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ABSTRACT

Withtherapiddevelopmentofsocialcommerce,consumersmayeasilypurchaseproductstheydidnot
plantopurchaseordonotreallyneedwhentheysurfsocialnetworkingwebsitesandbrowseposts.
However,theliteratureonsocialcommercepayslittleattentiontotheextantknowledgeofonline
impulsebuyingbehavior(OIBB),especiallyinemergingmarkets.Thisstudyinvestigatestherole
ofsocialcommercecharacteristicsinshapingconsumers’onlineimpulsivebuyingbehavior.Data
wascollectedfrom240Vietnameseconsumerswithexperienceinonlineshopping.UsingaPartial
LeastSquare3.0 analysis, the results indicated that socialization and availability of information
significantlyinfluencetheurgetobuyimpulsively,butdonotinfluenceimpulsivebehavior.Incontrast,
personalization and product selection influence both the urge to buy impulsively and impulsive
behavior.Thefindingsalsoindicatedthatgenderandagedonotimpactonlineimpulsivebuying
behavior.Studyoutcomesofferusefulinsightstobothacademiciansandpractitioners.
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INTROdUCTION

Consumersoftenactimpulsivelywhenmakingonlinedecisions.Onlineshoppershaveeasyaccessto
products,easeofpurchasing,alackofsocialpressures,andanabsenceofdeliveryefforts.Therefore,
about40%ofallonlineexpendituresoccurasaresultofimpulsivebuying(Verhagen&VanDolen,
2011a).Withtherapiddevelopmentofsocialcommerce,consumers,whensurfingsocialnetworking
websitesandbrowsingposts,suchasFacebook,Twitter,andPinterest,mayeasilypurchaseproducts
theyhadnotplannedonpurchasingorthattheydonotreallyneed.Consumerscanfindinteresting
links to shopping websites on these platforms. Under these circumstances, impulsive buying is
unavoidable,especiallywithregardtosocialcommerce(Huang,2016).Surprisingly,theliterature
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onsocialcommercepayslittleattentiontotheextantknowledgeofonlineimpulsebuyingbehavior
(OIBB),especiallyinemergingmarkets.

Socialcommerce(s-commerce)haschangedtheroleofthecustomeraswell.Consumersbecome
thecentralfocusforcompanieswhentheycaninteract,gettrustworthyadvice,searchandpurchase
goodsandservices,andhencebecometheuniquenessofs-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).Totheauthors’knowledge,thereare
severalstudiesaboutonlineimpulsivebuyingbehaviorinsocialcommerce.Forinstance,Leonget
al. (2018) investigated theeffectsofutilitarian-,hedonic-,and trust-motivationsonparticipation
that influences the urge to purchase and, ultimately, impulsive purchasing in social commerce
environments.Chungetal.(2017)examinedtheimpactofshoppingvalueontheurgetobuyrestaurant
productsandservices.However,thispresentstudydiffersfromtheextentliteratureinasignificant
way:itisfocusedonhowsocialcommercecharacteristicsshapeonlineimpulsivebuyingbehavior.

Additionally,consideringtheeffectofotherfactorsonconsumerbehavior,oneshouldpay
attentiontotheconditionsoflocalmarketanddiversityculturalforces,whichcouldinfluence
thewayconsumersbehavewhenimpulsebuying(Yu&Bastin,2010).However, impulsive
buyinghasbeenmuchstudiedinthecontextofWesterncountries,whiletheAsiancontexthas
largelyremainedoblivious(Badgaiyan&Verma,2015).Impulsivebuyingbehaviorisofspecific
interestinemergingeconomies,suchaslikeIndia(Mittal,Sondhi,&Chawla,2015).Several
researchers have indicated that Asian consumers may engage in less impulsive purchasing
thandoconsumersinWesterncountries(Hoyeretal.,2012).YuandBastin(2010)indicated
thatimpulsebuyinginemergingmarketswouldcontributetotheliteraturebecauseSoutheast
Asiancountriesareregionsthathavethemostactivesocialmediausersintheworld.Vietnam
representsanemergingcountryandisrankedseventhamongthecountrieswiththelargest
numberofFacebookusersandthehigheste-commerceadoptionrateinSoutheastAsia(Tung,
2017).However,thebehaviorofVietnamconsumersisrarelyunderstood.Therefore,another
emerging researchgap is to empirically investigate the influenceofpredictorvariableson
impulsebuyingwithintheVietnamcontext,whichcansignificantlycontributetotheexisting
literatureofsocialcommerce.

Theoriginalityofthecurrentstudyrestsonansweringthelimitationsby:(1)investigatingthe
influencesofuniquecharacteristicsonOIBBand,(2)analyzingtherelationshipbetweentheurgeto
buyimpulsivelyandimpulsivebuyingbehaviorwithinemergingmarkets.Consequently,thisstudy
seeksanswerstotheresearchgaps.

