items onto one factor, the exploratory factor analysis indicated that items do not belong to one single 
factor, excluding the possibility of common-method bias.

DATA ANALYSIS AND RESULTS

In order to test the hypothesis, Smart PLS 3.0 M3 software was used. There were two main steps: 
the evaluation of measurement, and the evaluation of the structural model.
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Measurement Model
To test the reliability and validity of the latent variables, a two-step approach was employed. In 
the first step, an exploratory factor analysis (EFA) was conducted for initial evaluation of the 
following measurement scales: socialization, personalization, product selection, and information 
availability. A principal component analysis and VARIMMAX rotation were employed for factor 
structure identification because the authors assumed some correlation between the factors in the 
model. The Kaiser-Meyer-Olkin (KMO) statistics were 0.881, indicating that the data was satisfied 
for factor analysis. As shown in Appendices 1, all indicator loaded on the intended factors and 
were higher than 0.6.

Table 1. Sample characteristics

Characteristics Frequency (n=240) Percent (%)

Gender
Male 71 29.6

Female 169 70.4

Age

18-24 73 30.4

25-29 108 45

30-35 59 24.6

Education level

High school and lower 3 1.3

College 19 7.9

Bachelor 146 60.8

Graduate 72 30

Occupation

Worker 83 34.6

Business 25 10.4

Household 4 1.7

Employee 52 21.7

Student 66 27.5

Others 10 4.2

Frequency purchasing on 
Facebook

<= 1 time a week 18 7.5

Several times a week 22 9.2

<= 1 time a month 87 36.3

Several times a month 113 47.1

Facebook usage frequency

<=1 time a day 14 5.8

Many times a day 218 90.8

<= 1 time a week 7 2.9

Several times a week 1 0.4

Which products you often 
purchase on Facebook

Fashion 209 87.08

Cosmetic 144 60

Electronic 76 31.67

Travel 32 13.33

Food 140 33.6

Others 16 6.67
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In the second step, the authors examined the reliability and validity of the instrument. Table 2 
lists the Cronbach’s alpha values, the average variance extracted (AVE), composite reliability (CR), 
and factor loading. As shown in the table, all the constructs have composite reliability and Cronbach’s 
alpha is higher than 0.7, suggesting the constructs’ reliability (Hair et al., 2013). For construct validity, 
both convergent validity and discriminant validity were examined. Convergent validity was evaluated 
by testing both the average variance extracted (AVE) and indicator loadings. All AVE values were 
higher than the recommended level of 0.5. The standard loadings of all items were above the desired 
of threshold of 0.7 (Fornell & Larcker, 1981), as seen in Table 2.

Discriminant validity was assessed using (1) Fornell-Larcker and (2) cross-loading criteria. Table 
3 presents the square root of the AVE in bold along the diagonal, verifying the condition of being 
higher than the correlation between constructs (Fornell & Larcker, 1981). The heterotrait–monotrait 

Table 2. Items and scales sources

Items Factors Loading Cronbach Alpha Composite 
Reliability AVE

Socialization

SC1 0.885

0.836 0.902 0.755SC2 0.925

SC3 0.792

Personalization

PER1 0.866

0.831 0.899 0.748PER2 0.893

PER3 0.834

Product Selection

PS1 0.863

0.849 0.909 0.768PS2 0.873

PS3 0.893

Information Availability

INF1 0.895

0.821 0.893 0.736INF2 0.907

INF3 0.765

Urge to buy impulsive

UPL1 0.853

0.772 0.87 0.785
UPL2 0.865

UPL3 0.923

UPL4 0.901

Impulsive buying behavior

IPL1 0.901

0.908 0.936 0.697IPL2 0.932

IPL3 0.639
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ratio (HTMT) was evaluated to determine the discriminant validity. The critical threshold for the 
HTMT was 0.85. The HTMT should be less than 0.85 in order to establish discriminant validity 
(Henseler et al., 2015).

HYPOTHESIS TESTING: STRUCTURAL EQUATION MODELING

After testing the measurement validity and reliability, the authors tested the proposed hypotheses 
using a bootstrap resampling method with 5000 sub-samples (Hair et al., 2014). The findings are show 
in Table 4. The model explains a 45.8% of variation in the “urge to buy impulsively” and 57.3% in 
“impulsive buying behavior.” First, “urge to buy impulsively” was found to be statistically significant 
in explaining impulsive buying behavior, with p > 0.001, thus supporting hypothesis H1.

