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Abstract

The retail shopping experience comprises a variety of environmental factors, such as the 
ambience of the shopping location, its design, and a number of social factors (Baker, 1986). 
The social element, in the form of social interactions during visits to bricks-and-mortar 
retail stores of one kind or another, represents a particularly important part of any retail 
environment (Chen, Kassas, & Gao, 2021; Rosenbaum, Kelleher, Friman, Kristensson, & 
Scherer, 2017; Tauber, 1972). Apart from those with retail salespeople, such interactions are 
mainly with people a shopper is familiar with and who are, most of the time, being taken along 
on a shopping trip for a specific purpose: these are ‘shopping companions’. To date, research 
on accompanied ‘co-shopping’ has been mainly concerned with describing the simple fact of 
their presence, their gender, or their relationship with the shopper. The usual examples are 
family members, friends, or children. Companions affect shopper behavior in many ways, for 
example with respect to how much money they spend (Grewal, Ahlbom, Beitelspacher, Noble, 
& Nordfält, 2018; Gui et al., 2021; Kurt, Inman, & Argo, 2011; Mangleburg, Doney, & Bristol, 
2004; Nicholls, 1997) or how much time they invest in the process (Grewal et al., 2018; Gui et 
al., 2021; Hart & Dale, 2014; Sommer, Wynes, & Brinkley, 1992), or the likelihood of impulse 
buying (Chen et al., 2021; Cheng, Chuang, Wang, & Kuo, 2013; De Vries, Fennis, Bijmolt, Ter 
Horst, & Marsman, 2018; Luo, 2005; Yim, Yoo, Sauer, & Seo, 2013). There is remarkably little 
research-based knowledge of how the companions’ influence on shoppers comes about 
and how it is exercised. It is questionable whether the widely adopted practice of describing 
shopping companions solely on the basis of demographic segmentation criteria is sufficient 
for a full understanding of how companions exert their influence and how shoppers perceive 
and process it.

Since the effects that companions can have on shoppers also affect retailers and their 
businesses, it is equally noteworthy that the phenomenon of co-shopping has not yet been 
researched from the standpoint of how salespeople are involved in the process and how they 
deploy selling skills and techniques, particularly ‘adaptive selling’. At present, it is not known 
if salespeople are aware of the potential impact of companions on sales conversations and 
whether or not they possess adequate knowledge and appropriate techniques to detect and 
respond appropriately to their diverse influences. It is also questionable whether they can 
draw on the same influencing tactics in situations where a shopping companion is involved 
as they do when communicating with an unaccompanied shopper and, if so, how effective 
those tactics are.

To gain a better understanding of the influence of companions on shoppers and the 
opportunities available for retailers’ frontline sales staff to detect and handle that influence 
appropriately, the central purpose of this dissertation is to answer two research questions:
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RQ1:	How	do	shopping	companions	influence	retail	shoppers	and	sales	conversations?
And:
RQ2:	How	can	salespeople	detect	and	deal	appropriately	with	companions’	influences?

To provide holistic answers to these questions, this dissertation takes an innovative approach. 
This is characterized by the adoption of three different perspectives on the phenomenon of 
accompanied shopping, which have not yet been jointly assumed. It considers co-shopping 
from an academic perspective by conducting a systematic review of relevant existing research, 
from a practitioner perspective by gathering first-hand insights from retail salespeople 
themselves, and from the consumer perspective by collecting data from the shoppers who 
process the influences of shopping companions.

The first research question is answered in three consecutive steps. To obtain a complete 
overview on the phenomenon, the first is to establish a systematic overview of the current 
state of research on co-shopping. The result shows that companions can cause a variety of 
changes in shoppers’ behavior and emotions, and with respect to their purchasing intentions. 
However, it transpires that very little is known about which underlying characteristics and 
behaviors of companions precede their influence. Therefore, in the second step, a design 
science perspective is adopted, capable of improving training methods for retail salespeople 
with particular reference to strategies for dealing with shoppers and their companions. 
Through the expert knowledge of actual retail salespeople, segmentation criteria relating 
to the personality and behaviors of shopping companions are developed and applied. The 
outcome is the definition of five distinct types of shopping companion, each characterized 
by a unique set of personality traits and behaviors that influence shoppers’ retail experiences 
differently. These influences can have a facilitative or obstructive effect on that experience 
and the shopper’s decision-making processes. That is, while several companion types display 
positive behaviors at the point of sale, for instance by being active and enthusiastic or by 
providing product advice, others may behave in an apathetic or even disruptive manner and 
thus disturb shoppers’ experience. Perhaps even to the extent that the shopper abandons 
their purchase entirely and leaves the store. In addition, the interaction between certain types 
of companion and salespeople can also become problematic. In particular, disagreement 
between the two can increase a shopper’s uncertainty, which in turn can cause them to 
abort the decision-making process. In order to better understand how companions’ various 
influences affect shoppers and how they are processed by them, the shopper’s ‘black box’ 
is examined more closely in the third step. In that regard, this dissertation goes beyond 
the classic approach of stimulus-response models, which have been widely adopted in co-
shopping research, to a more stimulus-organism-response-oriented perspective in examining 
the role of shoppers’ emotions as a mediator between the influence of a companion 
and changes in shopper behavior by means of an experimental survey, different types of 
companion, distinguished by different personalities and behaviors, are investigated in terms 
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of their influence on shoppers. It is found that emotions are not only a powerful explanatory 
agent for the extent to which shoppers change their behavior under the influence of a 
companion, but also for the ways in which they do so. In particular, it is shown that it is not 
only the increasing perception of negative emotions that causes shoppers to hurry more or 
even abandon their purchase; the simple absence or reduction of positive emotions can also 
produce that effect. Especially from retailers’ point of view, this demonstrates the importance 
of shoppers’ wellbeing in the retail environment and the decision-making process. Thus, 
with regard to the first research question, it can be summarized that companions influence 
shoppers via specific behavioral and psychographic traits. In particular, shoppers’ emotions, 
both positive and negative, are influenced and changes in behavior induced. These behavioral 
changes can also be positive or negative for retailers. Therefore, it is to be emphasized that 
salespeople are able to detect the influences of shopping companions at an early stage and 
to react accordingly.

With regard to the second research question, this dissertation provides retail salespeople 
with specific cues to look out for when dealing with accompanied shoppers. In the presence 
of shopping companions, various additional challenges arise for salespeople. Failing to 
meet those can lead to adverse effects for retailers, for example if shoppers abandon the 
purchase due to the influence of a troublesome companion. Therefore, close observation 
of the interaction between shoppers and their companions and correct assessment of the 
companion’s influence assumes great importance. Whether companion influences help or 
disrupt shoppers’ experience and their decision-making, retailers and their frontline staff have 
a vested interest in taking appropriate action. Either they can aim to maintain or enhance 
positive companion effects, or they can aim to mitigate negative effects. With regard to the 
latter in particular, it is however found that salespeople often rely on their intuition and do not 
always have a specific plan for how best to proceed. For both sorts of influence, it is found that 
in order to handle companions and their influences on shoppers appropriately, salespeople 
have to resort to extended or changed selling techniques compare with classical interactions 
with a single shopper. To facilitate their frontline sales staff in dealing with companions and 
their influence on shoppers, retailers must take appropriate measures in the design of their 
store that can improve the customer experience. In particular, it could be effective to provide 
measures that could appease disruptive companions, such as in-store entertainment options 
or special facilities. In addition, appropriate training is crucial, so that they are able to correctly 
identify companions’ personalities and behaviors, the only way in which to determine the 
most appropriate influencing strategy.

In conclusion, this dissertation takes a first step toward linking two important research 
streams concerning the topic of co-shopping: that is, research on consumer behavior and 
on adaptive selling. By answering the two main research questions stated above, it allows 
for a more focused look at how companions influence shoppers in retail environments and 
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at how they affect conversations with retail salespeople. Before shopping companions can 
be appropriately handled, awareness on the part of frontline sales staff must be achieved 
with respect to companions’ potential influences, not only on the well-being and behavior 
of shoppers but also in terms of their impact on the retail establishment itself. In highlighting 
these potential consequences, it becomes clear that appropriate training and development 
opportunities for service and sales personnel are especially important. In the case of shoppers 
themselves, a closer look at the ‘black box’, i.e. how they process companions’ influences, 
reveals that traditional stimulus-response models are not sufficient to unambiguously explain 
behavioral changes resulting from companions’ influences. Rather, it becomes clear that 
shoppers’ behavior is influenced to a large extent by their emotions. This identifies some 
interesting avenues for future research, which will have to take into account to a greater extent 
not only the personality and behavior of companions but also the personal characteristics of 
shoppers, as well as their ability to process external influences. Taking a holistic view of the 
interplay of companions’ influences and shoppers’ personal resources can facilitate a better 
understanding shoppers’ behavior in the retail environment.

x
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Chapter 1
Research background and dissertation structure





1.1 Introduction

The act of shopping or visiting retail environments as part of recreational activities (‘window 
shopping’) involves a variety of environmental factors that collectively build the overall retail 
shopping experience for the shopper. Social interactions have always been an important part 
of the shopping environment (Chen et al., 2021; Rosenbaum et al., 2017; Tauber, 1972) while 
other, non-social aspects (such as those at 1) and 2) below) are related to the immediate 
shopping environment. All factors together form a conglomeration of influences that shoppers 
pick up consciously or subliminally. Early research studies consolidated those influences into 
three categories (Baker, 1986):

1. Ambient factors: background conditions that shoppers are not immediately aware of, such 
as air quality, sounds, aromas, and cleanliness.

2. Design factors: striking elements that attract shoppers’ awareness, such as aesthetics and 
colors, functional store layouts and signage.

3. Social factors: other people in the shopping environment, such as other customers as well 
as service personnel.

This typology assigns a prominent role to social factors, which can sometimes be a source of 
‘irritation’ to shoppers (d’Astous, 2000), but does not explicitly refer to one other important 
social influence in the shopping environment: shopping companions. While encounters with 
other shoppers in crowded surroundings or with the retailer’s staff are practically unavoidable 
and thus mostly involuntary, companions are chosen deliberately: for instance, a friend, 
acquaintance, or family member. They are chosen as company for a variety of reasons and 
can fundamentally alter shoppers’ retail experience (Borges, Chebat, & Babin, 2010). On the 
one hand, from a social perspective, companions have been found to increase shoppers’ 
enjoyment of the shopping experience (Hartman & Kiecker, 1991; Mangleburg et al., 2004) 
and thus increase derived hedonic value. On the other hand, from a functional perspective, 
companions serve to facilitate shoppers’ decision-making (Chomvilailuk & Butcher, 2014; 
Hartman & Kiecker, 1991; Haytko & Baker, 2004; Prus, 1993), especially in the face of complex 
purchase decisions (Bell, 1967). In such situations, shoppers pay particular attention to risk-
reducing characteristics in their selection of a suitable companion (Kiecker & Hartman, 1994; 
Lindsey-Mullikin & Munger, 2011; Woodside & Sims, 1976). Research studies, both of reasons 
for shopping accompanied and of companions’ influences on shoppers have documented a 
large variety of effects, particularly behavioral. Specifically, they have been concerned with the 
areas shoppers visit within a store (Zhang, Li, Burke, & Leykin, 2014), the amount of money 
spent (Grewal et al., 2018; Gui et al., 2021; Kurt et al., 2011; Mangleburg et al., 2004; Nicholls, 
1997), their tendency to engage in impulse buying (De Vries et al., 2018; Luo, 2005; Yim et 
al., 2013) or the time invested in the shopping and decision-making process (Grewal et al., 
2018; Gui et al., 2021; Hart & Dale, 2014; Sommer et al., 1992). With regard to a shopper’s 
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intention to buy, the published literature is ambiguous in finding that companions can both 
increase (Gentina, Decoopman, & Ruvio, 2013; Nicholls, 1997; Prus, 1993; Woodside & Sims, 
1976) and decrease the likelihood of a purchase (Chomvilailuk & Butcher, 2014; Prus, 1993; 
Sommer et al., 1992). The same applies to companions’ influences on shoppers’ emotions, 
which can be either to increase shoppers’ mood or enjoyment of the shopping trip (Borges 
et al., 2010; Chebat, Haj-Salem, & Oliveira, 2014; Gui et al., 2021; Mangleburg et al., 2004; 
Wenzel & Benkenstein, 2018) and to reduce their stress levels (Lucia-Palacios, Pérez-López, 
& Polo-Redondo, 2018). Or companions may reinforce shoppers’ negative emotions, for 
example in feeling themselves judged or being stressed by their presence (Prus, 1993). A 
number of factors that help to explain companions’ different influences on shoppers have 
been identified so far. Such differences have been found for family members versus friends 
as companions, with regard to their effect on shoppers’ emotional responses (Borges et al., 
2010; Chebat et al., 2014) and their ability to reduce the perception of product-related risks, 
for which the potential companion’s gender also plays a role (Kiecker & Hartman, 1993). 
Concerning intention to buy, the influence of spouses or parents outweighs that of other 
family members, such as children, or of friends (Chen et al., 2021). The strength of the 
relationship between shopper and companion correlates strongly with the role assigned 
by the former to the latter (Kiecker & Hartman, 1994). It is thus clear that many potential 
effects of companions on shoppers have been described in existing studies, each linked to 
specific conditions or factors. In most cases those have been limited to the companion’s 
gender or relationship to the shopper; remarkably little is known about characteristics of 
companions beyond demographic criteria, such as their personality or the type of behavior 
that influences shoppers.