Accordingly,thisstudyisposedtoexaminethefollowingresearchquestion:“Howdosocial
commerce characteristics influence consumers’ online impulsive buying behavior in emerging
markets?”Tothisend,theprimarygoalofthisstudyistoprovideabetterunderstandingoffactors
ofthesocialcommerceenvironment,whichdetermineonlineimpulsivebuyingbehavior(OIBB).
BasedontheStimulus–Response(S-R)theory(Mehrabian&Russell,1974),theauthors’identifieda
setofcharacteristicsofsocialcommerceplatforms(socialization,personalization,productselection,
andinformationavailability)andhypothesesonhowtheymayshapeOIBB.Additionally,thisstudy
attemptstoempiricallyinvestigatetheOIBBofVietnameseconsumersandtoextendtheexisting
researchononlineimpulsebuying,especiallyintheVietnamesecontext.

Thestudy’stheoreticalcontributionsaretwofold.First,itconfirmstheroleofsocialcommerce
characteristicsfortestingonlineimpulsivebuyingbehavior.ThisanswersthecallofLi(2017)for
publicationsaimedatstudyingtheprocessanduniquenessofhowconsumersbehaveimpulsivelyin
socialcommerceenvironments.Despitethiscall,therehasnotyetbeenasimilarstudypublished.
Therefore,thisresearchstudyexploreshowsocialcommerceenvironmentsinfluenceOIBB.Second,
thisstudyprovidesguidelinesformarketingmanagerswhousesocialmediaplatformsasstrategy
toolswhenenteringdevelopingcountries.
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LITERATURE REVIEw

definition of Constructs
IntheS-Rtheory,thestimuliarethefeaturesoftheonlineenvironmentthatcustomersinteractwith.
Stimuli(S)aresocialcommercecharacteristicsthataffectconsumers’responseinthisstudy.Previous
studiesidentifiedvariouscharacteristicsofsocialcommerceenvironmentsbasedonthemotivation
theoryandtheunifiedgratificationtheory(UGT)(Mikalefetal.,2013;Lin&Lu,2011).Similarly,
consistentwiththetypologyofMikalefetal.(2017)andZhangetal.(2014),theauthorsconsidered
four social commerce characteristics, namely, information availability, personalization, product
selection(utilitarianmotivations),andsocialization(hedonicmotivation).Thesecharacteristicscapture
variousaspectsofsocialcommerceplatformsthatfacilitateusergratification(Mikalefetal.,2017).

Firstly,socializationisdescribedastheabilitytoparticipateininteractionsamongconsumers
duringthebrowsingofproductsonsocialcommerceplatforms.Consumersareenabledtoreplicatethe
experienceofsocializinginasynchronousmanner(Mikalefetal.,2017).Theactivitiesofsocializing
onsocialcommercewebsiteshasbeenmademuchmorecomfortableandmoreuser-friendly,sothat
userscancommunicatewithfriendsandshareexperiencesrelatingtopages/products,ormessage
threadsinproductsoronbrandcommunities(Hajli,2015;Osorio&Papagiannidis,2019).

Anotherinterestingcharacteristicofsocialcommerceplatformsispersonalization.Theauthors
definedpersonalizationastheabilitytoprovideconsumerswithcustomizedadvertisementbasedon
theirpreferences.Onlineretailerspresentadvertisementsofnewproductsorupdatethelatesttrends
thatareinlinewiththerecommendedcontentanduserinterests(Zhangetal.,2014).

Additionally,informationavailabilityisoneofthekeycharacteristicsinonlineshopping.Itis
definedastheamountproductsand/orserviceinformationavailableonthesocialcommerceplatforms
(Mikalefetal.,2013).WangandDoong(2010)statedthattheaccuracyandamountofinformation
availableaboutproductsorservicesinfluencesconsumers’purchasingdecisions.Informationcontent
isanimportantresourceforonlineconsumersbecausetheyrecognizetheirneedforparticulargoodsor
servicesbasedonneed-relatedinformationprovidedonsocialcommerceplatforms,whichinfluences
theirpurchasingdecision(Hajli,2015;Aydin,2019).

Lastbutnotleast,thewealthofinformationaboutavarietyofproductsorservicesisahighlighted
featureofonlineretailingenvironments.Inthisstudy,productselectionisthedegreetowhichusers
believethatthereisarangeofavailableproductsonsocialcommerceplatforms(Mikaletetal.,2017).
Withawealthofinformationprovided,consumerswillspendconsiderabletimelookingatvarious
products,whichleadstopositivefeelings,andtheytendtoreviewthepagecontentmoreintensively
(Hsu&Tsou,2011;Huang,2016).