Second, the effect of socialization and information availability on urge to buy impulsively were 
found to be statistically significant, supporting hypotheses H2a and H5a; however, both effects 
of socialization and information availability on impulsive buying behavior were found to be not 
statistically significant, and did not support hypotheses H2b and H5b.

Table 3. Assessment of discriminant validity

Constructs INF PER PL PS SC UPL

Information Availability (INF) 0.859 0.683 0.578 0.636 0.624 0.578

Personalization (PER) 0.534 0.865 0.679 0.616 0.661 0.619

Impulsive Behavior (PL) 0.467 0.539 0.840 0.676 0.621 0.800

Product Selection (PS) 0.536 0.518 0.555 0.876 0.641 0.591

Socialization (SC) 0.526 0.552 0.510 0.544 0.869 0.579

Urge to buy impulsive (UPL) 0.504 0.539 0.699 0.521 0.506 0.891

Table 4. Summary of results related to hypotheses testing

Hypothesis t-Value β-Value Decision

H1 Urge to buy impulsive→ Impulsive behavior 7.516 0.000*** Supported

H2a Socialization → Urge to buy impulsively 2.242 0.025** Supported

H2b Socialization → Impulsive behavior 1.512 0.131 Not supported

H3a Personalization → Urge to buy impulsively 3.520 0.000*** Supported

H3b Personalization → Impulsive behavior 2.357 0.018** Supported

H4a Product Selection → Urge to buy impulsively 3.114 0.002** Supported

H4b Product Selection → Impulsive behavior 3.237 0.001*** Supported

H5a Information availability → Urge to buy impulsively 2.516 0.012** Supported

H5b Information availability → Impulsive behavior 0.139 0.889 Not supported

H6a Gender → Urge to buy impulsively 0.680 0.05 Not supported

H6b Gender → Impulsive behavior 0.167 0.013 Not supported

H7a Age → Urge to buy impulsively 1.071 0.076 Not supported

H7b Age → Impulsive behavior 0.781 0.059 Not supported
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Thirdly, personalization and product selection were found to influence both the “urge to buy 
impulsively” and “impulsive buying behavior,” supporting hypotheses H3a, H3b, H4a and H4b. 
(See Table 4).

Additionally, with regard to the control variables, the results indicated that the construct “urge 
to buy impulsively” and “impulsive buying behavior” were found insignificantly related to both age 
and gender; therefore, hypotheses H6ab and H7ab were not supported.

Discussion of Findings
The positive relationship between the urge to buy impulsively and actual impulsive buying behavior 
was demonstrated in prior studies (Beatty & Ferrell, 1998; Badgaiyan & Verma, 2015). This present 
study shows a consistent result confirming this positive relationship. That is to say, the former is a 
desire for impulse buying and the latter fulfills this desire. More interestingly, it must be noted that 
even if the felt urge to buy impulsively turns out to be necessarily preceding the stage of impulsive 
buying, the actual impulsive buying behavior may not happen. The urge to buy impulsively is an 
emotional state for having impulsive buying behavior (Verhagen & Van Dolen, 2011).

Socialization was found to impact the urge to buy impulsively. Socialization reflects interactions 
among consumers using technology. In the social commerce setting, consumers are able to replicate the 
experience of socializing in a synchronous manner (Mikalef et al., 2017). The activities of socializing 
over social commerce websites has been made much easier and more user-friendly because users 
can communicate with friends, share experiences relating to pages and products, or message threads 
in products or on brand communities (Hajli, 2014). This finding is consistent with Huang’s (2016) 
study that stated that friends’ comments have a considerable influence on consumers’ desires to 
buy something. In contrast, socialization was found to be an insignificant influence on consumers’ 
impulsive buying behavior. This result is consistent with the study of Wang and Xiao (2009, p. 4), 
which stated that impulse purchasing is “an immediate experience, often concurrent with a feeling 
of excitement and urgency.”

Similarly, information availability has a significant effect on the urge to buy impulsively, but has 
an insignificant effect on impulsive buying behavior. The results of this present study revealed that 
consumers who had more product-related information available to them were more likely to have 
the desire purchase. This is consistent with Chen et al.’s (2016) study, which indicated that textual 
information quality influences the “urge to purchase impulsively.” Information availability reflects 
service quality and time savings, which have a positive influence on the urge to purchase (Leong et 
al., 2018). However, this characteristic of social commerce environments does not affect impulse 
purchasing. Thus, overwhelming users with unnecessary information will not influence their impulsive 
buying behavior. Mikalef et al. (2017) confirmed that the amount of available information did not 
affect consumer purchase intentions or electronic word of mouth (eWOM) intention.

