
 International Journal of Advanced and Applied Sciences, 6(2) 2019, Pages: 65-74  
 

 
 

 
 

Contents lists available at Science-Gate  

International Journal of Advanced and Applied Sciences 
Journal homepage: http://www.science-gate.com/IJAAS.html 

 

 

65 

 

Factors affecting the impulse shopping intention of Vietnamese people: An 
application case in Ho Chi Minh City  

 
Thanh- Tuyen Tran * 
 
Scientific Research Office, Lac Hong University, No. 10 Huynh Van Nghe, Bien Hoa City, Dong Nai, Vietnam 
 

A R T I C L E  I N F O   A B S T R A C T  

Article history: 
Received 2 September 2018 
Received in revised form 
18 December 2018 
Accepted 20 December 2018 

The main purpose of this study is investigating about Vietnam customer’s 
behavior in term of impulsiveness and all related factors that have influences 
on the main variable by searching and reading the various previous studies 
in the field of Retailing and Consumer Behavior. To be more specific, this 
research employed a quantitative approach to find out the impact of six 
factors Sale Promotion, Presence of Family and Friends, Emotion, Money 
Available, Merchandise Display and Festival Season by using some analysis 
tools including descriptive statistics, reliability, factor analysis, correlations, 
and multiple regressions. Based on the findings of this research, Money 
Available and Emotion are the dimensions that eliminated while Sale 
Promotion is the factor that stands the highest influence on the Impulse 
Buying Behavior of customers. In general, numerous dimensions both 
internal and external have been analyzed with the aim of helping the 
researcher figure out an evaluation and judgments towards Impulse 
Purchasing as well as contributing to the knowledge of the world in term of 
customer behaviors. Finally, yet importantly, some recommendations have 
shown to guide the retailer to enhance their sales and performances. 
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1. Introduction 

*After more than ten years since 2007 joining in 
the World Trade Organization (WTO), the retail 
market in Vietnam becomes one of the most 
dynamic, growing, attractive markets in ASEAN. The 
government has fully opened Vietnam market for 
both domestic and international cooperation 
especially in the retail industry. There are many 
different international retail groups have entered in 
Vietnam market and the number of domestic as well 
as foreign supermarket incline in many large cities in 
Vietnam such as Ho Chi Minh city, Hanoi city, Da 
Nang city and so on.  

In the last five year, this figure in Vietnam had a 
tendency to decline but it predicted to increase to 
6.5% in 2018, which is higher than the previous year 
2017 with just 6%. To be more specific, the reason 
for this growth is the incline demand of customers 
who always want product with high quality and 
reasonable price. 
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To be more precise, nowadays, people usually go 
to supermarket rather than the traditional market 
due to the requirement of hygiene, good quality and 
trusted source products.  

Furthermore, increase in income per month of 
citizens definitely lead to a growth in spending of 
them. The customer expenditure in Vietnam rose to 
157.2 US$ billion in 2017 and is predicted to grow to 
more than 180 US$ billion in 2020. Alternatively, an 
increase in consumer spending means that the 
customers nowadays are willing to buy more, 
leading to a change in purchasing behaviors. In order 
to get more attentions from the clients, most of key 
retailers in Vietnam especially in Ho Chi Minh City 
such as Co.opMart, Aeon Mall, E-mart, and so on; not 
only perform the best marketing strategies, but also 
need to find out more information and have a deep 
knowledge about the psychological issues including 
the impulsive behavior. If any retailer does not have 
understanding about the customer behavior and 
cannot follow the demand of customers, they can be 
eliminated in the industry. 

Spontaneous purchasing has been became one of 
the most vital problems that need to investigate and 
analysis more for all of researcher in the world. It is 
no doubt that each customer has suffered this type of 
buying at least one time in his or her lives. To be 
more specific, it is about nine out of ten purchasers 
make an unplanned buying at infrequent. 
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Moreover, Wang et al. (2014) mentioned the 
negative results relevant with impulse buying 
behavior in a study investigating about Vietnamese 
inhabitant disappointment with this type of buying 
even though they have not experienced it before. 

Furthermore, most of the investigation about 
impulse buying behavior is for the western culture. 
There is a lack of investigation regarding impulse 
purchasing behavior of consumers in the Asian 
countries/cultures especially in Vietnam such as 
“Impulse buying behavior of Vietnamese consumers 
in supermarket setting” by James Cho and partners 
or “An Exploratory Investigation into Impulse 
Buying Behavior in a Transitional Economy: A Study 
of Urban Consumers in Vietnam” of Mai et al. (2003). 