Online impulsive buying behavior, as an unplanned purchasing decision, consists of two
dimensions,namely,theurgetobuyimpulsivelyandtheactualimpulsivebuyingbehavior(Chan,
Cheung,&Lee,2017).Theurgetobuyimpulsivelyisastateofdesirethatisexperiencedupon
encounteringanobjectintheshoppingenvironment(Badgaiyan&Verma,2015).Additionally,
impulsebuyingisdefinedas“asuddenandimmediatepurchasewithnopre-shoppingintentions
eithertobuythespecificcategoryortofulfillaspecificbuyingtask”(Beatty&Ferrell,1998,
p.170).Therelationshipbetweentheurgetobuyimpulsivelyandtheactualimpulsivebuying
behaviorhasbeendebated.Previousscholarsindicatedthatimpulsivebuyingbehaviorhappens
after experiencinganurge tobuy (Rook,1987;Beatty&Ferrell, 1998),whereasmore recent
scholarsarguedthattheurgetobuydidnotalwaysresultinactualimpulsivebuying(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,thisstudyreferstotheurgetobuyimpulsively,andactualimpulsivebuying
behaviorrefersasresponsevariables.
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HyPOTHESIS dEVELOPMENT

Impulsive Buying Behavior and Urge to Buy Impulsively
ResearchersBeattyandFerrell(1998)exploredanimportantdistinctionneedstobemaderelatingto
theconstructofthe“urgetobuyimpulsively”(desire)and“impulsivebuyingbehavior”(behavior).
Theystated that thespontaneousurge tobuy impulsively isa stateofdesire that isexperienced
beforeactuallyperforminganimpulsebuyingbehavior.Themoreconsumersexperiencetheurge,
themoretheyaremorelikelytomakeanimpulsepurchase.Therelationshipbetweentheurgeto
buyimpulsivelyandimpulsivebuyinghasbeendescribedasachaineffectattheresponsestagein
studiesdoneofbothofflineandonline.BadgaiyanandVerma(2015)providedevidenceregardingthe
relationshipoftheurgetobuyimpulsivelyandimpulsivebuyingbehavior.Whenconsumersbrowse
longer,theyexperiencemoreandmoreurgesand,inturn,increasetheirlikelihoodofengagingin
animpulsepurchase.Therefore,thefollowinghypothesisisintroduced:

Hypothesis One:Urgetobuyimpulsivelypositivelyaffectsimpulsivebuyingbehavior.

Effects of Social Commerce Characteristics (S) on Urge to 
Buy Impulsively and Impulsive Buying Behavior
Socialcommerceenvironmentsprovideplatformsonwhichconsumerscansocializewithpeers.The
foremostmotivesforpeopletogoshoppingaresocialinteractionandenjoyment(Kim&Eastin,
2011). Inasocialcommercecontext,consumersareable toshare informationand theshopping
experiencewiththosewhohavethesameinterests(Wolfinbarger&Gilly,2001).Duringsocialization,
consumersbuildtheirnetworktoreceivebenefitsfromsocialactivitieswhileshopping(Zhangetal.,
2014).Theyaremorelikelytointeractwithotherswhohaveindepthknowledgeaboutbrandsand
products.Whenthefrequencyofinteractionincreases,theymayfindsocialcommercetobemore
enjoyableandinvolving(Paganietal.,2011).Thiswillleadconsumerstosearchformoreinformation
aboutaproducttheyareinterestedinpurchasingortoimitateotherconsumers’styles,andthenmay
ultimatelyimpulsivelybuy(Mikalefetal.,2017;Xiangetal.,2016).Previousstudiessuggestedthat
impulsivebuyingbehaviorisinfluencedbyaconsumer’spositiveemotions(Weinberg&Gottwald,
1982).Therefore,consumerswhopreferonlineshoppingasameanofsocialinteractionandaway
torelax,haveahighertendencytomakeanimpulsepurchasefromtheInternet(Ozen&Engizek,
2014).Thus,thefollowinghypothesisisproposed:

Hypothesis Two: Socializationpositively affects (a) urge tobuy impulsively, and (b) impulsive
buyingbehavior.

Personalization isauniquemediumforofferingadvertisements that fitconsumers’ interests
(Park,Shin,&Ju,2014).Basedonconsumers’personalinformationwhentheyjoinsocialmedia
websites or consumers’ navigation history exchangedbetween sites, online retailers candirectly
advertisetotargetcustomersonaone-to-onebasis.Consumerscaneasilyfindoutaboutproducts
andservicesbasedontheirlocationortheirhistoricalinformation(e.g.profiles,priorinteraction),
whichissuggestedbysocialmediaplatforms.