Secondly, personalization and product selection positively and significantly influences both the 
urge to buy impulsively and impulsive buying behavior. The essence of personalization is confirmed 
in social commerce environments because the environment provides only and exactly what each 
customer wants at the right time. In social commerce environments, this function becomes more 
efficient when e-retailers have the very best understanding of the consumers’ needs based on those 
consumers’ historical searching, or the information consumers have provided on a specific platform. 
Consumers not only feel the urge to purchase impulsively, but also to engage in impulsively behavior.

Meanwhile, product selection would influence consumers’ desires because e-retailers have 
enhanced shopping efficiency, which has provided changes and variety, resulting and in a relief 
from boredom. Offering a variety of products has a direct and positive effect on impulsive buying 
behavior. A similar idea was suggested by Park et al.’s (2011) study wherein results revealed a direct 
and negative effect of product selection on impulsive buying behavior. While consumers were less 
likely to purchase on impulsive according to the study by Park et al. (2011), this present study suggests 
that product selection encourages consumers’ impulse purchases. Also, a previous study by Mikalef 
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et al. (2017) showed that product selection did not impact behavioral intention. This result may be 
due to the differences in context of the study when compared to the present study’s context, wherein 
product selection has been validated to have a direct and positive effect on impulsive buying behavior. 
It is an interesting and, perhaps, distinctive finding in emerging markets.

Vietnamese consumers appear most interested in a greater variety of products. They tend to 
shop online when their product expectations are met or exceeded. This is especially true when social 
commerce platforms promote a wide variety of products that align with the consumers’ needs enabling 
consumers to make the best possible selection.

CONCLUSION

Theoretical Implications
This study contributed new insights to understanding the determinants of online impulse purchasing 
both Information System (IS) and marketing perspectives. First, this study applied the S-R model to 
investigate the characteristics of the social commerce environments that influence consumers’ urge 
to buy impulsively and impulsive buying behavior. The authors expanded on Mikalef et al.’s (2017) 
study by showing that social commerce constructs influence not only planned behavior, but also 
unplanned behavior. Therefore, the findings of this study can enrich the understanding of academics 
and researchers regarding the impact of social commerce environments.

Second, this study confirms the appropriateness of using the S-R theory for testing online 
impulsive-buying behavior and the urge to buy impulsively and, thus, offers a valid theoretical 
perspective for the facet of online consumer behavior. By introducing social commerce constructs 
as stimulus, this study provides a deeper understanding of what takes place in consumers’ minds 
unconsciously before an impulse purchase is made.

Third, several new relationships have also been empirically validated in the emergency market. 
The findings have stressed that the impact of socialization and information availability on impulsive 
buying behavior appeared to be different when compared to the impacts of these factors on the 
urge to buy impulsively. While all of the characteristics of social commerce environments were 
found to be supported for the urge to buy impulsively, only personalization and product selection 
were found to significantly influence actual impulsive buying behavior. The results show that that 
“urge to buy impulsively” is a prior stage of impulsive buying behavior (Beatty & Ferrell, 1998; 
Badgaiyan & Verma, 2015). Socialization and information availability were found to be unrelated 
to “actual impulsive buying behavior” while still being found to significantly affect the “urge to buy 
impulsively.” This implies that the impact of socialization and information availability has not lead 
to actual impulsive buying behavior, thus, consumers may feel temporarily out of control, but then, 
they pay more attention to behavioral consequences.

Fourth, the mediating role of the “urge to buy impulsively” reveals that consumers have to process 
stimuli and have a desire before engaging in impulsive buying behavior. Additionally, the internal 
process can lead to consumers’ impulsive purchasing behavior or may only stop their desire. Finally, 
the theoretical model was validated in the newly emerged F-commerce context of developing countries.

Practical Implications
Besides the theoretical implications, this study also contributed significant practical implications. First, 
consumers with high socializing are the desire to buy a product at sudden. Facebook retailers may 
create a fan club where consumers can interact with one another and share information. In addition, 
personalization is crucial to the urge to buy impulsively and impulsive buying behavior. So, to stimulate 
impulsive buying behavior, online retailers should create personalized content that is meaningful and 
targeted to a specific kind of consumer. More specifically, online retailers can communicate with 
consumers in a human way and create meaningful conversations that are based on the core interests 
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of their target consumers. This allows them to build engagement and consumers’ trust. Moreover, 
personal recommendation agents will increase a good shopping experience by reducing the overlap, 
or redundancy of information, which creates an encouraging environment for customers.