The influence of companions, as one of two important social influencers on shoppers, typically 
extends throughout the entire shopping experience. A second key influencer is the retailers’ 
frontline employees, who by their very nature encounter shoppers almost exclusively at the 
point of sale. In the absence of a clear definition, “frontline employee” can be interpreted 
in two ways (Plouffe, Bolander, Cote, & Hochstein, 2016), the most frequent of those 
referring to less strategic service-delivering staff who have no responsibility for the internal 
business team or external business partners of a company but deal with customers only. 
The second interpretation relates to those customer-facing staff who are also involved in 
more strategic tasks and thus interact with all three of those stakeholders. Throughout this 
dissertation, “retail frontline employee” will be used in the former sense, referring to both 
service staff and salespeople who deal with customers and shoppers at the point of sale 
on a regular basis. It is especially at the point of sale, inside the retail premises, when the 
shopper is considering buying a product, that companions’ influences may directly interfere 
with activities of retailers’ frontline employees. As opposed to dealing face to face with a 
solitary shopper, frontline retail staff must deal with a second person who is affecting the 
shopper in the decision-making process. Social actors, such as salespeople or other customers 
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unacquainted with the shopper (d’Astous, 2000) and shopping companions in particular 
(Borges et al., 2010), do not necessarily contribute in a beneficial way to shoppers’ behavior 
or their emotional experiences. To be effective in their approach, salespeople must therefore 
adapt their efforts to influence shoppers according to the nature of the shopper-companion 
relationship and interaction, and their perception of the kind of influence being exerted by the 
companion. When retailers are engaged in building lasting relationships with their customers, 
salespeople are required to provide services in a particularly customer-oriented way (Williams 
& Attaway, 1996). As summed up by Webber, Payne, and Taylor (2012), salespeople are 
operating with high service orientation when their behaviors can be interpreted as “helpful, 
thoughtful, considerate, and cooperative” (Hogan, Hogan, & Busch, 1984, p. 167) and their 
service is delivered “through responsiveness, courtesy, and genuine desire to satisfy customer 
needs” (Bettencourt, Gwinner, & Meuter, 2001, p. 31). In particular, when salespeople look 
to satisfy individual customer needs, ‘adaptive selling’ approaches that match different 
shoppers’ decision-making processes are key; that is, modification of sales approaches and 
behavior during or across customer interactions based on the seller’s iterative evaluation 
of the situation and characters involved (Alavi, Habel, & Linsenmayer, 2019; Weitz, Sujan, 
& Sujan, 1986). Ideally, the adaptation of selling approaches will also take into account the 
characteristics and orientations of the shopper (McFarland, Challagalla, & Shervani, 2006), in 
order to “customize the content and format of their messages” (Franke & Park, 2006, p. 694). 
That is, an effective selling approach in highly service-oriented retail environments must fit 
the salesperson’s character and ability as well as the product and the situation, and facilitate 
adapting to different types of customer (Plouffe, Bolander, & Cote, 2014; Sharma, 1995). 
Considering existing research and salespeople’s experience and sales training, the question 
needs to be asked whether or not salespeople are able to adapt not only to shoppers and the 
differences amongst them but also to the various types and behaviors of their companions. 
More specifically, research on adaptive selling offers a variety of possible influencing tactics or 
strategies (McFarland et al., 2006; Plouffe et al., 2014) in respect of how salespeople attempt 
to persuade buyers during their interaction with them (Brown, 1990; Spiro & Perreault Jr., 
1979). Adaptive selling requires salespeople to look out for specific cues in shoppers’ behavior 
or personality as a guide to choosing the right approach. It is debatable, however, whether 
typical frontline retail staff even have the necessary knowledge with respect to such cues. 
It is also unclear if the same influencing tactics can be applied to shopper-companion dyads 
as to solitary shoppers.

To remain competitive and distinguish themselves in rapidly changing business environments, 
also from online competition, offering excellent experiences in the store is crucial for retailers 
to attract and retain customers (Bustamante & Rubio, 2017; Kleinberger, Badgett, & Boyce, 
2007). This experience is influenced by many different factors, such as prices, assortment, 
how the physical environment is designed and perceived, but also by less retailer-controlled 
factors, such as the ‘social environment’ (Bustamante & Rubio, 2017; Verhoef et al., 2009). In 
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fact, social influences have been described, among others, as one important design element 
of the retail atmosphere as part of the customer experience (Puccinelli et al., 2009). This refers 
to factors that retailers have at least some control over, such as crowding (e.g., due to how the 
in-store layout is designed) or their own employees, who interact with customers. However, 
part of the social environment is represented by the shopper’s particular companion, over 
whom the retailer has no control per se. In this case, retailers could at most exercise control in 
an indirect way, e.g., through a corresponding approach of their frontline employees. In order 
for their approaches to be perceived as appropriate and positive, they should be adapted to 
the needs of the shopper and the companion in the sense of adaptive selling techniques. For 
this purpose, observing the specific interaction between shopper and companion could prove 
useful. How shoppers interact with their peers in retail environments has been recognized as 
important information for understanding how the social environment affects the customer 
experience, but has received insufficient attention despite repeated calls for research 
(Bustamante & Rubio, 2017; Verhoef et al., 2009). By shedding light on this interaction and 
related consequences, this work contributes innovative components to research surrounding 
the theme of social environmental factors in the customer experience design literature. Based 
on these findings, research on customer experience design can be enriched with important 
clues as to which additional design options may influence how shoppers and their companions 
perceive the retail experience, when acting by themselves and when interacting with retailer-
controlled social factors such as store employees. In addition, this could hold important 
information regarding how loyalty is generated not only among shoppers, but also among 
their companions, when they positively respond to a well-designed shopping environment.

The themes of adaptive selling, along with shopping companions and customers’ behavior, will 
be the central thread in the development of my research design. In adaptive selling research, 
the insights into and analyses of various selling approaches and their effectiveness are derived 
from studies of sellers’ interactions with solitary shoppers exclusively. Up to the present day 
and despite their importance for shoppers’ decision-making processes, companions have 
not featured at all in studies of salespeople’s adaptive selling strategies. And while shoppers 
are more likely to become repeat-customers after experiencing satisfying service (Webber 
et al., 2012), this could apply equally to their companions. Thus, a central motivation of this 
dissertation is to generate a better understanding of shopping companions and their influence 
on accompanied shoppers for retailers and their frontline employees. Through this improved 
understanding, service and sales personnel can be appropriately sensitized and trained to 
provide shoppers and their companions with an improved shopping experience. Taking into 
account all the possible effects of companions as well as the beneficial effects of positive 
perceptions of retail staff on shoppers that have been documented to date, an improvement 
in the business outcome can be achieved. Therefore, merging the insights from research 
on adaptive selling and on ‘co-shopping’ (that is, shopping with a companion) seems to be 
a fruitful route for service-oriented salespeople to choose more suitable approaches for 
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engaging with accompanied shoppers. Furthermore, the influences of shopping companions 
on those accompanied shoppers appear fuzzy in terms of attribution to specific companion 
behaviors and characteristics. Most research studies of companion shopping, when evaluating 
its impact on shoppers’ purchase experience and behavior, have focused on the companion’s 
relationship with the shopper as well as the role and functions they take over on their 
behalf. To better understand how shoppers process the influences of their companions and 
provide retailers with a clearer picture of how the influence of companions on shoppers 
comes about, more research is needed on the underlying behaviors and characteristics of 
those companions. The attribution of various influences to specifically observable features 
will enable retail salespeople to look out for precise cues that may form the foundation of 
selling approaches better suited to encounters with co-shopping dyads. This dissertation 
therefore aims to generate specific insights into the personality and behavior of different 
types of shopping companion and synchronize them with existing knowledge on adaptive 
selling techniques. In particular, the processing of companion influences and corresponding 
reactions of shoppers, which can be demonstrated on emotional and on behavioral levels, 
play a major role in the ability of salespeople to monitor the influences of companions. These 
reactions of shoppers provide observable hints on how the influence of a shopping companion 
is processed and translated into behavior.

1.2 Research objectives

At its core, this dissertation focuses on how shoppers are influenced by a companion during 
the shopping process. Reviewing the relevant body of research, it has become evident that 
the answer to the question of how companions exert influence on shoppers is particularly 
‘fuzzy’, in terms of both their underlying personality and their behavior: little is known about 
how companions actually exert their influence on shoppers. Furthermore, based on the 
consequences of the influence of companions on shoppers that are known so far, it is clear 
that retailers are also affected by their influence, for instance in terms of such factors as the 
time people devote to shopping, the money they are willing to spend, and their fundamental 
willingness to commit to a purchase. Because of their closeness to customers, one way in 
which retailers can respond to companions’ influences on shoppers is through their customer-
facing employers, particularly their sales staff. Despite the potential scale of companions’ 
influence on shoppers, as well as the straightforward possibility of intervention by retailers’ 
own frontline staff, companions’ extended effects on retailers and their business success are 
only sparsely acknowledged by the academic literature. Therefore, the overarching objective 
of the research described here is to provide a better understanding of how retail shopping 
companions influence consumer behavior and provide clarity on the role adaptive selling can 
play with respect to their influence.
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The main research objective can be separated into the following three coherent subordinate 
objectives:

(1) This work aims to contribute to the research literature in two fields. First, on the 
phenomenon of co-shopping and, in particular, to the understanding of how companions 
exert their influence on shoppers and how shoppers process this influence. The personality 
traits and behaviors of companions that underlie their influence will be examined, as well 
as the extent to which various effects on shoppers can be attributed to those traits. As a 
first step toward securing these findings, the current state of knowledge on the topic needs 
to be determined. That is, known types of companion and their documented influences on 
shoppers need to be systematized and then further explored by means of qualitative and 
quantitative research methods. Second, this dissertation aims to add to the literature on 
customer experience design. In particular, social aspects of the shopping environment, which 
include other customers, salespeople, and companions, have been acknowledged as one 
important influencing factor on how customers experience retail environments (Verhoef et al., 
2009). Verhoef et al. find that knowledge of how customers act together is an important but 
missing piece of information. Exploring the interaction between companions and shoppers 
and the processing of their influence by shoppers can therefore be an important addition to 
this research strand.

(2) The dissertation aims to evaluate the practical importance of companions’ influences 
on shoppers for retailers. To increase success in their attempts to influence shoppers, retail 
salespeople are usually required to make accurate judgments about customers they are 
about to engage with (Hall, Ahearne, & Sujan, 2015), which is expected to account for their 
judgments of shopping companions. In particular, this research will investigate whether 
or not, and if so how, knowledge about the diverse influences of companions is already 
available and used on a practical level by retailers. In doing so, it aims to improve service-
oriented retail practices by facilitating the design of more efficient training for salespeople 
that include insights relating to the presence of shopping companions. This goal will benefit 
from the achievement of the first research objective. That is, elucidating the different 
effects companions have on shoppers and the personalities and behaviors that cause them 
will shed light on which cues salespeople should look for when dealing with companions. 
Therefore, this research will also serve to provide retailers and their customer-facing staff with 
specific guidance on the basis of which to select or adjust their sales tactics when shopping 
companions are involved.

(3) Finally, this research study aims to merge the research disciplines of consumer behavior 
and adaptive selling under the umbrella of ‘co-shopping’. With regard to unaccompanied 
shoppers, there are already clear intersections between the two, particularly in terms of 
recommended influencing strategies for retail salespeople based on shoppers’ personalities 
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and needs (McFarland et al., 2006; Plouffe et al., 2014) but, only scant research attention has 
so far been paid to shopping companions. Therefore, this dissertation aims to improve the 
state of knowledge about the phenomenon of shopping with a companion and simultaneously 
make a relevant contribution in terms of consumer behavior and adaptive selling research.

Figure 1-1 locates the research plan within the broader fields of study of consumer behavior 
and adaptive selling.

Figure 1-1: Positioning of the dissertation in the research field

1.3 Research questions

The previous sections have addressed the deficient state of knowledge convening specific 
personality traits and behaviors of shopping companions as well as noting that the literature of 
adaptive selling has so far overlooked the role of shopping companions in sales transactions. 
This section now moves on to the articulation of formal research questions derived from 
that background review. The answers are expected to deliver an improved understanding 
with regard to how companions influence shoppers and better specific knowledge about 
the ways in which they affect sales conversations and how retail salespeople can respond 
appropriately to their influences. To fully achieve this dissertation’s objectives, two primary 
research questions will be addressed:

RQ1:	How	do	shopping	companions	influence	shoppers	and	sales	conversations?

RQ2:	How	can	retail	salespeople	detect	and	deal	appropriately	with	companions’	influences?
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To properly address these research questions, the presence and influences of shopping 
companions are considered from three different perspectives as summarized in Figure 1-2. 
Besides consumers, various other stakeholders are affected by the influences of companions, 
such as retailers and their service-providing staff. Therefore, it seems appropriate to adopt 
their perspectives in addition to the academic viewpoint. In order to uncover and evaluate 
all relevant topic-related details with the necessary precision, the academic perspective 
constitutes the starting point of this endeavor in Chapter 2. This first step reveals existing 
gaps in knowledge as well as several major findings which deserve to be carefully considered 
by future research studies. Those are concerned with the first research question and therefore 
refer to how influence of companions is exerted and what the consequences are for shoppers’ 
behavior. It is evident that previous research studies of ‘co-shopping’ have mainly considered 
companions’ demographic attributes or their mere presence as determinants of their 
influence on shoppers. Yet it is very likely that differences in their behavior and character 
will also affect shoppers’ emotions and behavior.