Saad and Metawie (2015) indicated that impulsive buying is associated with feelings and
psychological motivations instead of thinking and functional benefits. Consumers with positive
moodshavereduceddecisioncomplexityandshorterdecisionstimes,whichleadtofacilitatinga
greaterdesiretorewardthemselvesand,thus,stimulatesimpulsebuying.Accordingtotheliterature
onimpulsivebehavior,oneofthemainreasonsthatconsumerstendtobuyimpulsivelyandimpulse
buyistheretailers’upandcross-sellingstrategies(Changetal.,2011).Inasocialcommercecontext,
onlinevendorsapplythisstrategythroughproductrecommendations,suggestedcoordinateditems,
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saleitems,andnewproductsbasedonconsumers’preferences.Productrecommendationsimpact
consumers’senseofvisionandiftheyareeasilystimulatedbyproductattributes,theywillbuyproducts
impulsively(Xiangetal.,2016).Thefollowinghypothesisisdevelopedbasedontheliterature:

Hypothesis Three:Personalizationpositivelyaffects(a)theurgetobuyimpulsively,and(b)impulsive
buyingbehavior.

ConsumersarenotabletotouchproductsontheInternet;consumersoftenwanttoacquirefull
information(e.g.size,color,design,andfabric)beforepurchasingspecificproductstosubstitutefora
moresensoryexperience,whichcanleadtoconsumerimpulsepurchases(Parketal.,2012).Inorder
tocollectinformation,consumersmayactivelywebbrowsetodetermineaproduct’sdesirability.If
socialcommerceplatformsdonotprovideenoughinformationaboutaconsumer’sneeds,itcanbreak
theconsumer’smood,andthentheconsumerwilltendtofindanalternativeway.Incontrast,the
availabilityofinformationthatmeetsaconsumer’sneedsmakestheconsumermorelikelytoenjoy
theshoppingexperience.Thus,theconsumerwillactivelyengageinmoreexploratorybrowsingon
theweb,whichresultsinmoreunplannedpurchases(Xiangetal.,2016).Iftheinformationprovided
is more detailed and specific, then consumers tend to focus their attention. Thus, the following
hypothesisisproposed:

Hypothesis Four:Informationavailabilitypositivelyaffects(a)theurgetobuyimpulsively,and(b)
impulsivebuyingbehavior.

Consumerstendtoshoponlinewhentheirproductexpectationsaremetorexceeded(Fram&
Grady,1995).Socialcommercesitesallowmarketerstodisplaytheirfullrangeofproductswithout
havingtostockthemintheirinventory(Mikalefetal.,2017).Withawealthofinformation,consumers
willspendconsiderabletimelookingatproducts,whichleadstopositivefeelingsinvolvinganurge
tobuy(Huang,2016).Additionally,awiderangeofproductcategoriesenhancesshoppingefficiency
becauseoftheincreasedaccesstocomparableitemsanditenablesbetterproductchoices.Parket
al.(2014)indicatedthatvarietyofselectioninshoppingmallsencouragesconsumerstobrowse.
Whenconsumersspendmoretimebrowsingforproductsorservice,itleadstoencounteringmore
stimuli,whichincreasesthelikelihoodofimpulsivebuying(Verhagen&VanDolen,2011b).The
hypothesisfollows:

Hypothesis Five:Productselectionpositivelyaffects(a)theurgetobuyimpulsively,and(b)impulsive
buyingbehavior.

The Control Variables: Age, Gender and Income
Age,gender,andincomehavebeenconsideredascontrolvariablesregardingtoboththe“urgeto
buyimpulsively”and“impulsivebuyingbehavior.”Firstofall,studieshaverevealedthatconsumers’
impulsivebehaviorsarerelatedtogender.Maleandfemaleconsumershavedifferentsocialrolesand
personalityfactorsthataffecttheactofconsuming.Studiesindicatedthatwomenaremoreemotionally
andpsychologicallyrootedthanmen,suggestingthattheyaremoresusceptibletoimpulsebuying
(Coley&Burgess,2003). In this regard,Ghanietal. (2011) found that therewasnosignificant
differencebetweenmalesandfemaleswhenitcametoimpulsebuying,andthatmenandwomenhad
thesamelevelofsusceptibilitytoimpulsepurchases.Incontrast,Maietal.(2003)statedthatmen
weremoreimpulsiveinpurchasingascomparedtowomen.Thus,itcanbesafelyhypothesizedthat:

Hypothesis Six:Genderismoderatedsignificantlyrelatedto(a)theurgetobuyimpulsively,and
(b)impulsivebuyingbehavior.
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Interestingly,thefactorsthathavebeenlinkedtoimpulsebuyingarealsolikelytobeinfluenced
byage.Santinietal.,(2017)believedthatyoungconsumerslookforproductsthatsatisfytheirneeds,
increasingtheirdesiretopurchase.Inaddition,youngconsumerscanbeaffectedbytheirpeersmuch
oftime,whichleadsthemtoincreasetheirimpulsebuying.BadgaiyanandVerma(2015)explained
thatyoungconsumershavelesscontrolovertheiremotions;therefore,theyhavehigherimpulsive
buyingtendenciesthanolderconsumers.Itisthus,hypothesizedthat:

Hypothesis Seven:Ageissignificantlyrelatedto(a)theurgetobuyimpulsively,and(b)impulsive
buyingbehavior.