Furthermore, offering a variety of product selections to specific consumers allows them to 
easily find items that match their needs and interests. Although previous studies found that a range 
of products may distract consumers from making the best selection (Mikalef et al., 2017). However, 
this study showed that a variety of products stimulate consumers’ desires as well as their decisions 
to purchase impulsively. In order to direct sell products via Facebook to the right consumers with 
the right offer, online retailers should build carousels featuring a range of products in one post to 
avoid too much information. In addition, consumers are likely to visit a store if the retailers provide 
product availability information online. Online retailers need to provide accurate information and 
show consumers the benefits of products and services, which will create the feelings that consumers 
will get when they own the products, which will then increase the consumer’s desire to buy.

LIMITATIONS AND FUTURE RESEARCH

The present study exhibited some important insights. Still, it is not without limitations, which need 
to be considered for future research. First, the data were collected for the study from various types 
of products (e.g. clothing, cosmetics, food, etc.) and is limited geographically to Vietnam consumers 
who shop online. Future studies should attempt to define the extent to which impulsive behaviors are 
triggered by different products and services, which will help researchers and managers to develop 
strategy for different products and services. Additional research should test the moderating effect on 
the relationship between social commerce features and impulse buying behavior, such as demographic 
variables or situational factors, which would help deepen an understanding about consumers’ impulsive 
buying behavior. In addition, it would be interesting to compare two models, such as the differences 
between developing and developed countries.

ACKNOWLEDGMENT

This research was supported by the Internal Grant Agency of the Faculty of Management and 
Economics, Tomas Bata University in Zlin, grant No. IGA/FaME/2018/015.



International Journal of E-Business Research
Volume 16 • Issue 3 • July-September 2020

86

REFERENCES

Aydin, G. (2019). Examining Social Commerce Intentions Through the Uses and Gratifications Theory. 
International Journal of E-Business Research, 15(2), 44–70. doi:10.4018/IJEBR.2019040103

Badgaiyan, A. J., & Verma, A. (2015). Does urge to buy impulsively differ from impulsive buying behaviour? 
Assessing the impact of situational factors. Journal of Retailing and Consumer Services, 22, 145–157. 
doi:10.1016/j.jretconser.2014.10.002

Beatty, S. E., & Ferrell, M. E. (1998). Impulse buying: Modeling its precursors. Journal of Retailing, 74(2), 
169–191. doi:10.1016/S0022-4359(99)80092-X

Chan, T. K. H., Cheung, C. M. K., & Lee, Z. W. Y. (2017). The state of online impulse-buying research: A 
literature analysis. Information & Management, 54(2), 204–217. doi:10.1016/j.im.2016.06.001

Chang, H. J., Eckmanb, M., & Yanb, R. N. (2011). Application of the stimulus-organism-response model to the 
retail environment: The role of hedonic motivation in impulse buying behavior. International Review of Retail, 
Distribution and Consumer Research, 21(3), 233–249. doi:10.1080/09593969.2011.578798

Chen, J. V., Su, B. C., & Widjaja, A. E. (2016). Facebook C2C social commerce: A study of online impulse 
buying. Decision Support Systems, 83, 57–69. doi:10.1016/j.dss.2015.12.008

Chung, N., Song, H. G., & Lee, H. (2017). Consumers’ impulsive buying behavior of restaurant products in 
social commerce. International Journal of Contemporary Hospitality Management, 29(2), 709–731. doi:10.1108/
IJCHM-10-2015-0608

Coley, A., & Burgess, B. (2003). Gender differences in cognitive and affective impulse buying. Journal of 
Fashion Marketing and Management, 7(3), 282–295. doi:10.1108/13612020310484834

Fornell, C., & Larcker, D. F. (1981). Structural equation models with unobservable variables and measurement 
error: Algebra and statistics.

Fram, E. H., & Grady, D. B. (1995). Internet buyers. Will the surfers become buyers? Direct Marketing, 58(6), 
63–65.

Ghani, U., Imran, M., & Ali Jan, F. (2011). The impact of demographic characteristics on impulse buying 
behaviour of urban consumers in peshawar. International Journal of Academic Research, 3(5).