More detailed knowledge of companion personality and behavioral patterns represents 
important cues for salespeople that they can use to detect the influence of companions on 
shoppers, thus bridging the two research questions. These are both dealt with in Chapter 
3, which adopts the perspective of practitioners to learn more about these more individual 
traits of companions. Specifically, retail salespeople are interviewed to provide insights based 
on their professional experiences. Salespeople, that is, retailers’ service interface, constitute 
an important part of the customer experience (Bustamante & Rubio, 2017; Verhoef et al., 
2009). Due to their close contact with customers, the service provided by customer-oriented 
salespeople, like other marketing communication instruments, can be considered a product of 
design (Henseler, 2017), especially since this intangible artifact of “customer-oriented service” 

Figure 1-2: Three perspectives on the co-shopping phenomenon
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is made for customers and thus concerned with their needs (Henseler, Guerreiro, & de Matos, 
2021). Providing this type of service can be taught and improved by retailers through sales 
training, which is important for salespeople to maintain their skills and capabilities (Bradford, 
Rutherford, & Friend, 2017). By identifying and analyzing a practical problem, that is, 
salespeople’s unawareness regarding how to detect and appropriately deal with the influences 
of different types of shopping companion, Chapter 3 adopts a design science perspective (van 
Aken, Chandrasekaran, & Halman, 2016). In doing so, it suggests ways to improve retail sales 
training methods by not only including the presence of shopping companions but also by 
highlighting several specific personality traits and behaviors of companions that salespeople 
can look out for prior to making an influence attempt. These suggested improvements to 
retail sales training methods are not tested in a practical setting, e.g., with selected retailers 
and their staff, and thus remain suggestions for a potential solution, which is also referred to 
as ‘partial design’ (Stange, Schiele, & Henseler, 2022). Usually, such marketing instruments 
are used with the aim of influencing consumers in their behavior or attitude (Henseler, 
2017). By optimally redesigning sales training approaches, retailers can improve how the 
marketing instrument ‘customer-oriented service’ is implemented in practice. Therefore, they 
should ensure that their salespeople’s capabilities are improved both in terms of optimizing 
positive influences of companions on shoppers and in terms of mitigating negative influences. 
Especially the latter, that is, the influences of disruptive companions, poses a big challenge for 
salespeople: that is to say, dealing with those who communicate their own negative mood, 
interrupt the shopper in the task at hand, are unhelpful, or contradict the salesperson’s 
advice. In these situations, retail salespeople are not always able point to an immediate 
solution. For a salesperson present in such a situation, it will be very difficult to counteract 
these negative influences in their conversations with customers, meaning that a shopping 
companion can actually hinder fruitful exchanges between salesperson and shopper.

To clarify the picture of how companions influence shoppers and how salespeople can detect 
and respond appropriately to these influences, it is necessary to understand how shoppers 
respond to the influence of a companion. Reflecting the influential work of Mehrabian and 
Russell (1974), Chapter 4 adopts the perspective of customers affected by companions’ 
influences and focuses on the ‘organism-related’ part of the S-O-R (Stimulus-Organism-
Response) paradigm to investigate how organisms, i.e., shoppers, process the influences 
of companions before they lead to changes in shopper behavior. Also addressing both 
research questions, Chapter 4 focuses in particular on emotions experienced by shoppers 
as an important factor in explaining not only if but also how shoppers’ behavior changes 
under the influence of a companion. Considering how influence is exerted on shoppers, 
particular attention is paid to their personality and behavioral characteristics as described in 
Chapter 3 in order to identify and explain potential differences in terms of changes in shopper 
behavior. The fact that a shopper’s well-being is confirmed as an important benefit of taking 
time over making a decision (Donovan & Rossiter, 1982; Donovan, Rossiter, Marcoolyn, & 
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Nesdale, 1994; Elmashhara & Soares, 2020) has important implications for retailers and their 
customer experience design strategy. For instance, it strongly suggests that retailers should 
pay close attention to such controllable variables as the physical environment, the general 
retail atmosphere, the demeanor of frontline employees, and the nature of the service 
interface (Bustamante & Rubio, 2017; Verhoef et al., 2009). As well as the importance of 
dealing directly with customers and their companions via appropriately trained service staff, 
Chapter 4 discusses factors related to the selling environment, which retailers can modify in 
ways that facilitate their employees’ interaction with shopping companions and thus improve 
the overall experience for the shopper.

In summary, the research conducted in this thesis shows that shopping companions are not an 
influencing factor to be underestimated from the perspective of both shoppers and retailers. 
Rather, they are found to affect shoppers’ behavior in a variety of ways and through emotional 
processes, and therefore are complex to manage for retailers and their service-providing staff. 
As a marketing instrument with direct contact with customers and thus with a high external 
visibility, salespeople have an important role to play here, especially since choosing the wrong 
approach can be synonymous with abandoned purchases and/or dissatisfied customers.

1.4 Outline of the dissertation

The dissertation comprises five chapters. This section will explain the interconnections of the 
three individual papers in Chapters 2 to 4 and how each of them contributes to the answering 
of RQ1 and RQ2. These connections are summarized in Figure 1-3.

Chapter	2:	Shopping	companions	and	their	diverse	impacts:	A	systematic	annotated	
bibliography
In order to answer the research questions and deepen the understanding of how shopping 
companions influence shoppers and the interactions with salespeople, a solid and 
comprehensive basic knowledge of the roles and actions of all stakeholders is required. 
Therefore, the first step in this research consisted of a systematic review of published 
literature dealing with shoppers who are accompanied by a deliberately chosen companion 
while shopping in any non-online retail environment; 64 items were identified and subjected 
individually to qualitative content analysis. On the basis of this analysis, research studies 
of co-shopping were allocated to one of four main categories according to their respective 
findings, or to more than one if they dealt with several elements simultaneously. Those either 
describe the different influences, behavioral or psychological, of companions on shoppers 
or person-related research findings relating directly on the interplay between the two. The 
analyzed findings are discussed in terms of their implications for co-shopping research, as 
well as for retailers and their customer-facing staff. As well as providing an overview of the 
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current state of research knowledge with respect to retail shopping companions, Chapter 2 
shapes the identity of this dissertation by emphasizing the importance of an intersection of 
research streams relating to co-shopping, consumer behavior, and adaptive selling.

Chapter	3:	Personality	traits	and	behaviors	of	shopping	companions	–	taking	on	the	retailer	
perspective
This chapter builds on insights from Chapter 2 suggesting the development of a deeper 
understanding of companions’ behavior and character traits when influencing shoppers and 
the course of interactions with salespeople. Regarding both research questions, it fulfills 
three main purposes, the first of which is to identify specific behaviors and personality traits 
of shopping companions in different service-oriented retail settings, as observed by retailers’ 
sales staff. It will thus deepen the understanding of how a companion’s influence is exerted 
and identify fertile ground for discussion of appropriate selling approaches by salespeople. 
The second purpose is the evaluation of earlier research findings concerning the positive 
and negative impacts of different types of companion on accompanied shoppers. Moreover, 
possible different or new effects identified highlight the importance for retailers of dealing 
appropriately with both positive and negative influences of companions. The third purpose is 

Figure 1-3: Outline of the dissertation

Chapter 1
Research background and
dissertation structure

Chapter 2
Shopping companions and their
diverse impacts: A systematic 
annotated bibliography

Approach and Data

RQ 1:
How do shopping 

companions influence 
shoppers and sales 

conversations?

RQ 2: 
How can retail 

salespeople detect and 
deal appropriately with 

companions’ influences?

Contribution

Chapter 3
Personality traits and behaviors 
of shopping companions –
taking on the retailer perspective

Chapter 4
Different types of shopping
companions and their influence
on shoppers’ emotions and
behavior

Chapter 5
Synopsis and Conclusion

Systematic literature review 
and qualitative content analysis 

of 64 relevant academic 
contributions on co-shopping

Semi-structured expert 
interviews with 25 retail 

salespeople and subsequent 
qualitative content analysis and 

inductive category formation

Survey experiment with a 
single-factor between-subjects 
design (n=316) on a fictitious 
shopping situation involving 
different companion types

Provision of a systematic, structured synopsis of research on co-
shopping and its findings concerning: the types of companions 

researched; their respective effects on accompanied shoppers; how 
shopping companions have figured in personal-selling 

research

Synthesis of the research findings
Answers to the research questions

Discussion
Limitations

Implications for research and practice

Emotions play a critical 
role for if shoppers change their 
behaviour due to the influence of 
a companion and, if so, to which 

extent they do

Collect cues from shopper 
emotions and behaviors. Shopper 
wellbeing must be maintained or 
improved to benefit from positive 

companion effects or mitigate 
negative effects

Identification of unique shopping 
companion types based on 

personality and behavior, each of 
which affects shoppers and sales 

conversations differently

Provide specific cues for 
salespeople regarding companion 

personality and behavior that 
facilitate the choice of adequate 

selling approaches

1

Research background and dissertation structure

13



to analyze salespeople’s selling techniques and evaluate them in terms of their appropriateness 
in dealing with shopper-companion dyads, and thereby to identify and discuss the need to 
adapt or re-design common influence strategies. To obtain findings that would be relevant to 
practitioners, semi-structured expert interviews were conducted with 25 retail salespeople 
from three service-oriented retail sectors: fashion, optical retailing, and consumer electronics. 
Qualitative content analysis and subsequent inductive category formation generated five 
fundamentally different types of commonly observable shopping companion, each with an 
individual set of prominent characteristics or behaviors, or both. It moreover identified three 
key challenges for salespeople: the need for their chosen approach to convince a second 
person; the correct and timely evaluation of that person’s characteristics; and simultaneous 
consideration of a shopper’s needs and personality. The findings emphasize the importance 
of salespeople being adequately prepared for such situations and the need for adaptive sales 
training methods to incorporate the various influences of shopping companions.

Chapter	4:	Different	types	of	shopping	companions	and	their	influence	on	shoppers’	
emotions	and	behavior
Building on insights from Chapter 3, this chapter tests, quantitatively, shoppers’ emotional 
and behavioral responses to different behaviors and character traits exhibited by shopping 
companions. A single-factor between-subjects design was applied and data from 316 
respondents, collected by means of an online survey experiment, was analyzed. The main 
goal was to find out whether different types of companion behavior and character trait (as 
described in Chapter 3) influenced shoppers’ emotions differently, and specifically, their 
feelings of being hurried and likelihood to abort the purchase. Negative behaviors and 
characteristics on the part of companions were alone able to increase such perceptions of 
haste. Interestingly, with regard to the likelihood of a purchase being aborted, emotions 
were found to fully mediate the relationship with a companion’s behavior. This underlines 
the importance of shoppers’ wellbeing in decision-making situations. Preserving or improving 
their positive emotions appears to be a crucial success factor for retail salespeople in 
situations in which shopping companions have failed to do so. Implications for future research 
are discussed in terms of companion behavior and personality, but also in terms of customers’ 
ability to process their influence and how companion influences lead to changes in customer 
behavior. For retail managers, the consequences for the customer experience in their stores 
are discussed, emphasizing the importance of retailer-controlled touchpoints that relate to 
how service is delivered in the store.

Chapter	5:	Synopsis	and	conclusion
The final chapter of this dissertation synthesizes the findings of the individual research papers 
and offers answers to the main research questions. It discusses theoretical and practical 
implications, addresses general limitations of the research design, and identifies opportunities 
for future research.
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1.5 Research contribution

By answering the two research questions, this dissertation makes a significant contribution 
to the body of research on the phenomenon of co-shopping (shopping with a companion or 
companions), on consumer behavior, and on adaptive selling. From a practical perspective, 
it highlights the need to know to what degree retailers’ front-line sales staff are aware of the 
influence of companions and whether or not they already take measures to deal appropriately 
with it. By identifying several adverse consequences for retailers that may result if the 
presence and behavior of companions is not addressed, or not addressed appropriately, the 
necessity of retailers educating their frontline employees accordingly, is highlighted. On those 
bases, recommendations can eventually be made on how the service quality of retailers can 
be improved by implementing approaches adapted to the presence of shopping companions. 
In addition to the appropriate education of sales staff, these may include various physical 
elements within the shopping environment that are increasingly designed to accommodate 
the presence of companions. From a theoretical perspective, the importance of looking at 
the interaction between shoppers and their companions holistically, i.e., beginning with the 
specific personality and behaviors of companions, through shoppers’ processing of these 
influences, to the eventual changes in shoppers’ behavior, is presented. The following sections 
of this chapter briefly describe the individual chapters’ contributions of the other individual 
chapters comprising the dissertation as a whole.

Chapter	2:	Shopping	companions	and	their	diverse	impacts:	A	systematic	annotated	
bibliography
Research studies of the behavior and influence of shopping companions has so far identified 
a variety of effects on the accompanied shopper, but widely neglected specific factors that 
supposedly represent an important part of the companion’s influence. It is not yet possible 
to attribute such specific effects as changed patterns of spending of time or money, or 
impulse buying, to companion-related factors beyond demographics or their relationship 
to the shopper. The main contribution of the paper presented in Chapter 2 is to provide a 
comprehensive overview of the different types of companion researched so far and their 
various documented influences. In doing so, it builds the foundation for future research 
that will be able to better compare and synthesize the various types of companion and their 
respective effects. It can be assumed that the mere relationship companions share with 
shoppers will not on its own cause all companions belonging to the same general category 
(‘spouse’, for instance, or ‘friend’) to behave in the same way. The paper therefore concludes 
that previously common demographically-based segmentation criteria are not sufficient. 
Rather, they should be extended to include behavioral criteria and companions’ personality 
traits. Finally, it emphasizes that no overlap has yet been demonstrated between consumer 
behavior research and adaptive selling research with regard to shopping companions. 
A call is made to unite these two research streams in this context in order to be able to 
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make recommendations on a practical as well as theoretical level, with regard to how retail 
salespeople can detect the influences of shopping companions and manage them accordingly.