Moreover, there are many researchers 
demonstrated the importance of understanding 
unplanned purchasing behaviors. For example, 
Hausman (2000) said that this type of buying is 
extremely difficult to understand which will create a 
huge amount of good sold annually. Another study 
illustrated that there is a need to pay more attention 
on the spontaneous buying in developing countries 
rather than developed nations (Kacen and Lee, 
2002). 

Additionally, due to the development in 
marketing and PR aspects leading to the 
modification in the marketing environment, it is 
unavoidable that the impulse buying will occur, 
especially in most of Vietnam cities. 

To sum up, impulse buying behaviors is one of the 
most difficult and essential psychological issues to 
understand. So that why the conduction about 
consumer behavior in Vietnam market is necessary, 
which not only help the retailers, can gain more 
profit, but also the consumers are more conscious 
with their behaviors. 

2. Literature review 

To begin with, it was consider as interruption of 
normal purchasing process (Stern, 1962) while in 
the research of D’Antoni and Shenson (1973) 
illustrating that depended on the speed of buying 
goods of customer, retailer can definitely define 
what types of consumer behavior including 
spontaneous purchasing. 

In addition, the root of impulse purchasing is 
from a decision to purchase of customer when 
entering into the supermarkets or the stores 
(Bellenger et al, 1978). Another finding about this 
topic is that the intensive time such as high 
emotional encouragement or low cognitive control, 
the clients influenced by the surrounding 
environment and would buy more products than 
daily routine (Weinberg and Gottwald, 1982). 
Moreover, Rook said that it was one type of 
psychologist conflict in his research 33 years ago. 

Considering everything, numerous researchers 
typically essentially characterized motivation-
purchasing conduct as unplanned buying behavior. 
(Rook, 1987) has left a historic point in the field of 

research on it by outlining the past ideas and giving 
it a shiny new portrayal. 

2.1. Factors affect impulse buying behavior of 
customers 

First, according to Zhou and Wong (2004), some 
factors including discounted in price definitely affect 
the amount purchasing of customers. To be more 
specific, there are two main kinds of sale promotion, 
price discount and price reduction which mentioned 
in the research of Dholakia (2000) with their co-
workers in 1998 and 2006. There are numerous 
evidences showing that the purchasing amount of 
customer boosted significantly when experiencing 
product special discounts or promotional activities 
(Dholakia, 2000). 

 
H1: Sale promotion affects the impulse buying 
behavior of customers. 

 
The second factor that will have an impact on 

impulse buying behavior is the appearance of 
companions when going shopping. Aninvestigation 
of Zajonc (1965) mentioned that the presence of 
other people was considerably changing the normal 
buying behavior of customer in the positive way 
especially when partners have close-knit 
relationship with them such as family, friends or co-
workers. Moreover, another conclusion of the 
previous researcher was that the desire of shopping 
partners as well as the supported or rejected point of 
views of them could affect the amount purchasing of 
customers significantly. 

 
H2: Presence of family and friends affects the 
impulse buying behavior of customers. 

 
Thirdly, the factor that mentioned most of time in 

the previous study of many investigators is the mood 
that customers feel when they were in shopping trip. 
Park et al. (2006) mentioned it exists a positive 
relationship between emotions of customers with 
their buying behaviors especially impulse buying 
intention. Furthermore, Beatty and Ferrell (1998) 
and Roger and Paul (2000) as well as Youn and 
Faber (2000) also had the same conclusions about 
the positive relationship between the feeling of 
customers and their purchasing behavior in their 
researches. Moreover, another similar conclusion 
showed that person who wants to boost their feeling 
would definitely buy product more impulse. 

On the other hand, there was also some argument 
about the connections between the feelings of 
customer and their purchasing behaviors. To be 
more precise, Sneath et al. (2009) demonstrated that 
the buying amount would be decline if customer 
witnessed depression in their mood. 

 
H3: Emotion affects the impulse buying behavior of 
customers. 
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The display of products is one of the best ways for 
supermarkets or grocery store to attract the 
attention of customers. According to Grewal et al. 
(1998), the main purposes of attractive merchandise 
display are not only bringing the good image and 
reputation of supermarkets to the customers but 
also boost the purchasing amount of customers. 