RESEARCH METHOd

data Collection
Thisstudyemployedanonlinesurveyquestionnairefordatacollection.Thetargetsocialnetworking
website was Facebook. Furthermore, the online survey excluded respondents who did not have
previousexperiencewithFacebookcommerce.ThepreviousstudiesidentifiedGenerationsYasthe
targetusersofsocialmedia(Nadeem,Juntunen,&Juntunen,2017).Therefore,theagesofthetarget
respondentswere18to35.ThelinktothequestionnairewaspostedonFacebook.Initially,apretest
wasconducted for thescale.Twoacademicexpertscarefullyexamined the translation,wording,
structure,andcontent.Theirusefulfeedbackwasusedto improvethescale toensure that initial
reliabilityandvaliditywereatacceptablelevels.

Afterthequestionnairewasfinalized,apilottestwasconductedwith80respondents.Thefinal
questionnairewasdistributedin2019overaperiodofonemonth.Atotalof268respondentsanswered
thequestionnaire.Therewere28responsesdiscardedbecausetheyhadnoexperiencepurchasing
onFacebookortheyfailedtoansweraquestion,resultinginafinalsampleconsistingof240valid
responses.Mostrespondentswerefemale(70.4%).Intotal,30.4%oftherespondentswerebetween
18and24yearsold.Asecondgroupincludedrespondentsbetween25and29yearsofage(45%),
followedbyagroupofrespondentsbetween30and35yearsofage(24.6%)(seeTable1).

Measures
Themeasurementfortheconstructwasadaptedfromtheextant literatureandrevisedtosuit the
contextofsocialcommerce.Fourconstructsofsocialcommercecharacteristics(e.g.socialization,
personalization,informationavailability,productselection)wereadaptedfromToetal.(2007)and
Mikalefetal.(2013,2017).Thescalefor“urgetobuyimpulsively”wasadaptedfromVerhagenand
VanDolen(2011).Thelastscale,whichis“impulsivebuyingbehavior,”wasadaptedbyBadgaiyan
andVerma(2015).Allitemsweremeasuredusingaseven-pointLikertscalerangingfrom(1)“strongly
disagree”to(7)“stronglyagree.”

Common Bias Method
Todeterminethepresenceofacommonmethodvariancebiasamongtheproposedvariables,the
authorstestedforcommon-methodvariance,employingHarman’ssinglefactortest.Byloadingall
itemsontoonefactor,theexploratoryfactoranalysisindicatedthatitemsdonotbelongtoonesingle
factor,excludingthepossibilityofcommon-methodbias.

dATA ANALySIS ANd RESULTS

Inordertotestthehypothesis,SmartPLS3.0M3softwarewasused.Thereweretwomainsteps:
theevaluationofmeasurement,andtheevaluationofthestructuralmodel.
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Measurement Model
Totestthereliabilityandvalidityofthelatentvariables,atwo-stepapproachwasemployed.In
the first step, an exploratory factor analysis (EFA)was conducted for initial evaluationof the
followingmeasurementscales:socialization,personalization,productselection,andinformation
availability.AprincipalcomponentanalysisandVARIMMAXrotationwereemployedforfactor
structureidentificationbecausetheauthorsassumedsomecorrelationbetweenthefactorsinthe
model.TheKaiser-Meyer-Olkin(KMO)statisticswere0.881,indicatingthatthedatawassatisfied
forfactoranalysis.AsshowninAppendices1,allindicatorloadedontheintendedfactorsand
werehigherthan0.6.

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

Educationlevel

Highschoolandlower 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

Frequencypurchasingon
Facebook

<=1timeaweek 18 7.5

Severaltimesaweek 22 9.2

<=1timeamonth 87 36.3

Severaltimesamonth 113 47.1

Facebookusagefrequency

<=1timeaday 14 5.8

Manytimesaday 218 90.8

<=1timeaweek 7 2.9

Severaltimesaweek 1 0.4

Whichproductsyouoften
purchaseonFacebook

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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Inthesecondstep,theauthorsexaminedthereliabilityandvalidityoftheinstrument.Table2
liststheCronbach’salphavalues,theaveragevarianceextracted(AVE),compositereliability(CR),
andfactorloading.Asshowninthetable,alltheconstructshavecompositereliabilityandCronbach’s
alphaishigherthan0.7,suggestingtheconstructs’reliability(Hairetal.,2013).Forconstructvalidity,
bothconvergentvalidityanddiscriminantvaliditywereexamined.Convergentvaliditywasevaluated
bytestingboththeaveragevarianceextracted(AVE)andindicatorloadings.AllAVEvalueswere
higherthantherecommendedlevelof0.5.Thestandardloadingsofallitemswereabovethedesired
ofthresholdof0.7(Fornell&Larcker,1981),asseeninTable2.