Chapter	3:	Personality	traits	and	behaviors	of	shopping	companions	–	taking	on	the	retailer	
perspective
To the best of the researcher’s knowledge, the paper presented in Chapter 3 is the first 
to identify and then apply behavioral and psychographic segmentation criteria to describe 
different types of shopping companion on the basis of their personality and behaviors, 
and to analyze them specifically as an actor in triangular retail sales conversations. It does 
so by adapting first-hand experiences of retail salespeople from service-oriented retail 
environments, thereby offering insights into the struggles of even experienced salespeople 
when the additional influence of a shopping companion is brought to bear on customers. In 
the process, it underlines the detrimental consequences of salespeople choosing the wrong 
approach to the shopper or neglecting the influence of the companion. The paper in this 
chapter contributes to an understanding of the various forms of shoppers’ responses to 
companions’ influences at the point of sale and thus the need for well-considered approaches 
based on careful observation and empathy on the part of the salesperson. It argues for the 
inclusion of such insights into the design of future retail sales training programs. Potentially 
valuable future research opportunities are identified, with respect to the shopper’s individual 
‘black box’, in which companions’ influences are dealt with and processed. Lastly, Chapter 3 
discusses the efficiency of known and possible alternative techniques available to salespeople 
for the handling of different companion influences appropriately. Based on the knowledge 
gained around the behaviors and personalities of companions, additions for the re-design of 
existing training methods for retail salespeople are presented.

Chapter	4:	Different	types	of	shopping	companions	and	their	influence	on	shoppers’	
emotions	and	behavior
The paper in Chapter 4 contributes to the understanding of how companions’ influences 
affect shoppers by assessing previous exploratory findings in a quantitative way. It does so 
by comparing specific companion behaviors and character traits with respect to their effects 
on shoppers’ emotions and behavior. In particular, it goes beyond the traditional stimulus-
response approach to explain a change in shoppers’ behavior attributable to the influence 
of companions. Emotions are thus interposed as a mediator in this relationship, providing 
important clues about how shoppers process the influence of a companion before behavioral 
changes result. By analyzing shoppers’ experienced emotions as mediating variables, the 
paper offers insights into the ‘black box’ in which shoppers process influences arising from 
companions’ specific personalities and behaviors.

The findings discussed in Chapter 4 carry practical and theoretical implications. From the 
practical perspective, by describing the potential effects of specific companion personalities 
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and behaviors on shoppers, it provides retailers and their frontline employees with cues to 
look for when evaluating the influence of companions. In confirming the crucial role shopper 
wellbeing plays in decision-making, the paper underlines the significance of frontline sales 
employees’ accurate evaluation of companion influences, especially in situations in which 
those negatively affect shoppers’ emotions. It shows, therefore, how companions affect the 
overall shopping experience, and thus offers retailers clues as to appropriate improvement of 
the design of elements relevant to that experience. Chapter 4 also shows the need for service-
oriented retail stores to provide their salespeople with the kind of in-store facilities and 
activities that will help to reinforce companion influences that are positive and mitigate those 
that are negative, and will also divert the shoppers’ attention from companions’ negative or 
distracting influences, thereby allowing them to concentrate on the decision-making process.

From a theoretical perspective, the paper moves beyond the widely adopted behavioristic 
design of research studies of shopping companions by adopting the full S-O-R paradigm, 
paying closer attention to organism-related factors, and thus, how shoppers process the 
influence of companions. There is some published research that does consider mediating 
factors in the cause-and-effect relationship between the presence of a companion and a 
shopper’s behavior: for instance the type of value perceived by shoppers (Gui et al., 2021) 
or their personal character traits (Chen et al., 2021; Luo, 2005; Mangleburg et al., 2004). 
However, in considering adult shoppers and their companions, very little attention has been 
paid to shoppers’ emotions as a mediating factor in the relationship between companion 
influence and shopper behavior. The research reported in Chapter 4 thus contributes to co-
shopping research in several ways. By paying closer attention to how shoppers process the 
influence of companions, it highlights the importance of shoppers’ emotions as a crucial 
explanatory variable. Emotions can explain whether or not shoppers yield to a companion’s 
influence, and also the extent to which they do so. It further underlines the need to consider 
more individual factors in both companions and shoppers when assessing the consequences 
of shopping companions’ influences. On the one hand, the mere presence of a companion 
is not sufficient to determine how they influence shoppers and their behavior; rather, their 
personality and specific behavior must be taken into account for a full understanding of the 
effect. On the other hand, personal characteristics of the accompanied shoppers themselves 
are also important possible explanations of how influence is processed. Individual character 
traits, such as psychological resilience in the face of stressful stimuli, may provide additional 
insights into why and how shoppers comply with particular companion influences, or do not. 
Finally, these findings add to the literature on the design of the consumer experience in retail 
settings. For example, future research should take into account the fact that other elements 
may need to be included in the design and consideration of how shoppers are influenced by 
the social environment, in particular, when multiple social factors interact.

1

Research background and dissertation structure

17



Chapter	5:	Synopsis	and	conclusion
This dissertation finally summarizes the previous chapters with regard to the main research 
questions and objectives. The contribution of Chapter 5 therefore lies in synthesizing 
generated insights and thereby adding to the state of knowledge about how companions 
influence shoppers’ emotions and behaviors, and how retail salespeople can detect those 
influences effectively as well as deal with them effectively. It lastly identifies future research 
opportunities and offers final thoughts on the research project and its outcomes.

1.6 Guide for the reader

The research undertaken for this dissertation has been conducted in order to share insights 
and implications with the academic world as well as with practitioners. Its goal was therefore 
to expand the body of knowledge concerned with shopping companions and the mechanisms 
underpinning their influence on shoppers, and also to draw attention to their consequences 
at a practical level, with respect to both the behaviors and emotions of the shoppers they 
accompany and the physical retail environments they visit together. Although it is known 
that the influence of disruptive companions in particular may well cause buyers to go so far 
as abandoning their purchase, surprisingly little research-based knowledge exists on how 
the general influences exerted by companions can be dealt with by retailers’ service and 
sales staff.

To achieve the dissertation’s objectives and answer the research questions, several steps were 
undertaken, described within the separate articles presented in Chapters 2 to 4. In providing 
answers, each of those chapters deals with a specific sub-area around the phenomenon of 
co-shopping and discusses intersections with other research on selling techniques in retail 
environments. To share their individual contributions with the academic community, the 
papers they contain have been submitted individually to conferences and journals. Those 
three chapters form the core of this dissertation and represent a substantive and structured 
connection of insights gained and questions identified during the process. Due to the 
numerous points of intersection and thematic relatedness of the chapters, a certain degree 
of repetition of content is unavoidable. This concerns in particular the respective introductions 
and theoretical backgrounds of the chapters.

As the researcher and author, I would like to offer one final note before you reach the heart 
of the dissertation. In carrying out this research project, I wanted to make both an academic 
and a practical contribution; I hope I have succeeded in doing so. Already, at this early point, I 
would like to thank you very much for your interest in the whole project or parts of it. I started 
looking into the topic in 2012 at the Radboud University in Nijmegen, specifically the influence 
of negative companion types and how they affect shoppers’ retail experiences. I realized 
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that not only a particular kind of companion but also companion behavior in general had 
received relatively little attention so far. That seemed odd, on the basis of my own shopping 
experiences, which suggested that the behavior of an accompanying person is an important 
influence on how the shopping experience is perceived. This dissertation was therefore 
primarily born out of curiosity about the ‘co-shopping’ dynamic as well as the notion of 
finding out how shoppers in general experience the presence of chosen shopping companions 
in shopping environments. I hope my work and its contribution can also arouse your curiosity 
and interest around the phenomenon of shopping with a companion or companions.
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As a first step toward a deepened understanding of how shopping companions influence 
shoppers, how shoppers process their influence and how conversations with retailers’ 
frontline employees are affected by the presence of companions, a solid and comprehensive 
basic knowledge of the roles and actions of all stakeholders is required. By providing a state-
of-the-art synopsis of research on co-shopping, this chapter serves as a first step in the 
process toward answering the two research questions. Subsequent qualitative content 
analysis reveals the existence of a knowledge gap regarding the attribution of specific 
effects on shoppers to specific companion personalities or behaviors. In addition, it is noted 
that shopping companions have not yet been considered to a satisfying degree by retail 
management research.



Abstract

Research studies of shopping with companions, or ‘co-shopping’, have investigated different 
types of companion (children, spouses, parents, other family members, friends) and the 
nature of their influence on the shoppers’ retail experience. By means of a systematic 
literature review and qualitative content analysis, this paper offers a state-of-the-art overview 
of those studies and their findings, up to 2021. It finds that sparse attention has been paid 
to shopping companions’ behaviors and personality traits and that it is so far impossible 
to attribute their impacts on shoppers specifically to one or more types of companion. It 
also finds that the various factors that could facilitate understanding of how companions’ 
influences work in practice remain unidentified. In short, too little is known about how 
companions exert their influence and how shoppers process it and there remains much to 
be investigated about the interplay between shoppers, their companions, and an interacting 
salesperson. Our detailed findings and their implications could therefore usefully shape the 
agenda for future research into accompanied shopping.

2.1 Introduction

Social interactions are one of the main factors distinguishing between bricks-and-mortar 
shopping and online shopping. In any retail setting in which shoppers are physically present 
at the point of sale, social interactions occur as an inevitable part of the shopping process, 
whether with a sales assistant, the check-out clerk or fellow shoppers in the near vicinity for 
example. In particular, individual shoppers’ immediate environments – shopping companions, 
other customers or sales personnel – can have a significant and multi-layered impact on 
their subsequent behavior (Argo & Dahl, 2020). Due to their particular affiliation with the 
shopper, shopping companions take on a distinct role in the shopping process. While there 
is consensus across prior research studies that adding a companion to the equation changes 
a shoppers’ retail experience (Borges et al., 2010; Lindsey-Mullikin & Munger, 2011), little 
seems to be known about which effects can be attributed to which personality traits and/or 
behaviors of specific companions. This means that there is currently a shortage of guidance 
available to retail salespeople that could help them identify the potential consequences 
of companion shopping at an early stage and thus react to them by way of appropriate 
conversational interactions. This is significant because it has been shown that not all types 
of companion necessarily always contribute positively to shoppers’ decision-making, and 
appropriate intervention by salespeople becomes important if a companion’s input tends 
toward the negative.

There are various reasons for shoppers taking along a companion on a shopping trip. In 
principle, companions will provide advice (Lindsey-Mullikin & Munger, 2011; Prus, 1993), 
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inform shoppers about current trends (Mangleburg et al., 2004), provide moral and social 
support (Borges et al., 2010; Chebat et al., 2014; Kiecker & Hartman, 1994), and reduce 
perceived risks (Bell, 1967; Kiecker & Hartman, 1993). However, despite the various influences 
of companions that have been identified in the literature, a central problem remains, which is 
that it remains unclear if these impacts can be generalized by being attributed to specific types 
of companion and/or their behaviors, and if so, how. If that were possible, the generalizations 
could offer salespeople important cues to be alert to in order to choose the most appropriate 
selling tactics when dealing with customer-companion dyads. On first inspection, reports 
of research involving shopping companions have until now almost exclusively described 
companion types in terms of their relationship with shoppers – such as family, friends or peers 
– or even avoided a more specific description or classification altogether. It is noteworthy 
that strangers have been found to affect the opinions and purchase decisions of other 
shoppers (Dahl, Manchanda, & Argo, 2001; Hartmann, 2010; Luck & Benkenstein, 2015; 
McGrath & Otnes, 1995) even if there is no direct interaction (Argo, Dahl, & Manchanda, 
2005). If strangers in a retail setting who are close enough to affect the shopper without 
actually interacting personally can have such effects on shoppers, it should be assumed 
that companions brought along by shoppers deliberately can play an even greater part in 
shaping shoppers’ behavior and decision-making. Indeed, two key influences that shopping 
companions may have on shoppers have been documented in the literature. The first is 
their influence on the spending of time and money (Gillison et al., 2015; Hart & Dale, 2014; 
Haytko & Baker, 2004; Kurt et al., 2011; Mangleburg et al., 2004; Prus, 1993; Sommer et al., 
1992); the second concerns their impact on shoppers’ evaluation of the shopping experience 
in terms of the hedonic value derived from it (Borges et al., 2010) or the level of arousal 
or apprehension (Chebat et al., 2014). Shopping companions are thus able to influence a 
shopper’s experience at the point of sale in ways that ultimately bring consequences for 
the retailer itself. Therefore, salespeople who regularly interact with shoppers and their 
companions could play an important role with respect to those consequences, since they 
represent another key element of the social environment in the retail setting (Argo & Dahl, 
2020; Lindsey-Mullikin & Munger, 2011). If they are perceived as being helpful, salespeople 
can increase shoppers’ levels of arousal and willingness to buy (Baker, Levy, & Grewal, 1992). 
In situations where a shopping companion is present, salespeople could therefore try to 
reinforce the companion’s positive influence or mitigate any negative influences.

Research on companion shopping has been conducted in a variety of situational contexts: 
for instance in grocery stores (Chomvilailuk & Butcher, 2014; Thomas & Garland, 1993); 
clothing retailers (Cheng et al., 2013; Gentina et al., 2013; Gillison et al., 2015; Luo, 2005; 
Midgley, 1983; Wenzel & Benkenstein, 2018) or car dealerships (Bell, 1967). In other studies, 
researchers have focused on the shopping venue or the overall experience, and not considered 
the actual process of buying a product (Borges et al., 2010; Chebat et al., 2014; Mora & 
González, 2016). Depending on the product category concerned, particular challenges for 
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shoppers may arise with respect to understanding and comparing options, especially, when 
a product is complex (Bell, 1967; Wang & Hsiao, 2012). In such cases, the influence of others 
gains in significance as shoppers invest more time and effort in searching for information and 
coming to their decision (Mothersbaugh, Hawkins, & Kleiser, 2019). Thus, retailers selling 
complex products or aiming at providing outstanding customer service may want to look 
more closely at how companions exert their influence on shoppers and how shoppers react 
accordingly. Salespeople can then be trained accordingly and equipped with the appropriate 
strategies, tactics and approaches. Due to the manifold circumstances, settings, goals, and 
approaches identified across the existing literature, it is difficult to compare findings and 
attribute specific effects on shoppers to specific types of companion. To unravel the fog, 
make previous research more comparable, and provide salespeople with better insights on 
how to approach customer-companion dyads, a comprehensive overview of the state of the 
art in companion shopping research is required.