Furthermore, according to Ghag (2013), it 
illustrated that the amount buying of customers 
relied on the way that retailers use to show products 
in stores. 

 
H4: Merchandise display affects the impulse buying 
behavior of customers.  

 
Incomes of customer also play an important role 

in customer behaviors (Abratt and Goodey, 1990). 
To be more specific, some factors such as money 
available also be was showed in the research of 
Dittmar and Drury (2000) which researched about 
the impulse buying tendency of customers. 
Furthermore, it is undeniable that only clients who 

have high income than the others can afford the 
spontaneous buying because they always have large 
amount of budgets. 

 
H5: Money available affects the impulse buying 
behavior of customers 

 
Vietnamese citizen have experienced many 

festival season annually. Particularly, in these 
periods, people usually gather in order to hold a 
party and enjoy the relaxing time. Hence, this is a 
great opportunity for supermarkets and grocery 
stores to boost their sale by decorating their store 
relevant with the holidays as well as import much 
stuff that have and seasonal context in their displays.  

 
H6: Festival season affects the impulse buying 
behavior of customers. 

 
Below is the model framework (Fig. 1), which the 

researcher will use to check the validity and 
reliability of six hypotheses: 

 

 
Fig. 1: Research model 

 

3. Data collection 

3.1. Primary data 

Primary data collected by survey in the form of 
questionnaire. Not only had the paper questionnaire 
used to get the answer of respondents but also the 
online form. To be more specific, the online survey 
was more preferred because of its advantage that 
reached the large number of survey takers in short 
amount of time. To be particular, the online survey 
made through the link of Google Form and spread 
out in the social media channel of the researcher in 
order to increase the number of respondents as 

many as possible. Besides that, the paper 
questionnaire were also distributed in International 
University to reach the buyers who are students as 
well as in supermarkets such as Co.opmart, Big C and 
so on so that the types of survey takers can extend 
more housewife. 

3.2. Secondary data 

In order to find out the research gap and research 
issues of the questionnaire, before spreading it to 
large amount of people, the pilot test used when 
receiving about 50 respondents. The respondents 
who have experienced shopping in supermarket 
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were chosen to raise the reliability and validity of the 
questionnaire. By using the SPSS software, the 
researcher has found some problems and irrelevant 
items in each factors resulting to reconstruct the 
questionnaire in order to get better result. 

3.3. Sampling 

People who have the following characteristics: 
living in Ho Chi Minh and especially have 
experiences of going shopping at least once time in 
their life chosen to conduct this thesis paper. 

To be more specific, there are several methods 
that can be used to collected data but offline and 
online survey was used in this investigation to reach 
total 271 respondents. 

First, for the online channel, an online survey, 
which was created through Google Form, was 
distributed through social network channel of 
researcher like Facebook. Moreover, after more than 
1 week of spreading, there were about 170 answers 
from online channel. Besides that, the remaining 
conducted in International University as well as 
some popular supermarkets in Ho Chi Minh City. 
Particular, while joining into 2 classes of Dr. Nguyen 
Nhu Ty at International University, the total number 
of responses increased to around 250 immediately 
while just only 20 answer from were collected from 
people who were at supermarkets such as 
Co.opmart, Big C due to the difficult situation to 
interrupt them for completing the questionnaire 
when still at shopping. 

In general, it took about more than 2 weeks for 
the investigator to reach 271 respondents and move 
to next step. 

3.4. Pilot study 

Pilot was conducted in order to testing the 
reliability and consistent of the questionnaire. To be 
more specific, 40 sample answers collected through 
approaching students from Business Ethics class of 
Dr. Nguyen Nhu Ty at International University as 
well as a part of total respondents is from classmates 
of researchers. In other words, pilot study was 
process after having more than 50 respondents.  

Thanks to this, this test, help the investigator to 
have an overview about the questionnaire as well as 
recognize some items that are not relevant with the 
factor and can affect the result in negative ways. The 
survey redesigned with some modification in term of 
items in order to gain the better result. 

4. Data analysis 

4.1. Sample demographic 

4.1.1. Age 

The pie chart (Fig. 2) witnessed that most of 
participants of this research taken in the range of 18 
and 35 years old, at 84%. As can be explained, people 

from 18 and 35 years old usually pay more attention 
on trending and promotion events organizing in 
supermarkets. In addition, the 18-35 aged groups 
also spontaneously buy products more than other 
groups due to the financial budgets. 