Discriminantvaliditywasassessedusing(1)Fornell-Larckerand(2)cross-loadingcriteria.Table
3presentsthesquarerootoftheAVEinboldalongthediagonal,verifyingtheconditionofbeing
higherthanthecorrelationbetweenconstructs(Fornell&Larcker,1981).Theheterotrait–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)wasevaluatedtodeterminethediscriminantvalidity.Thecriticalthresholdforthe
HTMTwas0.85.TheHTMTshouldbelessthan0.85inordertoestablishdiscriminantvalidity
(Henseleretal.,2015).

HyPOTHESIS TESTING: STRUCTURAL EQUATION MOdELING

Aftertestingthemeasurementvalidityandreliability,theauthorstestedtheproposedhypotheses
usingabootstrapresamplingmethodwith5000sub-samples(Hairetal.,2014).Thefindingsareshow
inTable4.Themodelexplainsa45.8%ofvariationinthe“urgetobuyimpulsively”and57.3%in
“impulsivebuyingbehavior.”First,“urgetobuyimpulsively”wasfoundtobestatisticallysignificant
inexplainingimpulsivebuyingbehavior,withp>0.001,thussupportinghypothesisH1.

Second,theeffectofsocializationandinformationavailabilityonurgetobuyimpulsivelywere
found to be statistically significant, supporting hypotheses H2a and H5a; however, both effects
of socializationand informationavailabilityon impulsivebuyingbehaviorwere found tobenot
statisticallysignificant,anddidnotsupporthypothesesH2bandH5b.

Table 3. Assessment of discriminant validity

Constructs INF PER PL PS SC UPL

InformationAvailability(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

ImpulsiveBehavior(PL) 0.467 0.539 0.840 0.676 0.621 0.800

ProductSelection(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

Urgetobuyimpulsive(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 Urgetobuyimpulsive→Impulsivebehavior 7.516 0.000*** Supported

H2a Socialization→Urgetobuyimpulsively 2.242 0.025** Supported

H2b Socialization→Impulsivebehavior 1.512 0.131 Notsupported

H3a Personalization→Urgetobuyimpulsively 3.520 0.000*** Supported

H3b Personalization→Impulsivebehavior 2.357 0.018** Supported

H4a ProductSelection→Urgetobuyimpulsively 3.114 0.002** Supported

H4b ProductSelection→Impulsivebehavior 3.237 0.001*** Supported

H5a Informationavailability→Urgetobuyimpulsively 2.516 0.012** Supported

H5b Informationavailability→Impulsivebehavior 0.139 0.889 Notsupported

H6a Gender→Urgetobuyimpulsively 0.680 0.05 Notsupported

H6b Gender→Impulsivebehavior 0.167 0.013 Notsupported

H7a Age→Urgetobuyimpulsively 1.071 0.076 Notsupported

H7b Age→Impulsivebehavior 0.781 0.059 Notsupported
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Thirdly,personalizationandproductselectionwerefoundtoinfluenceboththe“urgetobuy
impulsively” and “impulsivebuyingbehavior,” supportinghypothesesH3a,H3b,H4a andH4b.
(SeeTable4).

Additionally,withregardtothecontrolvariables,theresultsindicatedthattheconstruct“urge
tobuyimpulsively”and“impulsivebuyingbehavior”werefoundinsignificantlyrelatedtobothage
andgender;therefore,hypothesesH6abandH7abwerenotsupported.

discussion of Findings
Thepositiverelationshipbetweentheurgetobuyimpulsivelyandactualimpulsivebuyingbehavior
wasdemonstratedinpriorstudies(Beatty&Ferrell,1998;Badgaiyan&Verma,2015).Thispresent
studyshowsaconsistentresultconfirmingthispositiverelationship.Thatistosay,theformerisa
desireforimpulsebuyingandthelatterfulfillsthisdesire.Moreinterestingly,itmustbenotedthat
evenifthefelturgetobuyimpulsivelyturnsouttobenecessarilyprecedingthestageofimpulsive
buying,theactualimpulsivebuyingbehaviormaynothappen.Theurgetobuyimpulsivelyisan
emotionalstateforhavingimpulsivebuyingbehavior(Verhagen&VanDolen,2011).