Our paper has three objectives. First, it will evaluate and categorize the different types of 
shopping companion that have been analyzed in research studies to date in various shopping 
settings. A particular focus will be placed on whether certain sorts of behaviors or character 
traits have been documented with respect to shopping companions and, if so, which. 
Second, our paper aims to analyze and systematize the effects of shopping companions 
found in published studies with regard to the type of companion investigated. Structuring 
research on shopping companions according to their type and their effects on shoppers 
will permit analysis of possible recurring patterns of influence and thus provide a clearer 
picture for future researchers. Third, we will evaluate the extent to which existing studies 
have also considered not only the relationship between shoppers and companions but also 
the triangular interaction of those two with retail salespeople. To achieve these objectives, 
a systematic literature review is conducted and a synopsis of the different ways in which 
companions have been found to influence shoppers is provided. By means of qualitative 
content analysis, the results are clustered according to whether they affect shoppers’ affective 
or cognitive processes or their behavior during shopping, and also to whether or not research 
has focused on the relationship or interplay between shoppers and their companions. It 
becomes apparent that there is a gap in the state of knowledge with regard to the personality 
traits and behaviors of shopping companions which, if plugged, can be expected to have 
a high explanatory value for the ways in which influence is exerted on shoppers. It is also 
evident that the presence of a shopping companion has not yet been considered by research 
on adaptive selling, which is concerned with how salespeople modify their influence tactics 
and behavior during or across interactions with customers based on repeated evaluations of 
the situation and the people involved (Alavi et al., 2019; Weitz et al., 1986). Our paper thus 
contributes to the literature on the influence of shopping companions and adaptive selling, 
deepens the understanding of how shopping companions influence shoppers at the point of 
sale and identifies interesting avenues for future research.
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2.2 Systematic literature review on the co-shopping 
phenomenon

Our formal review of the relevant exiting literature on the process of shopping with a friend 
or other third party (‘co-shopping’) comprised the systematic synopsis presented in this 
section and the qualitative content analysis described in the following section. Those two 
operations will be followed by a discussion intended to yield an overview of the current 
state of the art, compare the 64 contributions reviewed, and point out opportunities for 
future research. A systematic review was considered to be a suitable way to achieve those 
goals while minimizing reviewer bias and error by deploying a transparent and reproducible 
procedure (Tranfield, Denyer, & Smart, 2003). For content analysis, we used axial coding was 
used to synthesize and organize data into suitable categories and sub-categories, and also 
reveal potential relationships among them (Hutchison, Johnston, & Breckon, 2010; Scott 
& Medaugh, 2017). This can be defined as a mixed-method approach, consisting first of a 
qualitative phase, assigning categories to text passages in a qualitative-interpretive way, and 
second working through a large variety of text passages in order to assess the incidence of 
defined categories (Mayring, 2014).

As a first step, four core criteria were established to determine whether or not contributions 
to the literature were to be included in the review process. In accordance with our research 
goals, articles should deal with:
• a shopper,
• … who is accompanied by at least one deliberately chosen shopping companion
• … at the point of sale or other point at which a purchase decision is possibly made,
• … in any retail setting in which shoppers are physically present at the point of sale.

A number of further restrictive criteria were established. For instance, we did not include 
articles dealing with groups of more than two people shopping together in which there was 
not a distinct, decision-making individual influenced by a companion or companions. We 
also excluded contributions dealing exclusively and unambiguously with social influences 
during the information searching phase of shopping behavior, such as, for instance, families 
discussing a future purchase at home.

The search for relevant papers was carried out among international, English-language, peer-
reviewed journals. To begin with, a general search was conducted using key words associated 
with the phenomenon of co-shopping. In the process, various additional but equally linked 
keywords were identified and the original search strings were adjusted. In order to minimize 
database bias (Egger & Smith, 1998) and to ensure a complete capture of the existing 
literature, the search was performed in three online databases: EBSCOhost, Scopus, and Web 
of Science. We searched by publication titles, abstracts, and key words, not discriminating in 
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advance between research fields or journals but following the principle that cross-disciplinary 
perspectives should be adopted in systematic reviews (Tranfield et al., 2003). Marketing, retail 
management, and consumer research journals contributed the largest number of papers, but 
they were joined by others in research categories not spontaneously associated with shopping 
behavior, such as nutrition sciences, sociology, and psychology. The full list of journals and 
proceedings that were involved in the review is given in Table A-1 in Appendix A.

All materials yielded by the database search were then screened systematically for relevance 
by content and topic. After correcting for duplication, 1,087 separate items went into the 
screening process. The corresponding author and an assistant double-checked all outcomes, 
resulting in 64 articles or papers relevant to the phenomenon of people shopping together. 
We eliminated others from such unrelated disciplines as medicine, robotics, biology, or social 
influence from a general perspective. In order to improve the search results and to minimize 
source selection bias (Egger & Smith, 1998) a ‘forward-and-backward’ reference search was 
conducted, combining a search of the references in a paper just read with citations of that 
same paper in later papers, in those inputs deemed valid after screening. Conference papers 
were included, as well as journal articles, in order to account for the latest research on the 
topic. This yielded 28 additional articles related to co-shopping, which had not been included 

Table 2-1: Superior categories and subcategories identified during axial coding

Key category Subcategories

Type of shopping 
companion

• Children: Children and adolescents accompanying their parents
• Family: Parents as companions of their children who will use the product, or 

couples/spouses shopping together
• Friends/Peers: Companion is a friend or a representative of the shopper’s peer 

group
• Family and Friends: Both types of companion are considered in the research
• Not specified: Type of companion was not described

Shopping context / 
product category

• Cars
• Clothing
• Electronics
• Groceries
• Toys

• Mixed or not specified: Research did not specify the 
product category or consider many different product 
categories at once

• No purchase: Research did not consider the purchase of a 
product but the shopping experience in general

Effects and roles 
of shopping 
companions

• Affective outcomes: Distraction from shopping; experiencing emotions during 
shopping; risk perception associated with the purchase

• Behavioral outcomes: Time and/or money spent; behavior of shoppers inside the 
store; making of unplanned purchases

• Cognitive outcomes: Purchase intention (food versus non-food)
• Person-related outcomes: Consumer socialization & social behavior; roles and tasks 

of companions; shopper-companion relationship and interaction; variances across 
companion types
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in the preliminary database search results, the content analysis thus being based on a total 
of 92 articles or papers.

The content of that data set was then thoroughly assessed according to the four core criteria 
established at the outset, resulting in the exclusion of 28 items (not the same 28 that had 
been added). Some of those described social influences affecting a shopper before going on 
site: that is, during the information-search process. Other articles or papers dealt with indirect 
social effects during shopping, such as interactions with strangers or salespeople, or the 
effects of crowding. Eventually, 64 inputs from 37 different sources remained for qualitative 
content analysis, which are listed in Table A-2 of Appendix A.

2.3 Qualitative content analysis of the identified literature

2.3.1 Analytical procedure
The main analyses were conducted with the NVivo 11 Plus qualitative analysis software 
(QSR International, 2015), the output of which permitted the use of axial coding to identify 
relationships between and among the generated categories and subcategories (Hutchison 
et al., 2010). Our goals were to identify published theoretical contributions in the field 

Table 2-2: Frequency matrix of outcomes found by different types of companion

Type of companion /
Type of outcome

Children Family Friends/Peers Family and 
Friends

Not specified

Affective Outcomes

Distraction from shopping 3 0 0 1 1

Emotions during shopping 1 0 3 5 2

Risk perception 0 2 1 5 1

Behavioral Outcomes

In-store behavior 1 0 0 1 0

Time and/or money spent 6 0 3 3 7

Unplanned purchases 0 1 2 3 1

Cognitive Outcomes

Purchase intention (food) 14 0 1 1 1

Purchase intention (non-food) 3 0 0 4 5

Person-related Outcomes

Consumer socialization 12 1 0 0 0

Roles and tasks of companions 2 1 0 5 2

Shopper-companion relationship 20 2 1 2 1

Variances across companion 
types

1 0 0 7 0

Chapter 2

28



of companion shopping, find points of content-related intersection between them and 
recognize neglected research topics. We coded the content of the articles according to the 
type of companion considered, the shopping context (that is, the product category) and the 
associated outcomes found in each reviewed contribution to the literature: see Table 2-1.

During the coding process, we categorized the findings from published research studies of 
the roles and influences of shopping companions. By means of matrix coding, which allows 
for the investigation of relationships between different concepts and categories, we grouped 
the outcomes and corresponding types of companion examined in each study reviewed 
(Hutchison et al., 2010). That operation provided a quantitative overview with regard to how 
often such combinations had been researched to date, summarized in Table 2-2. Altogether, 
27 contributions dealt with children or adolescents as companions who influenced their 
parents’ decision-making, accounting for nearly half of all analyzed inputs (42.2%). Seven 
studies examined friends or peers as shopping companions and three dealt exclusively with 
family companions. However, sixteen others investigated a combination of friends and family 
members, representing the second biggest cluster at almost a quarter of the total (23.4%). 
Lastly, eleven reviewed papers did not specify the type of companion or look at the presence 
of an accompanying person in general.

The next sub-section organizes the main contributions in terms of the respective kinds of 
influence or effect the shopping companions were found to have.

2.3.2 Affective outcomes
Twenty-three of the 64 articles or papers reviewed reported affect-related outcomes. Of 
these, five dealt with shopping distractions caused by a companion, twelve described findings 
relating to emotions aroused by a companion, and nine discussed the effects on shoppers’ 
confidence and risk perception. The contributions dealing with affective outcomes are 
summarized in Table 2-3.

Table 2-2 shows that articles dealing with children as shopping companions to their parents 
contribute the largest number of findings concerned with distraction of a shopper from 
the shopping process. Children tend to complicate the shopping process (Harrell, 2003b; 
Holden, 1983) up to the point of annoying their parents on occasion (Wingert, Zachary, Fox, 
Gittelsohn, & Surkan, 2014). However, in some cases adult companions were also identified 
as a potentially distracting influence (Grewal et al., 2018; Prus, 1993).

With regard to emotions aroused during the shopping process, it has been found that both 
family members and friends can have a constructive influence as co-shoppers. That may 
result in a higher level of experienced utility (Mora, 2021), a more positively perceived and 
evaluated shopping experience, and greater satisfaction during the process (Borges et al., 
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2010; Gillison et al., 2015; Gui et al., 2021; Hart & Dale, 2014; Mangleburg et al., 2004; 
Merrilees & Miller, 2019). Research by Prus (1993) found that such positive perceptions 
could be due to appreciation of the time that could be spent with a friend or family member. 
That explanation is confirmed by a study (Lim & Beatty, 2011) which found the anticipation 
of enjoyment and pleasure in taking along a companion to be an important motive to be 
accompanied while shopping. One of the many effects that positive emotions engendered 
by the presence of a companion can have is a stronger perceived connection to the shopping 
location (Chebat et al., 2014), which will in turn protect shoppers from perceived stress due 
to such other environmental influences as crowding (Lucia-Palacios et al., 2018). In particular, 
teenagers have been found to be more open to retailers’ marketing tactics and initiatives 
when enjoying a shopping trip with friends and to experience greater enjoyment, more 
positive emotions and increased satisfaction as a result (Mangleburg et al., 2004; Wenzel 
& Benkenstein, 2018). Friends, especially, seem to be able to trigger strong positive and 
negative emotions. Though they can increase arousal during shopping, they may also increase 
‘apprehension’ (Chebat et al., 2014) and make the shopper feel uncomfortable through the 
perception of being judged, evaluated or pressured (Chebat et al., 2014; Prus, 1993). A 
companion of any kind can also make shoppers more attentive to marketing stimuli in their 
environment, potentially increasing their volume of purchases (Mangleburg et al., 2004).

Shopping companions generally increase the shopper’s self-confidence, mainly by reducing 
the perceived risks associated with a purchase (Bell, 1967; Kiecker & Hartman, 1994; Lindsey-
Mullikin & Munger, 2011; Midgley, 1983), which can be a determinant in the decision whether 
or not to take along a companion at all (Lim & Beatty, 2011) and also a factor on the type of 

Table 2-3: Overview of different companion types and affective effects on shoppers

Affective outcome /  
Type of companion

Emotions during shopping Risk perception Distraction from shopping

Children Gillison et al. (2015) Harrell (2003b); Holden 
(1983); Wingert et al. 
(2014)

Family Lim and Beatty 
(2011); Minahan and 
Huddleston (2010)

Friends Gui et al. (2021); Mangleburg 
et al. (2004); Wenzel and 
Benkenstein (2018)

Mangleburg et al. (2004)

Family and Friends Borges et al. (2010); Chebat 
et al. (2014); Merrilees and 
Miller (2019); Mora (2021); 
Prus (1993)

Bell (1967); Hartman 
and Kiecker (1991); 
Kiecker and Hartman 
(1993, 1994); Midgley 
(1983)

Prus (1993)

Not specified Hart and Dale (2014); Lucia-
Palacios et al. (2018)

Lindsey-Mullikin and 
Munger (2011)

Grewal et al. (2018)
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companion chosen. If products are associated with a high level of social or psychological risk, 
shoppers are more likely to choose companions of long standing, such as family members, 
than when they are associated with higher levels of functional risks (Bell, 1967; Kiecker & 
Hartman, 1993). Moreover, when the functional or financial risk is perceived to be higher than 
the social or psychological risk, both male and female shoppers tend to favor a male shopping 
companion (Kiecker & Hartman, 1993). However, in the case of teenagers in particular, the 
risk of social embarrassment or negative evaluation by peers may motivate the choice to 
shop alone rather than with a friend (Mangleburg et al., 2004).