Hair, J. Jr, Sarstedt, M., Hopkins, L., & Kuppelwieser, G., V. (2014). Partial least squares structural equation 
modeling (PLS-SEM) An emerging tool in business research. European Business Review, 26(2), 106–121. 
doi:10.1108/EBR-10-2013-0128

Hajli, N. (2015). Social commerce constructs and consumer’s intention to buy. International Journal of 
Information Management, 35(2), 183–191. doi:10.1016/j.ijinfomgt.2014.12.005

Hajli, N., Sims, J., Zadeh, A. H., & Richard, M. O. (2017). A social commerce investigation of the role of trust 
in a social networking site on purchase intentions. Journal of Business Research, 71, 133–141. doi:10.1016/j.
jbusres.2016.10.004

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant validity in 
variance-based structural equation modeling. Journal of the Academy of Marketing Science, 43(1), 115–135. 
doi:10.1007/s11747-014-0403-8

Hoyer, W. D., Maclnnis, D. J., Pieters, R., Chan, E., & Northey, G. (2018). Consumer Behavior. Asia – Pacific 
Edition, State. South Melbourne, Victoria: Australia Cengage Learning Australia.

Hsu, H. Y., & Tsou, H.-T. (2011). Understanding customer experiences in online blog environments. International 
Journal of Information Management, 31(6), 510–523. doi:10.1016/j.ijinfomgt.2011.05.003

Huang, L.-T. (2016). Flow and social capital theory in online impulse buying. Journal of Business Research 
Flow, 69.

Kim, S., & Eastin, M. S. (2011). Hedonic tendencies and the online consumer: An investigation of the online 
shopping process. Journal of Internet Commerce, 10(1), 68–90. doi:10.1080/15332861.2011.558458

http://dx.doi.org/10.4018/IJEBR.2019040103
http://dx.doi.org/10.1016/j.jretconser.2014.10.002
http://dx.doi.org/10.1016/S0022-4359(99)80092-X
http://dx.doi.org/10.1016/j.im.2016.06.001
http://dx.doi.org/10.1080/09593969.2011.578798
http://dx.doi.org/10.1016/j.dss.2015.12.008
http://dx.doi.org/10.1108/IJCHM-10-2015-0608
http://dx.doi.org/10.1108/IJCHM-10-2015-0608
http://dx.doi.org/10.1108/13612020310484834
http://dx.doi.org/10.1108/EBR-10-2013-0128
http://dx.doi.org/10.1016/j.ijinfomgt.2014.12.005
http://dx.doi.org/10.1016/j.jbusres.2016.10.004
http://dx.doi.org/10.1016/j.jbusres.2016.10.004
http://dx.doi.org/10.1007/s11747-014-0403-8
http://dx.doi.org/10.1016/j.ijinfomgt.2011.05.003
http://dx.doi.org/10.1080/15332861.2011.558458


International Journal of E-Business Research
Volume 16 • Issue 3 • July-September 2020

87

Kim, S., & Park, H. (2013). Effects of various characteristics of social commerce (s-commerce) on consumers’ 
trust and trust performance. International Journal of Information Management, 33(2), 318–332. doi:10.1016/j.
ijinfomgt.2012.11.006

Leong, L. Y., Jaafar, N. I., & Ainin, S. (2018). Understanding Facebook Commerce (F-Commerce) Actual 
Purchase from an Artificial Neural Network Perspective. Journal of Electronic Commerce Research, 19(1).

Li, C. Y. (2017). How social commerce constructs influence customers’ social shopping intention? An empirical 
study of a social commerce website. Technological Forecasting and Social Change, 0–1(129).

Lin, K. Y., & Lu, H. P. (2011). Why people use social networking sites: An empirical study integrating 
network externalities and motivation theory. Computers in Human Behavior, 27(3), 1152–1161. doi:10.1016/j.
chb.2010.12.009

Mai, N. T. T., Jung, K., Lantz, G., & Loeb, S. G. (2003). An exploratory investigation into impulse behavior 
in a transitional economy: A study of urban consumers in Vietnam. Journal of International Marketing, 11(2), 
13–35. doi:10.1509/jimk.11.2.13.20162

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology. MIT Press.