Socializationwasfoundtoimpacttheurgetobuyimpulsively.Socializationreflectsinteractions
amongconsumersusingtechnology.Inthesocialcommercesetting,consumersareabletoreplicatethe
experienceofsocializinginasynchronousmanner(Mikalefetal.,2017).Theactivitiesofsocializing
oversocialcommercewebsiteshasbeenmademucheasierandmoreuser-friendlybecauseusers
cancommunicatewithfriends,shareexperiencesrelatingtopagesandproducts,ormessagethreads
inproductsoronbrandcommunities(Hajli,2014).ThisfindingisconsistentwithHuang’s(2016)
study that stated that friends’commentshaveaconsiderable influenceonconsumers’desires to
buysomething.Incontrast,socializationwasfoundtobeaninsignificantinfluenceonconsumers’
impulsivebuyingbehavior.ThisresultisconsistentwiththestudyofWangandXiao(2009,p.4),
whichstatedthatimpulsepurchasingis“animmediateexperience,oftenconcurrentwithafeeling
ofexcitementandurgency.”

Similarly,informationavailabilityhasasignificanteffectontheurgetobuyimpulsively,buthas
aninsignificanteffectonimpulsivebuyingbehavior.Theresultsofthispresentstudyrevealedthat
consumerswhohadmoreproduct-relatedinformationavailabletothemweremorelikelytohave
thedesirepurchase.ThisisconsistentwithChenetal.’s(2016)study,whichindicatedthattextual
informationqualityinfluencesthe“urgetopurchaseimpulsively.”Informationavailabilityreflects
servicequalityandtimesavings,whichhaveapositiveinfluenceontheurgetopurchase(Leonget
al.,2018).However,thischaracteristicofsocialcommerceenvironmentsdoesnotaffectimpulse
purchasing.Thus,overwhelminguserswithunnecessaryinformationwillnotinfluencetheirimpulsive
buyingbehavior.Mikalefetal.(2017)confirmedthattheamountofavailableinformationdidnot
affectconsumerpurchaseintentionsorelectronicwordofmouth(eWOM)intention.

Secondly,personalizationandproductselectionpositivelyandsignificantlyinfluencesboththe
urgetobuyimpulsivelyandimpulsivebuyingbehavior.Theessenceofpersonalizationisconfirmed
insocialcommerceenvironmentsbecause theenvironmentprovidesonlyandexactlywhateach
customerwantsat theright time.Insocialcommerceenvironments, thisfunctionbecomesmore
efficientwhene-retailershavetheverybestunderstandingoftheconsumers’needsbasedonthose
consumers’historicalsearching,ortheinformationconsumershaveprovidedonaspecificplatform.
Consumersnotonlyfeeltheurgetopurchaseimpulsively,butalsotoengageinimpulsivelybehavior.

Meanwhile, product selection would influence consumers’ desires because e-retailers have
enhanced shoppingefficiency,whichhasprovidedchanges andvariety, resultingand in a relief
fromboredom.Offeringavarietyofproductshasadirectandpositiveeffectonimpulsivebuying
behavior.AsimilarideawassuggestedbyParketal.’s(2011)studywhereinresultsrevealedadirect
andnegativeeffectofproductselectiononimpulsivebuyingbehavior.Whileconsumerswereless
likelytopurchaseonimpulsiveaccordingtothestudybyParketal.(2011),thispresentstudysuggests
thatproductselectionencouragesconsumers’impulsepurchases.Also,apreviousstudybyMikalef
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etal.(2017)showedthatproductselectiondidnotimpactbehavioralintention.Thisresultmaybe
duetothedifferencesincontextofthestudywhencomparedtothepresentstudy’scontext,wherein
productselectionhasbeenvalidatedtohaveadirectandpositiveeffectonimpulsivebuyingbehavior.
Itisaninterestingand,perhaps,distinctivefindinginemergingmarkets.

Vietnameseconsumersappearmost interested inagreatervarietyofproducts.They tend to
shoponlinewhentheirproductexpectationsaremetorexceeded.Thisisespeciallytruewhensocial
commerceplatformspromoteawidevarietyofproductsthatalignwiththeconsumers’needsenabling
consumerstomakethebestpossibleselection.

CONCLUSION

Theoretical Implications
Thisstudycontributednewinsightstounderstandingthedeterminantsofonlineimpulsepurchasing
bothInformationSystem(IS)andmarketingperspectives.First,thisstudyappliedtheS-Rmodelto
investigatethecharacteristicsofthesocialcommerceenvironmentsthatinfluenceconsumers’urge
tobuyimpulsivelyandimpulsivebuyingbehavior.TheauthorsexpandedonMikalefetal.’s(2017)
studybyshowingthatsocialcommerceconstructs influencenotonlyplannedbehavior,butalso
unplannedbehavior.Therefore,thefindingsofthisstudycanenrichtheunderstandingofacademics
andresearchersregardingtheimpactofsocialcommerceenvironments.

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
perspectiveforthefacetofonlineconsumerbehavior.Byintroducingsocialcommerceconstructs
asstimulus,thisstudyprovidesadeeperunderstandingofwhattakesplaceinconsumers’minds
unconsciouslybeforeanimpulsepurchaseismade.