2.3.3 Behavioral Outcomes
Of the 27 reviewed contributions describing changes in shoppers’ behavior attributed to a 
shopping companion, two mention general in-store behaviors, seven refer to shoppers making 
impulse purchases, and 19 shed light on the amount of time or money, or both, spent by the 
influenced shopper.

The sources listed in Table 2-4 relevant to shoppers making impulse or unplanned purchases 
have found these behaviors to be affected by a variety of factors stemming from the shopping 
environment, one of which is the companion in question (Mihić & Kursan, 2010). Their 
tendency to engage in impulse buying is increased when shopping with family members 
(Badgaiyan & Verma, 2015) or friends (De Vries et al., 2018). In the specific case of shopping in 
clothing stores, a close relationship with a companion further amplifies that effect, particularly 
with friends rather than parents as the influencers (Luo, 2005). The opposite effect was found 
in the case of grocery shopping, where family members and friends as companions can 

Table 2-4: Overview of different companion types and behavioral effects on shoppers

Behavioral outcome /  
Type of companion

In-store behavior Unplanned purchases Effects on time and/or
money spent

Children Page et al. (2018) Calderon et al. (2017); Gillison et 
al. (2015); Haselhoff et al. (2014); 
Page et al. (2018); Thomas and 
Garland (1993); Yim et al. (2013)

Family Badgaiyan and Verma 
(2015)

Friends Cheng et al. (2013); De 
Vries et al. (2018) 

Gui et al. (2021); Kurt et al. (2011); 
Mangleburg et al. (2004)

Family and Friends Zhang et al. (2014) Chen et al. (2021); 
Chomvilailuk and 
Butcher (2014); Luo 
(2005)

Haytko and Baker (2004); Merrilees 
and Miller (2019); Prus (1993)

Not specified Mihić and Kursan 
(2010)

Grewal et al. (2018); Hart and Dale 
(2014); Mora and González (2016); 
Nicholls (1997); Sommer et al. 
(1992); Woodside and Sims (1976); 
Zhuang et al. (2006)
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prevent unplanned purchases (Chomvilailuk & Butcher, 2014) with family members having 
the strongest impact (Chen et al., 2021). It has further been found that a companion of the 
opposite gender increases the likelihood of impulsive purchases (Cheng et al., 2013). With 
respect to general in-store behavior, shoppers with companions are less likely to visit crowded 
areas than their unaccompanied counterparts (Page, Sharp, Lockshin, & Sorensen, 2018; 
Zhang et al., 2014) and, when shopping in larger groups, tend to touch fewer products. If, 
however, shoppers are engaged in interactions with their companions, they tend become 
more involved with products, especially if they are new or exclusive (Zhang et al., 2014).

With regard to monetary effects, the effect of companions can be to increase spending 
(Grewal et al., 2018; Gui et al., 2021; Hart & Dale, 2014; Nicholls, 1997; Sommer et al., 
1992; Woodside & Sims, 1976), especially if they are family members (Merrilees & Miller, 
2019), or a child in a supermarket (Thomas & Garland, 1993) or the shopper is enjoying the 
shopping experience (Mangleburg et al., 2004; Prus, 1993). One study (Kurt et al., 2011) found 
companions to affect spending by men more strongly than spending by women. Negative 
influences on spending can occur when friends intervene to remind shoppers that they 
cannot or should not buy certain products (Prus, 1993). Two more studies contradicted the 
general notion that accompanied shoppers tend to spend more or buy more products (Mora 
& González, 2016; Zhuang, Tsang, Zhou, Li, & Nicholls, 2006).

Sources identified in Table 2-4 that report studies concerned with time spent in retail premises 
present contradictory findings, in that the effect of a companion seems to depend strongly on 
the type and the situation: for instance regarding the level of enjoyment of a shopping trip 
(Gillison et al., 2015). More time can be spent as a result of any sort of distraction from the 
shopper’s task (Grewal et al., 2018), which makes the process more pleasant than shopping 
alone (Gui et al., 2021; Hart & Dale, 2014; Sommer et al., 1992). Extra time spent may also be 
attributable to particularly helpful companions (Nicholls, 1997; Prus, 1993). There is evidence 
that small children can complicate the process and thus prolong it (Haselhoff, Young, Faupel, 
& H. Holzmüller, 2014; Thomas & Garland, 1993) but, on the contrary, some studies have 
found that shoppers with children take about the same length of time as unaccompanied 
shoppers to buy the same amount (Page et al., 2018; Yim et al., 2013).

2.3.4 Cognitive Outcomes
Of the 64 reviewed contributions to the relevant literature, 26 provided insights related 
to a shopping companion’s influences on a shopper’s purchase intention, twelve of which 
dealt with non-food purchases and 17 with food-related purchases. Some considered both 
product categories.

In the context of food shopping, children were found to influence their parents’ purchase 
intentions (Atkin, 1978; Calderon et al., 2017; Castro, Calderon, & Ayala, 2017; Gaumer & 

Chapter 2

32



Arnone, 2009; Nørgaard, Bruns, Christensen, & Mikkelsen, 2007; O’Dougherty, Story, & Stang, 
2006; Pettersson, Olsson, & Fjellstrom, 2004; Wilson & Wood, 2004; Yim et al., 2013), mostly 
by making specific requests, and by being particularly helpful before doing so (Lora et al., 
2016). Sometimes, parents made unplanned purchases to reward their children (Haselhoff 
et al., 2014) or, in particular, to reduce such antisocial behavior as tantrums (Wingert et 
al., 2014). Also in settings that combined grocery shopping and shopping in toy stores, 
children were found to influence parents’ purchase decisions to a certain degree (Buijzen & 
Valkenburg, 2008; Ebster, Wagner, & Neumueller, 2009). Two studies of teenagers specifically 
(Bevelander, Anschutz, & Engels, 2011; Gustafson et al., 2014) found that they tended to 
adopt choices of accompanying friends, exhibiting an increased likelihood of buying high-
calorie products under their influence.

In non-food buying situations, companions with whom the shopper has a good relationship 
increased likelihood of completing a purchase (Nicholls, 1997), for instance by suggesting 
products or areas within a retail location that would not have been considered spontaneously 
(Prus, 1993). In studies of parents accompanying young daughters (Haytko & Baker, 2004), 
it was found that mothers might even change their usual style of dress, or switch brands or 
stores, in response to their daughters’ influence (Gentina et al., 2013). In general, companions 
also provide confidence in a shopper’s buying intentions and facilitate the decision to buy 
(Woodside & Sims, 1976). One study (Zhuang et al., 2006) also found that companions 
increased mall shoppers’ likelihood to buy food, but decreased their likelihood to buy non-
food products.

Table 2-5: Overview of different companion types and cognitive effects on shoppers

Cognitive outcome /  
Type of companion

Purchase intention (non-food) Purchase intention (food)

Children Buijzen and Valkenburg (2008); Ebster et 
al. (2009); Gentina et al. (2013)

Atkin (1978); Buijzen and Valkenburg 
(2008); Calderon et al. (2017); Castro et 
al. (2017); Ebster et al. (2009); Gaumer 
and Arnone (2009); Haselhoff et al. 
(2014); Lora et al. (2016); Nørgaard et 
al. (2007); O’Dougherty et al. (2006); 
Pettersson et al. (2004); Wilson and Wood 
(2004); Wingert et al. (2014); Yim et al. 
(2013) 

Family

Friends Bevelander et al. (2011)

Family and Friends Chomvilailuk and Butcher (2014); Haytko 
and Baker (2004); Prus (1993); Zhang et 
al. (2014)

Gustafson et al. (2014)

Not specified Lindsey-Mullikin and Munger (2011); 
Nicholls (1997); Sommer et al. (1992); 
Woodside and Sims (1976); Zhuang et al. 
(2006)

Zhuang et al. (2006)
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The literature shows that friends or family members may also affect a shopper’s purchase 
intention, in non-food settings for instance, by sharing negative experiences of a product or 
a brand (Chomvilailuk & Butcher, 2014) because they believe that purchase would not be 
a wise decision, or are acting as the shopper’s conscience by way of a reminder about the 
affordability of the purchase (Prus, 1993). companions may hinder shoppers from buying 
when the purchase is of very personal nature (Sommer et al., 1992). Family and friends, 
as shopping companions, may also reduce the influence of a salesperson on a shopper’s 
purchase intention (Zhang et al., 2014). Table 2-5 summarizes the literature reporting findings 
on shoppers’ purchase intention in food and non-food retail settings.

2.3.5 Person-related outcomes
These outcomes form the largest cluster in the analysis, comprising 41 published articles or 
papers in total. Those document the roles that companions fulfill for shoppers (12 items), the 
differences between types of companion (8 items), and processes of consumer socialization, 
for instance via the inputs of parents as shopping companions (13 items). Most elaborate 
on the relationships and interaction between shoppers and companions (24 items). These 
papers and their contributions are summarized in Table 2-6.

With regard to consumer socialization, one paper focused on young-adult daughters acquiring 
shopping skills from their mothers (Minahan & Huddleston, 2010); twelve others dealt with 
parents supervising young children during shopping trips, and teaching them about products 
or about how to behave in the retail environment (Gram, 2015; Grossbart, Carlson, & Walsh, 
1991; Harrell, 1994, 2003a; Holden, 1983; Keller & Ruus, 2014; O’Dougherty et al., 2006; 
Pettersson et al., 2004; Rust, 1993; Vohra & Soni, 2015; Wilson & Wood, 2004; Wingert et 
al., 2014).

The roles and tasks fulfilled by companions during shopping have been researched intensively 
by studying the behavior of family members or peers, or a combination of the two. Teenagers, 
specifically, find that shopping with others from the same generation makes for a more 
enjoyable shopping experience and so most often choose them as companions (Mangleburg 
et al., 2004) while younger women tend to take their mothers with them on clothes-shopping 
trips in the expectation of advice and help with the search (Darian, 1998). In general, the 
tasks that companions are likely to fulfill are numerous, ranging from providing product 
expertise, through offering opinions or sharing advice (Bell, 1967), to the provision of moral 
support, shared fun, and company (Hartman & Kiecker, 1991; Haytko & Baker, 2004; Kiecker 
& Hartman, 1994; Lim & Beatty, 2011; Lindsey-Mullikin & Munger, 2011; Midgley, 1983; Prus, 
1993). By giving advice, companions may also reduce decision-making risks for the shopper 
and thus reinforce the intention to make a purchase (Lindsey-Mullikin & Munger, 2011; 
Woodside & Sims, 1976). Even children may perform specific tasks in a retail environment 
but, overall, their influence has been found to be supportive rather than decisive (Nørgaard 
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Table 2-6: Overview of different companion types and person-related outcomes

Person-related 
outcome /  
Type of  
companion

Consumer socialization 
and social behavior

Roles and tasks of 
companions

Shopper-companion 
relationship and interaction

Variances 
across 
companion 
types

Children Gram (2015); Grossbart 
et al. (1991); Harrell 
(1994, 2003a); Holden 
(1983); Keller and Ruus 
(2014); O’Dougherty et 
al. (2006); Pettersson et 
al. (2004); Rust (1993); 
Vohra and Soni (2015); 
Wilson and Wood 
(2004); Wingert et al. 
(2014)

Darian (1998); 
Nørgaard et al. 
(2007)

Atkin (1978); Buijzen 
and Valkenburg (2008); 
Calderon et al. (2017); 
Castro et al. (2017); Darian 
(1998); Ebster et al. (2009); 
Gaumer and Arnone (2009); 
Gentina et al. (2013); 
Gillison et al. (2015); Harrell 
(1994, 2003a, 2003b); 
Haselhoff et al. (2014); 
Holden (1983); Keller and 
Ruus (2014); Lora et al. 
(2016); O’Dougherty et al. 
(2006); Rust (1993); Vohra 
and Soni (2015); Wingert et 
al. (2014)

Rust (1993)

Family Minahan and 
Huddleston (2010)

Lim and Beatty 
(2011)

Minahan and Huddleston 
(2010)

Friends Mangleburg et al. 
(2004)

Family and 
Friends 

Bell (1967); 
Hartman and 
Kiecker (1991); 
Haytko and Baker 
(2004); Kiecker and 
Hartman (1994); 
Midgley (1983); 
Prus (1993)

Kiecker and Hartman 
(1994); Prus (1993)

Borges et 
al. (2010); 
Chebat et al. 
(2014); Chen 
et al. (2021); 
Hartman and 
Kiecker (1991); 
Kiecker and 
Hartman 
(1993, 1994); 
Luo (2005)

Not specified Lindsey-Mullikin 
and Munger 
(2011); Woodside 
and Sims (1976)

Lindsey-Mullikin and 
Munger (2011)

et al., 2007). Companions do not always perform tasks for the accompanied shopper only but 
may also do so for the retailer, for instance by drawing attention to in-store merchandizing, 
pointing out products, offering product advice, identifying alternative products, or locating 
sales staff (Lindsey-Mullikin & Munger, 2011).