Mikalef, P., Giannakos, M., & Pateli, A. (2013). Shopping and word-of-mouth intentions on social media. Journal 
of Theoretical and Applied Electronic Commerce Research, 8(1), 17–34. doi:10.4067/S0718-18762013000100003

Mikalef, P., Giannakos, M. N., & Pappas, I. O. (2017). Designing social commerce platforms based on consumers’ 
intentions. Behaviour & Information Technology, 36(12), 1308–1327. doi:10.1080/0144929X.2017.1386713

Mittal, S., Sondhi, N., & Chawla, D. (2015). Impulse buying behaviour: An emerging market perspective. 
International Journal of Indian Culture and Business Management, 11(1), 1–22. doi:10.1504/IJICBM.2015.070246

Nadeem, W., Juntunen, M., & Juntunen, J. (2017). Consumer segments in social commerce: A latent class 
approach. Journal of Consumer Behaviour, 16(3), 279–292. doi:10.1002/cb.1632

Osorio, C. A., & Papagiannidis, S. (2019). A study of networking and information exchange factors influencing 
user participation in niche social networking sites. International Journal of E-Business Research, 15(2), 1–21. 
doi:10.4018/IJEBR.2019040101

Ozen, H., & Engizek, N. (2014). Shopping online without thinking: Being emotional or rational? Asia Pacific 
Journal of Marketing and Logistics, 26(1), 78–93. doi:10.1108/APJML-06-2013-0066

Pagani, M., & Mirabello, A. (2011). The influence of personal and social-interactive engagement in social TV 
web sites. International Journal of Electronic Commerce, 16(2), 41–68. doi:10.2753/JEC1086-4415160203

Park, E. J., Kim, E. Y., Funches, V. M., & Foxx, W. (2011). Apparel Product Attributes, Web Browsing, and 
E-Impulse Buying on Shopping Web-Sites. Journal of Business Research, 65(11), 1583–1589. doi:10.1016/j.
jbusres.2011.02.043

Park, E. J., Kim, E. Y., Funches, V. M., & Foxx, W. (2012). Apparel product attributes, web browsing, and 
e-impulse buying on shopping websites ☆. Journal of Business Research, 65(11), 1583–1589. doi:10.1016/j.
jbusres.2011.02.043

Park, M.-S., Shin, J.-K., & Ju, Y. (2014). Social networking atmosphere and online retailing. Journal of Global 
Scholars of Marketing Science, 24(1), 89–107. doi:10.1080/21639159.2013.867681

Rook, D. W. (1987). The buying impulse. The Journal of Consumer Research, 14(2), 189–199. doi:10.1086/209105

Saad, M., & Metawie, M. (2015). Store Environment, Personality Factors and Impulse Buying Behavior in 
Egypt: The Mediating roles of Shop Enjoyment and Impulse Buying Tendencies. Journal of Business and 
Management Sciences, 3(2), 69-77.

Santini, F. D. O., Ladeira, W. J., Vieira, V. A., Araujo, C. F., & Sampaio, C. H. (2017). Antecedents and 
consequences of impulse buying: a meta-analytic study. RAUSP Management Journal, (September).

Shen, K. N., & Khalifa, M. (2012). System design effects on online impulse buying. Internet Research, 22(4), 
396–425. doi:10.1108/10662241211250962

http://dx.doi.org/10.1016/j.ijinfomgt.2012.11.006
http://dx.doi.org/10.1016/j.ijinfomgt.2012.11.006
http://dx.doi.org/10.1016/j.chb.2010.12.009
http://dx.doi.org/10.1016/j.chb.2010.12.009
http://dx.doi.org/10.1509/jimk.11.2.13.20162
http://dx.doi.org/10.4067/S0718-18762013000100003
http://dx.doi.org/10.1080/0144929X.2017.1386713
http://dx.doi.org/10.1504/IJICBM.2015.070246
http://dx.doi.org/10.1002/cb.1632
http://dx.doi.org/10.4018/IJEBR.2019040101
http://dx.doi.org/10.1108/APJML-06-2013-0066
http://dx.doi.org/10.2753/JEC1086-4415160203
http://dx.doi.org/10.1016/j.jbusres.2011.02.043
http://dx.doi.org/10.1016/j.jbusres.2011.02.043
http://dx.doi.org/10.1016/j.jbusres.2011.02.043
http://dx.doi.org/10.1016/j.jbusres.2011.02.043
http://dx.doi.org/10.1080/21639159.2013.867681
http://dx.doi.org/10.1086/209105
http://dx.doi.org/10.1108/10662241211250962


International Journal of E-Business Research
Volume 16 • Issue 3 • July-September 2020