Third,severalnewrelationshipshavealsobeenempiricallyvalidatedintheemergencymarket.
Thefindingshavestressedthattheimpactofsocializationandinformationavailabilityonimpulsive
buyingbehavior appeared tobedifferentwhen compared to the impactsof these factorson the
urge tobuy impulsively.While all of the characteristics of social commerce environmentswere
foundtobesupportedfortheurgetobuyimpulsively,onlypersonalizationandproductselection
werefoundtosignificantlyinfluenceactualimpulsivebuyingbehavior.Theresultsshowthatthat
“urgetobuyimpulsively”isapriorstageofimpulsivebuyingbehavior(Beatty&Ferrell,1998;
Badgaiyan&Verma,2015).Socializationandinformationavailabilitywerefoundtobeunrelated
to“actualimpulsivebuyingbehavior”whilestillbeingfoundtosignificantlyaffectthe“urgetobuy
impulsively.”Thisimpliesthattheimpactofsocializationandinformationavailabilityhasnotlead
toactualimpulsivebuyingbehavior,thus,consumersmayfeeltemporarilyoutofcontrol,butthen,
theypaymoreattentiontobehavioralconsequences.

Fourth,themediatingroleofthe“urgetobuyimpulsively”revealsthatconsumershavetoprocess
stimuliandhaveadesirebeforeengaginginimpulsivebuyingbehavior.Additionally,theinternal
processcanleadtoconsumers’impulsivepurchasingbehaviorormayonlystoptheirdesire.Finally,
thetheoreticalmodelwasvalidatedinthenewlyemergedF-commercecontextofdevelopingcountries.

Practical Implications
Besidesthetheoreticalimplications,thisstudyalsocontributedsignificantpracticalimplications.First,
consumerswithhighsocializingarethedesiretobuyaproductatsudden.Facebookretailersmay
createafanclubwhereconsumerscaninteractwithoneanotherandshareinformation.Inaddition,
personalizationiscrucialtotheurgetobuyimpulsivelyandimpulsivebuyingbehavior.So,tostimulate
impulsivebuyingbehavior,onlineretailersshouldcreatepersonalizedcontentthatismeaningfuland
targetedtoaspecifickindofconsumer.Morespecifically,onlineretailerscancommunicatewith
consumersinahumanwayandcreatemeaningfulconversationsthatarebasedonthecoreinterests
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oftheirtargetconsumers.Thisallowsthemtobuildengagementandconsumers’trust.Moreover,
personalrecommendationagentswillincreaseagoodshoppingexperiencebyreducingtheoverlap,
orredundancyofinformation,whichcreatesanencouragingenvironmentforcustomers.

Furthermore, offering a variety of product selections to specific consumers allows them to
easilyfinditemsthatmatchtheirneedsandinterests.Althoughpreviousstudiesfoundthatarange
ofproductsmaydistractconsumersfrommakingthebestselection(Mikalefetal.,2017).However,
thisstudyshowedthatavarietyofproductsstimulateconsumers’desiresaswellastheirdecisions
topurchaseimpulsively.InordertodirectsellproductsviaFacebooktotherightconsumerswith
therightoffer,onlineretailersshouldbuildcarouselsfeaturingarangeofproductsinonepostto
avoidtoomuchinformation.Inaddition,consumersarelikelytovisitastoreiftheretailersprovide
productavailabilityinformationonline.Onlineretailersneedtoprovideaccurateinformationand
showconsumersthebenefitsofproductsandservices,whichwillcreatethefeelingsthatconsumers
willgetwhentheyowntheproducts,whichwillthenincreasetheconsumer’sdesiretobuy.

LIMITATIONS ANd FUTURE RESEARCH

Thepresentstudyexhibitedsomeimportantinsights.Still,itisnotwithoutlimitations,whichneed
tobeconsideredforfutureresearch.First,thedatawerecollectedforthestudyfromvarioustypes
ofproducts(e.g.clothing,cosmetics,food,etc.)andislimitedgeographicallytoVietnamconsumers
whoshoponline.Futurestudiesshouldattempttodefinetheextenttowhichimpulsivebehaviorsare
triggeredbydifferentproductsandservices,whichwillhelpresearchersandmanagerstodevelop
strategyfordifferentproductsandservices.Additionalresearchshouldtestthemoderatingeffecton
therelationshipbetweensocialcommercefeaturesandimpulsebuyingbehavior,suchasdemographic
variablesorsituationalfactors,whichwouldhelpdeepenanunderstandingaboutconsumers’impulsive
buyingbehavior.Inaddition,itwouldbeinterestingtocomparetwomodels,suchasthedifferences
betweendevelopinganddevelopedcountries.
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