Turning to findings with respect to differences between types of companion, one study 
distinguished between the behavior of very young and young children in supermarkets (Rust, 
1993), while eight reviewed papers compared the influence of friend and family companions 
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in terms of their respective effects on shoppers. Especially when shoppers have a strong 
identification with a particular retail outlet, friends contribute better to a positive shopping 
experience for the shopper than family members do, and thereby deliver better outcomes 
for retailers (Borges et al., 2010). Friends have also been shown to elicit stronger emotions in 
shoppers than family members both in terms of both arousal and ‘apprehension’ (Chebat et 
al., 2014). The general proposition that any companion will enhance the shopping experience 
seems to hold true when shoppers have no strong identification with the places in which 
they are shopping. The relationship shared between shoppers and their companions plays 
a crucial role in determining if and how the former accept the latter’s influence. While 
influences in ‘weak’ relationships between shopper and companion tend to be functional and 
knowledge-based, ‘close’ relationships more often provide stronger moral or social support, 
reassuring the shopper about the appropriateness of the purchase (Kiecker & Hartman, 
1994). Drawing on research regarding consumers’ perceptions of risk associated with certain 
purchases, Kiecker and Hartman (1993) confirmed that the type of risk can determine the 
type of companion chosen by the shopper. Family members are chosen to reduce social 
or psychological risks, while non-family members with whom the shopper has a weaker 
relationship are chosen for their potential to reduce functional risk. A wider comparison of 
the effect of different types of companion on impulse buying behavior found spouses and 
parents to have significantly greater impacts on shoppers than friends, children, or other 
shoppers (Chen et al., 2021). In general, family members were found to reinforce a shopper’s 
focus on the actual task more strongly than a friend did and, at the same time, decrease 
the likelihood of impulse purchasing (Borges et al., 2010; Luo, 2005). With regard to gender 
differences, shoppers have been found to make use of male companions more often than 
female as sources of product information and expertise, and as sources of information on a 
given retailer and on prices. They are also used more frequently for finding and negotiating 
bargains, while female companions are most often depended on for moral support and to 
increase confidence in purchase decisions (Hartman & Kiecker, 1991).

24 of the reviewed papers and articles paid close attention to the specific relationships and 
interactions between shoppers and their companions, most of which related to parents 
accompanied by their children in grocery stores (Atkin, 1978; Buijzen & Valkenburg, 2008; 
Calderon et al., 2017; Castro et al., 2017; Ebster et al., 2009; Gaumer & Arnone, 2009; Harrell, 
1994, 2003a, 2003b; Haselhoff et al., 2014; Holden, 1983; Keller & Ruus, 2014; Lora et al., 
2016; O’Dougherty et al., 2006; Rust, 1993; Vohra & Soni, 2015; Wingert et al., 2014) or when 
shopping for clothes (Darian, 1998). Three further contributions dealt with the unique nature 
of the mother-daughter relationship and the respective influences on each other in terms of 
social comparison and interplay during the shopping process (Gentina et al., 2013; Gillison 
et al., 2015; Minahan & Huddleston, 2010). Among adult shoppers, only two articles actually 
observed and described specific interactions between shoppers and companions as well as 
corresponding results in shoppers’ behavior and emotions (Lindsey-Mullikin & Munger, 2011; 
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Prus, 1993). Mixed genders within shopper-companion relationships were found to be an 
indicator of the strength of the relationship, while only about half of all-male or all-female 
shopping dyads were found to exhibit a close relationship (Kiecker & Hartman, 1994).

2.3.6 Product categories & retail salespeople
With regard to product categories given consideration in ‘co-shopping’ research, the most 
extensively researched setting is shopping for grocery products with children, as shown in 
Table 2-7. Where adult companions are concerned, published research has included a larger 
diversity of products or, in many cases, no specified product category or no actual buying 
activity. When the latter was the case, the focus was on the interaction between shoppers 
and their respective companions and on the influence of the latter on the former’s perception 
of the shopping experience, rather than the purchase of a product.

Table 2-7: Overview of different companion types and product category considered

Product category /  
Type of companion

Cars Clothing Electronics Groceries Toys Mixed or not 
specified

No 
purchase

Children 0 3 0 24 2 0 0

Family 0 0 0 0 0 1 2

Friends 0 3 0 1 0 3 0

Family and Friends 1 3 0 4 0 4 3

Not specified 0 0 1 5 1 3 1

*Note: Two articles involve shopping at a grocery store and a toy store, which is why the number of studies in 
Table 2-7 adds up to 66.

Notably, companions have hardly been researched at all in shopping contexts involving high-
involvement products, such as those that are complex or costly. Only six studies involving 
friends and/or family members as shopping companions have addressed shopping for 
clothing which can, depending on the product category under consideration, relate to an 
individual’s social identity (Feinberg, Mataro, & Burroughs, 1992) and therefore increases the 
importance of a companion’s influence on the decision-making process. It has been found 
that, in such high-involvement situations, shoppers face stronger challenges in comparing and 
understanding products (Bell, 1967; Wang & Hsiao, 2012), which could be facilitated by the 
helpful influence of a shopping companion. It is therefore surprising that more research has 
not focused on how companions influence shoppers in their decision-making with respect 
to complex products.

Products associated with high involvement and high risks demand a more complex 
information-search process and between-products comparisons (Wang & Hsiao, 2012), which 
in turn increase the importance of social influences on decision-making (Mothersbaugh et 
al., 2019). It is intuitively reasonable to assert that, when shoppers tend to rely on social 
influences to make a well-informed decision, interaction with retail salespeople will prove 
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to be especially important, as well as the influence of a companion. It is therefore surprising 
that salespeople have been included in only three of the 64 reviewed contributions, while 
one more reported that shopping companions sometimes take over the tasks of salespeople 
or act in their interest (Lindsey-Mullikin & Munger, 2011). Two reviewed papers deal with 
salespeople rather marginally, one emphasizing that a consensus between salespeople, 
shopper and companion would potentially lead to actual sales (Darian, 1998) and the other 
that, in the presence of several companions, the influence of a salesperson may well be 
reduced (Zhang et al., 2014). Lastly, one reviewed study highlights the importance of the 
level a salesperson’s knowledge and credibility in a sales pitch to a shopper accompanied by 
a companion, particularly when the product is previously unknown and external advice is 
therefore required (Woodside & Sims, 1976).

2.4 Discussion of the findings

Our systematic review of the literature relevant to the influences of shopping companions has 
found that research published up to 2021 has furnished several insights into the effects of their 
involvement, especially where adult companions were involved, which are almost exclusively 
concerned with very generic types of companion rather than with types of behaviors or 
character traits that determine how influence is exerted on shoppers’ decision-making. Many 
research studies of ‘co-shopping’ have focused on children as the companions concerned and 
focused on describing the processes by which they learn to behave as normal consumers in 
the marketplace. The relevant reviewed studies also identified children as the most significant 
source of distraction in a parent’s buying routine. In contrast, evidence regarding the nature 
of adult companions’ influence on shoppers’ emotions has not so far been described in detail. 
The literature makes it clear enough that shoppers’ emotions are influenced by companions, 
but not exactly how that influence operates or how it is processed by the individual. With 
regard to shoppers’ emotions, the general finding is that companions appear to improve the 
shopping experience by engendering a positive mood, apart from some exceptions reported in 
studies in which shoppers felt uncomfortable, judged or pressured (Chebat et al., 2014; Prus, 
1993). Reported findings are ambiguous with respect to the influence of adult companions 
on such behavioral outcomes as the amount of money spent. Several factors seem to play a 
role: for instance, the shopper’s gender or the shopping environment. Beyond the general 
type of companion and type of retail establishment, the reviewed literature has not yet taken 
psychological factors into consideration, such as shoppers’ resilience in the face of negative 
stimuli (Ong, Bergeman, Bisconti, & Wallace, 2006; Windle, 2010).

It is notable that three quarters of the reviewed studies of the influence children have on 
their parents observed their actual behavior at the point of sale: an input which has so far 
been widely neglected in evaluating the influence of adult companions on shoppers. And yet 
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an understanding of how companions’ behavior leads to certain influences on shoppers, of 
both positive and negative nature, could be of particular importance for retail salespeople. 
It is unlikely that a salesperson will be able to predict a companion’s influence on a shopper 
solely on the simple fact that there is one in attendance, unless and until conversational 
exchanges can establish what the relationship is between the two and therefore what role the 
companion can be expected to fulfill. The ability to recognize and interpret behavioral cues 
emanating from companions could allow salespeople to choose their selling approach on a 
more informed basis, which could in turn prove more effective in terms of selling performance 
and shoppers’ perceptions of the service. Other studies have found that the product category 
also plays an important part, one that salespeople should certainly keep in mind. The influence 
of child companions on shoppers’ purchase intentions has been investigated exclusively in 
the context of grocery shopping, while studies involving adults have focused on non-food 
categories or the shopping experience in general. Adult companions can stimulate impulsive 
purchases and, it is generally agreed, increase both the length of time shoppers spend in a 
particular shopping venue and confidence in their purchase decisions. However, improved 
confidence in particular is thought to be strongly related to the product category and the 
shoppers’ prior experiences with the product. For instance, it has been suggested that, when 
shopping for hedonic products, customers seem to develop stronger purchase intentions 
when participating in interactive rather than non-interactive sales situations (Yurova, Rippé, 
Weisfeld-Spolter, Sussan, & Arndt, 2017). Therefore, it would be useful for future research on 
the influence of companions on shoppers’ confidence in their purchase decisions to devote 
more attention on the product category.

Overall, across the reviewed literature, salespeople’s transactions with shoppers and their 
companions have been researched only to a very limited degree. One study of parent-child 
interactions in children’s clothing stores (Darian, 1998), found that salespeople did increase 
the probability of a purchase if they addressed the identified needs of both parent and 
child. If they also displayed a high level of expertise, synergetic effects were likely to occur 
and thus increase the likelihood of purchase (Woodside & Sims, 1976). The presence of 
shopping companions can, however, have adverse consequences for retailers by diminishing 
the salesperson’s influence on the shopper’s intention to buy (Zhang et al., 2014). To deal 
effectively with the various types of shopping companion and their particular influence in 
a given situation, salespeople must be able to adjust their approach accordingly. Ideally, 
that adaptation will be based on specific identifiable characteristics of shoppers, and their 
companions, such as whether they are more task-oriented, interaction-oriented, or self-
oriented (McFarland et al., 2006). It is argued that one of the foremost goals in interacting 
with shoppers should be to establish credibility (Evans, McFarland, Dietz, & Jaramillo, 2012). 
In fact, a generally favorable attitude toward the salesperson can increase likelihood of a 
shopper developing a positive attitude to the retail establishment itself (Babin, Babin, & Boles, 
1999) and thereby increase the shopper’s sense of satisfaction (Homburg, Müller, & Klarmann, 
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2011). Furthermore, responding adequately to shoppers’ specific emotions is crucial. It has 
been shown that, if that does not happen, the level of customer satisfaction can be harmed 
(Menon & Dubé, 2000). Thus, a salesperson’s performance can be improved by the choice or 
adaptation of an approach to customers so that it caters to their individual needs, especially 
in service-oriented retail environments. Frontline employees’ superior personal skills, such 
as good product or service knowledge, experience, and emotional intelligence can facilitate 
the achievement of those goals (Kidwell, McFarland, & Avila, 2013; Szymanski, 2018).

In ‘co-shopping’ situations, in which salespeople must cater to the needs and character 
of a shopper’s companion, the difficulty is that the second party in the process may have 
distinctly different personal characteristics, meaning that a fundamentally different approach 
is required from that which is appropriate for the shopper. Surprisingly, our review of the 
relevant literature has found no evidence for that particular consideration having been 
taken into account, even in research into ‘adaptive selling’, which has focused exclusively on 
salespeople’s interactions with a single shopper. Consequently, it remains unclear whether 
or not salespeople can draw on the same selling techniques in the presence of a companion 
as they do when interacting with a single shopper, and how effective those techniques are.

2.5 Implications and suggestions for further research

Three interesting possibilities for further co-shopping research arise from our systematic 
review of the literature. First, an important general variable that demands further attention 
is the nature of the influence exerted by adult companions, as distinct from children or 
teenagers. To understand how that process works, researchers and practitioners need to 
know more about the actual behaviors and characteristics of those third parties. Attributing 
any effect they have on an accompanied shopper exclusively to demographic criteria and 
the type of relationship they share appears theoretically insufficient. It is likely that the 
attitudes they display to the shopping process itself, their level of enjoyment, and the way 
they communicate with the shopper also have an important in the shopper’s marketplace 
behavior and input processing. That being so, future studies should not only control for the 
general types of companion, but also pay special attention to their personal behaviors and 
characteristics. Those may fundamentally shape shopper-companion interaction and facilitate 
the understanding of resulting changes in shopper behavior.

Second, the perception of stress during shopping, inculcated by the retail environmental, 
is a recognized and researched issue (Albrecht, Hattula, & Lehmann, 2017; Moschis, 2007). 
It can precipitate avoidance behaviors, such as abandoning the purchase and leaving the 
premises. Causal factors could be, for instance, the physical layout of a store, the waiting 
time experienced or the presence of salespeople. Little or no attention has been directed 
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so far toward perceived stress engendered by a distracting or disruptive companion and the 
consequent impact on shopping behavior. Babin and Attaway (2000) have shown that hedonic 
value perceived by consumers during a shopping trip can be damaged by negative emotions 
or a bad mood (Swinyard, 1993), which in turn can cause shoppers to avoid or withdraw 
from the particular environment responsible (Babin, Griffin, Borges, & Boles, 2013; Borges 
et al., 2010; Orth, Limon, & Rose, 2010). While it is likely that an unenthusiastic or annoying 
companion can indeed engender negative emotions in a shopper, the research question needs 
to be raised about the behavioral consequences. This means that, while shoppers may not 
generally avoid a shopping location after experiencing a stressful companion and negative 
emotions, they may still withdraw from a stressful situation at some point. For example, 
if such a companion causes an atmosphere laden with negative emotions, shoppers may 
decide to cancel or postpone their shopping trip or simply buy less at that visit. Women and 
men have been shown to react to and deal with negative emotions differently (Babin et al., 
2013). It would therefore be useful to control for gender differences when measuring negative 
emotions of this kind. Social inputs in general are also important in a consumer’s evaluation of 
the shopping experience (Kim, Kang, & Kim, 2005). If shoppers and companions both enjoy a 
shopping trip, positive emotions can be expected to increase, potentially increasing resistance 
to negative environmental influences (Ong et al., 2006; Windle, 2010). Therefore, future 
co-shopping research concerned with a companion’s role in terms of perceived shopping 
stress should consider both social and psychological factors at play in shopper-companion 
interactions. In addition, the reasons for shoppers’ adaptive behavior could be adumbrated 
by linking research on their emotions to such inherent psychological factors as resilience to 
stressful stimuli.