88

Thurstone, L. L. (1923). The Stimulus-Response Fallacy in Psychology. Psychological Review, 30(5), 354–369. 
doi:10.1037/h0074251

To, P. L., Liao, C., & Lin, T. H. (2007). Shopping motivations on Internet: A study based on utilitarian and 
hedonic value. Technovation, 27(12), 774–787. doi:10.1016/j.technovation.2007.01.001

Tung. (2017). Vietnam has the highest e-commerce adoption rate in Southeast Asia: EIU Report. Retrieved from 
https://e27.co/vietnam-most-online-shoppers-southeast-asia-report-20181105/

Verhagen, T., & Van Dolen, W. (2011). The influence of online store beliefs on consumer online impulse buying: 
A model and empirical application. Information & Management, 48(8), 320–327. doi:10.1016/j.im.2011.08.001

Wang, H. C., & Doong, H. S. (2010). Argument Form and Spokesperson Type: The Recommendation Strategy 
of Virtual Salespersons. International Journal of Information Management, 30(6), 493–501. doi:10.1016/j.
ijinfomgt.2010.03.006

Wang, J., & Xiao, J. J. (2009). Buying behavior, social support and credit card indebtedness of college students. 
International Journal of Consumer Studies, 33(1), 2–10. doi:10.1111/j.1470-6431.2008.00719.x

Weinberg, P., & Gottwald, W. (1982). Impulsive consumer buying as a result of emotions. Journal of Business 
Research, 10(1), 43–57. doi:10.1016/0148-2963(82)90016-9

Wolfinbarger, M., & Gilly, M. C. (2001). Shopping online for freedom, control, and fun. California Management 
Review, 43(2), 34–55. doi:10.2307/41166074

Xiang, L., Zheng, X., Lee, M. K. O., & Zhao, D. (2016). Exploring consumers’ impulse buying behavior on 
social commerce platform: The role of parasocial interaction. International Journal of Information Management, 
36(3), 333–347. doi:10.1016/j.ijinfomgt.2015.11.002

Yu, C., & Bastin, M. (2010). Hedonic shopping value and impulse buying behavior in transitional economies: 
A symbiosis in the Mainland China marketplace. Brand Management, 18(2), 105–114. doi:10.1057/bm.2010.32

Zhang, H., Lu, Y., Gupta, S., & Zhao, L. (2014). What motivates customers to participate in social commerce? 
the impact of technological environments and virtual customer experiences. Information & Management, 51(8), 
1017–1030. doi:10.1016/j.im.2014.07.005

Quyen Phu Thi Phan has sucecessfully completed PhD degree at Tomas Bata University in Zlin, Czech Republic. She 
is also a lecturer at Faculty of Marketing, University of Economics, The University of Danang, Vietnam. Her current 
research interest includes consumer behaviour, digital marketing, green marketing. Her research has been published 
in the Journal of Business Economics and Management, Information Systems and E-business Management, The 
Journal of Internet Commerce, among others. She can be contacted at: phuquyen.due@gmail.com.

Vu Minh Ngo has successfully completed the Ph.D. program at Tomas Bata University in Zlin, Czech Republic. 
Currently, he works as a full-time lecturer in the Faculty of Business Administration at Van Lang University in 
Vietnam. He has participated in numerous researches in the field of customer behaviors, knowledge management, 
dynamic capabilities and financial performance of SMEs. His current research interests are related to sustainable 
finance systems, green investments, and initiatives toward sustainable goals. He can be contacted via ngominhvu@
vanlanguni.edu.vn or ngominhvu@gmail.com.

http://dx.doi.org/10.1037/h0074251
http://dx.doi.org/10.1016/j.technovation.2007.01.001
https://e27.co/vietnam-most-online-shoppers-southeast-asia-report-20181105/
http://dx.doi.org/10.1016/j.im.2011.08.001
http://dx.doi.org/10.1016/j.ijinfomgt.2010.03.006
http://dx.doi.org/10.1016/j.ijinfomgt.2010.03.006
http://dx.doi.org/10.1111/j.1470-6431.2008.00719.x
http://dx.doi.org/10.1016/0148-2963(82)90016-9
http://dx.doi.org/10.2307/41166074
http://dx.doi.org/10.1016/j.ijinfomgt.2015.11.002
http://dx.doi.org/10.1057/bm.2010.32
http://dx.doi.org/10.1016/j.im.2014.07.005