 

 
Fig. 2: Proportion of age 

4.1.2. Income 

The data demonstrated four levels of income 
having closely percentage of the target respondents. 
In term of people having income from 2 to 5 million 
VND per month, there was the largest segment at 
32%. The next following positions were the group of 
income less than 2 million VND and from 5.1 to 10 
million VND, at 28% and 23% of total survey-takers 
respectively. Finally yet importantly, the highest 
income per month was the smallest proportion, at 
only 17% (Fig. 3). 

 

 
Fig. 3: Proportion of income per month 

4.1.3. Gender 

The pie chart (Fig. 4) showed the percentage of 
the respondents of both genders in the investigation. 
As can be seen from the graph, the rate of female is 
higher than male by 34%. It concluded that women 
were the main target respondents of this research 
due to the fact female often went shopping more 
than male. 
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Fig. 4: Proportion of gender 

4.1.4. Occupation 

Because of the limitation of time and people 
participating in the investigation, the proportion of 
students stood in the first position of the whole 
respondents, at over 70%. The next position 
belonged to officers, at 19%. Additionally, business 
owners and homemaker shared the same position in 
the chart, both at 4%. Finally yet importantly, the 
percentage of other jobs was not significant at only 
1% (Fig. 5). 

 

 
Fig. 5: Proportion of occupation 

4.2. Reliability test 

4.2.1. Dependent variable 

It can be easily seen in the Table 1 of Cronbach’s 
Alpha above, this figure of dependent variable – 
Impulse Buying Behavior is 0.733 which is definitely 
greater than 0.6 – the standard value. Hence, it 

concluded that the scale had high internal 
consistency reliability. Furthermore, there was no 
sub-factor that need to delete in the research regard 
to all of Corrected Item-Total Correlation of 5 items 
were greater than 0.3 (Table 1). 

4.2.2. Independent variables 

As shown in the Table 2, the Cronbach’s Alpha of 
all six variables is higher than 0.7 and the corrected 
items total correlation have the lowest value at 0.28. 
To be more specific, the Crobach’s Alphas of (Sale 
Promotion, Presence of Family and Friends, Emotion, 
Merchandise Display, Money Available and Festival 
Season) are 0.769, 0.75, 0.802, 0.863, 0.797 and 0.85 
respectively. The result illustrates that none of the 
independent factors has poor internal consistent 
reliability as well as all of six dimensions can be keep 
to make further analysis for the research to 
investigate about the relationship between 
independent variables and dependent variables. 
Moreover, the significant relationships between 
items also mentioned through the high Cronbach’s 
Alpha. 

4.3. Exploratory factor analysis 

To be more specific, SPSS software within 
Varimax rotation in the sample of observations used 
in this study with the purpose of demonstrating the 
results of Barlett’s test of sphercity and Kaiser-
Meyer-Olkin (KMO) test in particular. Considering 
into the standard value of both testes, sig. value of 
first test should be lower than 0.05 while the KMO 
value should be greater than 0.6 to be consider as 
acceptable (Nguyen and Tran, 2017). Besides that, 
the factors cannot be disregard when they have the 
Initial Eigenvalues are higher than 1. 

4.3.1. EFA for dependent variable 

As shown in the Table 3, all of five items of 
Impulse Buying Behavior are located tin only one 
component. 

 
Two important numbers that we need to pay 

attention in Table 4 and Table 5 were KMO value and 
loading cumulative percentage. To be more specific, 
the first figure is 0.751 which is higher than 0.5 – the 
standard level while the cumulative loading showed 
that the five items loaded for 48.648% in total. 

 
Table 1: Cronbach's alpha of impulse buying behavior 

Impulse Buying Behavior (IB): Cronbach's Alpha: 0.733 

 
Scale Mean if Item Deleted Scale Variance if Item Deleted Corrected Item-Total Correlation Cronbach's Alpha if Item Deleted 

IB1 14.54 8.968 0.557 0.662 
IB2 15.16 8.907 0.539 0.67 
IB3 14.67 9.384 0.436 0.712 
IB4 14.22 10.171 0.433 0.709 
IB5 14.59 9.502 0.514 0.681 
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Table 2: Cronbach's alpha of independent variables 

 
Scale Mean if Item Deleted Scale Variance if Item Deleted Corrected Item-Total Correlation Cronbach's Alpha if Item Deleted 

Sale Promotion (SP): Cronbach's Alpha: 0.769 
SP1 18.23 11.37 0.536 0.728 
SP2 17.7 11.09 0.637 0.702 
SP3 17.78 10.647 0.671 0.691 
SP4 17.95 11.708 0.511 0.735 
SP5 17.53 12.45 0.493 0.741 
SP6 17.76 12.626 0.28 0.799 

Presence of Family and Friends: Cronbach's Alpha: 0.75 
PP1 10.84 5.188 0.636 0.64 
PP2 11.16 5.393 0.514 0.712 
PP3 11.24 6.126 0.483 0.725 
PP4 11.26 5.461 0.556 0.686 

Emotion: Cronbach's Alpha: 0.802 
EE1 10.54 6.82 0.652 0.737 
EE2 10.96 6.457 0.61 0.755 
EE3 10.75 6.226 0.683 0.718 
EE4 11.27 6.951 0.526 0.795 

Merchandise Display: Crobach's Alpha: 0.863 
MD1 18.32 12.974 0.666 0.838 
MD2 18.33 13.51 0.646 0.842 
MD3 18.3 12.871 0.655 0.84 
MD4 18.21 12.287 0.693 0.833 
MD5 18.22 12.714 0.659 0.839 
MD6 18.30 13.336 0.621 0.846 

Money Available: Cronbach's Alpha: 0.797 
MA1 12.3 4.238 0.611 0.745 
MA2 12.3 4.033 0.651 0.725 
MA3 12.34 4.508 0.533 0.782 
MA4 12.3 4.123 0.641 0.73 

Festival Season: Cronbach's Alpha: 0.85 
FS1 11.42 4.881 0.72 0.796 
FS2 11.44 5.136 0.71 0.8 
FS3 11.49 5.177 0.692 0.808 
FS4 11.48 5.176 0.636 0.832 

 

Table 3: Component matrix of dependent variable 

 
Component 1 

IB1 0.758 
IB2 0.742 
IB5 0.72 
IB3 0.632 
IB4 0.625 

4.3.2. EFA for independent variables 

After conducting 4 rounds with deleting PP2, SP4, 
SP5, SP6, we get the final result as below (Table 6). 

In conclusion, after running the final round of 
EFA, KMO value witnessed a slightly decrease from 
0.843 in the second round to 0.825 but this result is 
still valid by comparing with the standard value 
which is 0.5. Additionally, in the Table 8, the 
cumulative percentage of six components was shown 
at 65.162 which meant that total 6 components 
containing 24 items accounted for 65.162% of 
Impulse Buying Behavior which was higher than 
4.632% in comparison with this value of the first 
round (Table 7 and Table 8). 

 

Table 4: KMO and Barlett's test of dependent variable 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .751 

Bartlett's Test of Sphericity 
Approx. Chi-Square 269.911 

df 10 
Sig. .000 

 
Table 5: Total variance explained of dependent variable 

Component 
Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 
1 2.432 48.648 48.648 2.432 48.648 48.648 
2 .895 17.908 66.556    
3 .652 13.042 79.598    
4 .569 11.378 90.975    
5 .451 9.025 100.000    

Extraction Method: Principal Component Analysis. 
 

 
Table 6: KMO and Bartlett's test of independent variables (Final Round) 

KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .825 

Bartlett's Test of Sphericity 
Approx. Chi-Square 2590.053 

df 276 
Sig. .000 
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Table 7: Total variance explained of independent variables (Final Round) 

Total Variance Explained 

Component 
Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative % 
1 5.617 23.405 23.405 5.617 23.405 23.405 3.648 15.201 15.201 
2 2.961 12.338 35.743 2.961 12.338 35.743 2.845 11.855 27.056 
3 2.291 9.545 45.288 2.291 9.545 45.288 2.575 10.728 37.783 
4 2.116 8.816 54.104 2.116 8.816 54.104 2.513 10.471 48.254 
5 1.554 6.475 60.579 1.554 6.475 60.579 2.115 8.811 57.065 
6 1.100 4.582 65.162 1.100 4.582 65.162 1.943 8.097 65.162 
7 .763 3.178 68.340       
8 .717 2.988 71.327       
9 .640 2.668 73.996       

10 .592 2.467 76.462       
11 .568 2.368 78.830       
12 .540 2.251 81.081       
13 .530 2.209 83.291       
14 .505 2.103 85.394       
15 .467 1.945 87.338       
16 .439 1.830 89.168       
17 .421 1.754 90.923       
18 .395 1.646 92.569       
19 .358 1.491 94.060       
20 .337 1.406 95.465       
21 .330 1.376 96.841       
22 .305 1.271 98.112       
23 .252 1.050 99.162       
24 .201 .838 100.000       

Extraction Method: Principal Component Analysis 

 
Table 8: Total variance explained of independent variables (Final Round) 

Rotated Component Matrixa 

 
Component 

1 2 3 4 5 6 
MD4 .792      
MD5 .762      
MD1 .762      
MD3 .748      
MD2 .738      
MD6 .723      
FS2  .834     
FS1  .831     
FS3  .814     
FS4  .770     
EE3   .838    
EE1   .792    
EE2   .779    
EE4   .666    
MA2    .816   
MA4    .808   
MA1    .799   
MA3    .709   
SP2     .855  
SP3     .816  
SP1     .697 .307 
PP1      .766 
PP4      .766 
PP3      .669 

a. Rotation converged in 6 iterations; Extraction Method: Principal Component Analysis; Rotation Method: Varimax with Kaiser Normalization 

 
4.4. Correlation testing 

The purpose of Correlation Analysis is to 
investigate the closeness of the relationship between 
two variables and more. As shown in the Table 9, SP 
and IB have the strongest positive relationship with 
each other (r = 0.697). Nevertheless, the Pearson 
correlation value between MA and IB is -0.064 which 
results that there is no linear connection between 
these dimensions. As consequences, Money Available 
factor eliminated out of the scale before conducting 
further analysis. 
 

4.5. Regression analysis 

For regression analysis, R Square value shows the 
percentage of influence that independent variables 
can affect the dependent variables. To be more 
specific, in this investigation, after running 
regression analysis, R Square was 0.726, which 
means five independent dimensions that are Sale 
Promotion, Presence of Family and Friends, Emotion, 
Merchandise Display, and Festival can interpret 
72.6% of the variance within the Impulse Buying 
Behavior. Besides that, the ANOVA table displayed 
the Sig. equal to .000 which is less than 0.05, the 
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standard level, implied that the research model was statistically substantial.  
 

Table 9: Correlation 

 
F_IB 1 2 3 4 5 6 

F_IB 1 
      

F_MD .462** 1 
     

F_FS .477** .217** 1 
    

F_EE .407** .223** .177** 1 
   

F_MA -0.064 .154* -0.037 0.006 1 
  

F_SP .697** .284** .292** .324** -0.063 1 
 

F_PP .678** .317** .262** .380** -0.01 .478** 1 
** Correlation is significant at the 0.01 level (2-tailed); * Correlation is significant at the 0.05 level (2-tailed) 

 

The main connection between Impulse Buying 
Behavior and five main factors is illustrating in this 
study. From the Table 10, it informs that sig. value of 
four of five factors are less than 0.005 while only sig. 

value of Emotion (EE) is 0.056 greater than 0.005 
which can be considered as unacceptable and exist 
no relationship with the dependent variables (Table 
10).  

 
Table 10: Coefficients 

Model 
Unstandardized Coefficients Standardized Coefficients 

t Sig. 
Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) -.548 .179  -3.068 .002   
F_MD .184 .036 .177 5.086 .000 .858 1.165 
F_FS .222 .035 .220 6.417 .000 .881 1.136 
F_EE .061 .032 .068 1.917 .056 .821 1.218 
F_SP .348 .034 .393 10.298 .000 .712 1.404 
F_PP .336 .037 .351 9.014 .000 .683 1.464 

 

Pay more attention on the factors that have 
influences on the Impulse Buying Behavior of 
customer. First, Sale Promotion factor stand the top-
most position in comparison with other with 0.348 
in unstandardized coefficients column. In other 
words, this factor is responsible for 34.8% of 
spontaneous purchasing tendency of customer. 
Besides that, following are the existence of family 
and friends as well as festival season factor; they are 
responsible for 33.6% and 22.2% respectively in 
modifying the buying behavior in term of 
spontaneous. Finally yet importantly, Merchandise 
Display is the variable that have least influence on 
increasing the amount unplanned purchasing of 
clients with just 18.4% in total. 

All of values in VIF and tolerance in this 
investigation does not over the standard rules (<10) 
which mean it does not contain any connection as 
well as influences between any independent 
variables with the others.  

After all consideration, the below regression 
model was created based on the unstandardized 
coefficient beta which show all of percentage that 
independent variables effect on the main subject of 
this investigation which is Impulse Buying 
Behaviors: 

 
IB = 0.184*MD + 0.222*FS + 0.348*SP + 0.336*PP 
 

In conclusion, the research model in Fig. 6; shows 
four dependent components that kept for the study. 

4.6. Discussion 

To sum up, the result is partly similar comparing 
with the first the hypotheses and the proposal 
framework. To be more detailed, the finding 
demonstrated the positive influences of 4 factors: 

Sale Promotion, Presence of Family and Friends, 
Merchandise Display and Festival Season on the 
spontaneous purchasing intention of customer. On 
the other side, two remaining variables from the 
proposal framework which are Emotion and Money 
Available are concluded that it do not exist any 
relationship with or create any impact on the 
dependent variable- Impulse Buying Behavior. 

Taking the deep into the finding of this 
investigation, first, Hypothesis 1-Sale Promotion is 
the strongest impacted variable. The reason why this 
factor stood in the first position is that based on the 
psychological aspect, people always are attracted 
when they see any products that have cheaper price 
when comparing with the normal price. Besides that, 
the main occupation of respondents in this research 
are students who come from many university in Ho 
Chi Minh, it is undeniable that students always want 
to purchase products with cheaper price because 
they have desires to save their budgets as much as 
they can. As a result, if the retailer wants to boost 
their sales, they should not only focus on numerous 
types of products but also need to run many 
promotion programs with special discount on their 
products to gain the attention of customers. 

Moreover, second position is belonged to the 
Presence of Family and Friends factor with 33.6% 
affected on the impulse buying behavior. It can be 
said that most of customer agrees that if they have a 
friends or a relative to go shopping with them, they 
will have a tendency to purchase goods and products 
more than expectation. To be more specific, the 
existence of peers will help them enjoy the 
surrounding environment in the supermarket and 
grocery, which definitely leads to increase for time 
that they use to walk around the supermarket.  
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Fig. 6: Revised research model 

 

Finally, the last two factors, Merchandise Display 
and Festival Season, are responsible for about nearly 
half of percentage influenced on the unplanned 
buying behavior of shoppers. It means the buyers 
should build the strategy based on development of 
attractive and eyes-catching products in order to 
gain more customers purchasing shortly. While for 
the festival season factor, it can easily understand 
that in some special holidays such as Tet holiday, 
New Year Eve, Christmas and so on, the emotion of 
people boosted a lot because of the happy and 
clamorous surrounding environment. Hence, 
customer will be significantly pleased to spend more 
amount of money on buying products as well as stuff 
for not only themselves but also their family. In 
conclusion, with the aim of inclining the impulse 
purchasing of customer, retailers also need to import 
many products and goods that are useful for the 
specific holiday or contain the meaningful decoration 
related to special season or events.  

5. Benchmarking 

The main objective of this study is to find out 
some factors, which may have relationships with 
some factors to the impulse buying behavior. 
Compared to other previous research studies, this 
may give out more precise evaluation in the context 
of developing countries and emerging market like 
Vietnam, which then affect to the decision to invest 
in Vietnam of larger and international retailing 
corporations. The consequences of this research may 
give more in-deep and valuable insights of 
researching customers’ behaviors, especially impulse 
buying intentions of customer when going to 
supermarkets and grocery.  

More precisely, an important finding of this 
research is that it still exists the relationships 
between six factors such as sale promotion, presence 
of family and friends, merchandise display as well as 

festival season and the dependent variable. Regard 
to result of this research with most of participants 
are students, sale promotion stands the first place in 
term of changing their buying behavior to purchase 
more products, which are not exist in their plans. On 
the other hand, the result of factor Emotion and 
Money Available was not good as others as 
consequence of dissatisfied Sig value. Therefore, it 
does not play a significant role in the research, which 
means that there are no relationship between them 
and Impulse Buying Behavior. 

Although there are many issues as well as 
problems that need to be consider in the whole 
world in the present day, spontaneous purchasing 
behavior has been become one of the most concerns 
for market researchers. According to Hausman 
(2000), he said that spontaneous purchase is an 
extremely complicated and convoluted phenomenon, 
which contributes a large number of goods that sold 
annually in every supermarkets as well as grocery 
stores in the world. Moreover, there are many 
investigators about clients pay more attention on 
understanding the various variables that can make 
an impact on some special behavior of customer 
such as impulse buying behavior (Bayley and 
Nancarrow, 1998). 
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