The third interesting possibility for further co-shopping research stems from the fact that it 
has so far concentrated on interactions among two or more individuals shopping together, 
whereas research on adaptive selling has focused on those between salespeople and 
unaccompanied shoppers. The combination of a shopping companion plus the additional 
social influence of a retail salesperson has only rarely been studied, for instance by Darian 
(1998) with regard to parent-child shopping activities for clothes, or by Woodside and Sims 
(1976) under consideration of different levels of salesperson expertise. In the particular case 
of accompanied shoppers, the challenge for a retail salesperson is to establish credibility and 
be evaluated as knowledgeable and competent by not just one but at least two people, who 
may have different needs and expectations regarding the service provided. If salespeople were 
to be educated in what is known about the role and the potential influences of different types 
of shopping companions, they could be better trained to cope with co-shopping situations. 
Offering better customer service is crucial to the maximizing of customers’ perceived value 
for local retail stores (Sweeney, Soutar, & Johnson, 1997), and presumably equally for 
less local counterparts, who can thereby distinguish themselves from bricks-and-mortar 
competitors. This is a particularly important consideration when an increasing share of all 

2

Shopping companions and their diverse impacts:  A systematic annotated bibliography 

41



shopping is being conducted in the less interactive online shopping environment, where it 
is harder to establish the ‘local’ level of customer service. Being able to understand what 
research has to show about how different types of shopping companions exert influence on 
shoppers and how that influence is processed will enable retail salespeople to provide more 
customer-oriented service in their sales conversations with both shoppers and companion 
shoppers. Such knowledge can help sales staff to reinforce the positive influences of shopping 
companions or mitigate potential negative effects by identifying and taking into account 
shoppers’ and companions’ respective personal characteristics and needs (where those can be 
discovered). Given the partially outdated and incomplete findings on the interaction between 
co-shopping dyads and salespeople, we repeat an existing call for further studies of the 
interaction between retail salespeople and co-shoppers (Lindsey-Mullikin & Munger, 2011). 
Those could most usefully focus on the actual behaviors and characteristics of all parties, as 
well as on the potential influences the right selling approach by a salesperson could have on 
the selling interaction and its outcome.

2.6 Conclusion

This paper has summarized the current state of knowledge about the process of co-shopping 
(with a companion or companions) and provided a systematic, structured synopsis of what 
published research studies have found with regard to the different types of companion and 
their respective influences on shoppers. These relate to affective processes, such as the 
experience of emotions, cognitive processes, such as purchase intentions, and behaviors 
specific to shopping, such as time or money spent in-store or impulsive decision-making. 
Categorization of all the potential effects of companions on shoppers shows clearly that 
their input can have a strong impact on shopping behavior and buying decisions. This has 
major implications for retailers in particular. Salespeople frequently encounter accompanied 
shoppers and must be able, as far as possible, to ‘read’ the behavior of those companions 
and correctly assess their influence on shoppers correctly, in order to react accordingly. It 
is therefore especially important, if the aim is to deliver optimal customer service, that not 
only the discernible goals and needs of shoppers are taken into account and acted upon, 
but also those of their shopping companions. For example, if salespeople fail to maintain 
shoppers’ sense of wellbeing, they run the risk that their potential customers will leave 
without accomplishing their initial goal: that is, to make a purchase.

Service-oriented retailers are generally interested in long-term relationships with their 
customers. Therefore, it is especially important for their frontline employees to correctly 
assess the situations and moods of shoppers, and their companions and, in certain 
circumstances, not to force a short-term sale. Ideally, salespeople should be able not only 
to provide a pleasant shopping atmosphere for shoppers but also to deal with companions 
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in such a way that two satisfied customers leave the store in the end. Moreover, in every 
interaction with co-shopping customers, there is an opportunity to convert a companion into 
a future customer. To make that possible, appropriate skills and traits are required, which 
retailers should emphasize in appropriate training and continuing education measures.

2

Shopping companions and their diverse impacts:  A systematic annotated bibliography 

43



3



 
 

Chapter 3
Personality traits and behaviors of shopping 

companions – taking on the retailer perspective

Publication history:
The according paper was written together with Prof. Dr. Jörn Redler and Prof. Dr. 

Sven Pagel and was submitted to the journal Review	of	Managerial	Science, where 
it was published in 2020.

A slightly adapted version of this published version is presented in this chapter. 
The modifications made in comparison with the published version relate 

to the naming conventions for the identified companion types. These were 
harmonized with the terminology in Chapter 4 to improve readability and facilitate 

understanding of the common and divergent characteristics of companions.

Reference to the publication:
Scholz, T., Redler, J., & Pagel, S. (2020). Re-Designing adaptive selling strategies: 

the role of different types of shopping companions. Review	of	Managerial	Science 
15(5), 1243-1280. doi: 10.1007/s11846-020-00385-1

Keywords: adaptive selling; shopping companions; sales interactions; social 
influence; retail shopping



Chapter 3 builds on the evidence from Chapter 2 that not much is known about the personality 
and behavior of retail shopping companions. Adopting the perspective of practitioners by 
conducting expert interviews with retail salespeople and subsequent inductive category 
formation, this chapter provides a categorization of different types of companion based on 
personality traits and commonly observed behaviors. This study is the first to define types 
of shopping companion in that way, thus offering important insights as to how they exert 
influence on shoppers and how shoppers respond to that influence in terms of behavior. The 
findings confirm the notion that certain companion types exist that do not benefit but harm 
shoppers’ retail experience. Corresponding consequences and implications for retailers and 
their salespeople are discussed, especially with regard to the improvement of customer-
oriented sales training methods.



Abstract

This paper explores the influence of shopping companions in retail sales conversations and 
the necessity of designing more comprehensive sales training programs. In particular, the 
characteristics and behaviors of shopping companions and their subsequent effects on 
accompanied shoppers, the salesperson and the sales conversation are examined. Shopping 
companions have not played a role in adaptive selling research and most practical trainings 
for salespeople so far, although they can significantly affect shopper behavior and decision-
making, and require distinct approaches by salespeople. Systematizing in-depth interviews 
with salespeople and qualitative content analysis reveal a variety of different character traits 
and behaviors of shopping companions that can lead to positive and negative outcomes 
from a salesperson’s perspective. The interactions that take place between customers 
and salespeople are the core element of customer-oriented service in retailing. When a 
holistic customer-oriented service is part of their value proposition, retailers should consider 
re-designing training programs for salespeople and include the influence of shopping 
companions. In doing so, customer orientation of salespeople can be increased by augmenting 
their capabilities and enabling them to make use of adaptive selling techniques specifically 
designed for co-shopping situations.

3.1 Introduction

Sales conversations between shoppers and salespeople are a natural part of retail shopping 
and provide shoppers with information regarding a retailer’s service quality and customer 
orientation. A key factor, especially for adaptive selling techniques, which are designed to 
cater to shoppers’ needs on a situational basis, is a salesperson’s ability to identify customers’ 
shopping orientation and thus the fitting sales approach (McFarland et al., 2006). In order 
to meet the expectations of customers, training programs for salespeople that focus on 
customer service are inevitable (Bishop Gagliano & Hathcote, 1994) and salespeople need to 
keep their skills up to date constantly (Bradford et al., 2017). Trainings teach salespeople the 
process regarding how to provide optimal customer service in sales conversations by providing 
them with what design research describes as a general solution concept, i.e. a general rule 
regarding how to achieve a certain goal in a given situation (van Aken & Romme, 2009). 
These solution concepts can be, amongst others, an act or a process. While they are general 
concepts, they must be applied to more specific situations (van Aken, 2005), as for instance 
by salespeople who encounter different types of shoppers in retail sales conversations. Sales 
trainings and customer orientation guidelines for salespeople are no new concepts. Therefore, 
by investigating whether shopping companions need to be added to the existing solution 
concepts how salespeople approach customers in order to provide optimal customer service, 
we focus on variant design, i.e. the adaption available solution concepts (van Aken, 2005).
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A high degree of customer orientation can serve as a retailer’s distinctive feature against 
competitors. If retailers manage to put customers in a good mood, for instance by offering 
superior functional service quality (Sweeney et al., 1997), customers may perceive even 
objectively weak arguments as subjectively strong arguments (Bambauer-Sachse & Gierl, 
2009). Particularly, when customer service is personalized and when salespeople relate to 
customers at a human level, it can reinforce customers’ satisfaction and patronage behavior 
(Mittal & Lassar, 1996). In co-shopping situations, shoppers may alter their own behavior 
due to the additional influence of a shopping companion. In previous research, the parties 
involved in retail sales interactions have only been considered dyadically, either looking at 
salespeople and shoppers or at shoppers and their respective companions. Adaptive selling 
techniques are therefore designed for one-to-one sales interactions between a salesperson 
and a shopper only. But as the addition of a shopping companion changes the whole shopping 
experience (Borges et al., 2010; Lindsey-Mullikin & Munger, 2011), a salesperson’s approach 
to adaptive selling in co-shopping situations needs to change as well. Although shopping 
companions sometimes take over tasks that are usually taken over by salespeople, e.g. sharing 
advice when a consumer is uncertain and providing social support (Haas & Kenning, 2014), 
their influence can be twofold from a salesperson’s point of view. That is, besides encouraging 
purchases or enhancing perceived hedonic value derived from shopping, companions can 
cause shopping apprehension in the shopper (Chebat et al., 2014), for instance, because 
the shopper feels evaluated or judged (Argo et al., 2005; Prus, 1993), which could lead to 
a shopper abandoning or adjourning the purchase. Woodside and Sims (1976) highlighted 
the benefits of not only convincing the shoppers themselves, but also their companions in 
order to make them approve of a purchase, which can facilitate the sales conversation for 
the seller. When looking for clues about the shopper and the adequate selling approach, 
companions can be of help for the salesperson as well. The presence of a specific type of 
shopping companion can already provide valuable information to the seller, as they tend to 
choose certain types of companion over others for the purpose of risk reduction (Kiecker & 
Hartman, 1993), depending on the sort of risk a shopper associates with a specific product. 
By employing adaptive selling techniques, salespeople try to steer a sales conversation in 
the desired direction by fitting the sales approach to the customer’s character, behavior and 
needs (McFarland et al., 2006). In the presence of a companion, this can also include a seller’s 
attempt either to reinforce positive influences of a companion, or to mitigate potentially 
harmful behaviors. Literature on adaptive selling suggests adequate approaches for 
salespeople depending on various shopper characteristics (Guo & Main, 2017; McFarland et 
al., 2006; Menon & Dubé, 2000), but in order to efficiently deal with the additional influence 
of a shopping companion, they need to know about the specific characteristics and behaviors 
of companions that substantiate their influence. Particularly in retail stores that aim at a high 
level of customer orientation, managers should raise the question whether the concepts used 
to train salespeople in terms of customer orientation need to be re-designed and additionally 
account for the influences and effects a shopping companion adds to the sales conversation.
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In order to fill the research gap on the contributions of shopping companions to the sales 
conversation in retail shopping situations, this study has two main objectives. First, to identify 
different types of behaviors and characteristics of shopping companions from salespeople’s 
point of view and investigate whether they can be clustered in superordinate categories. 
Second, to understand the consequences the influence different companion types can have 
on shoppers, salespeople and the sales conversation in general.

By moving beyond the dyadic consideration of the shopper-salesperson and shopper-
companion relationships, we add to the body of literature by suggesting five different types 
of shopping companions based on unique compositions of different characteristics and 
behaviors they display in sales conversations. Each companion type exerts specific influences 
on the shopper and the salesperson. Understanding these influences is crucial for retailers 
in order to grasp the full dynamics of sales conversations and to evaluate the efficiency of 
their salespeople’s approaches. Different behaviors and attitudes of these various companion 
types implicate a variety of challenges for salespeople that have not yet been addressed by 
adaptive selling research. From a practical point of view, we propose that a salesperson’s 
ability to effectively evaluate the characteristics and needs of shopping companions is likely 
to enhance their success in sales conversations. We suggest that salespeople reconsider their 
approach to customer-oriented service in co-shopping situations and evaluate whether their 
set of tools includes adequate techniques for handling shopping companions. A re-design of 
the education of salespeople and training could lead to higher levels of customer orientation 
and a higher chance of reinforcing shopping companions’ positive behaviors or mitigating 
possible detrimental effects.

In order to define the scope of this study, we first examine the body of literature on different 
types of shoppers and how they are influenced by the presence of companions and then 
outline salespeople’s use of adaptive selling techniques. Next, we elaborate on the importance 
of salespeople considering shopping companions in their adaptive selling approaches in order 
to appropriately deal with their influences. Subsequently, the exploratory research approach 
and the expert sample are described, after which we discuss the different types of shopping 
companion behaviors we identified. Eventually, we discuss our findings in terms of theoretical 
and practical implications, their meaning for future research, and the limitations of the study.
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3.2 Theoretical background on co-shopping and adaptive 
selling techniques

3.2.1 Shoppers & shopping companions
A lot of research has been dedicated to profiling different types of shoppers, while the 
characteristics and motivations taken as a basis to define shopper types as well as samples 
and research contexts varied greatly. Research has clustered types of shoppers by underlying 
motivations for shopping trips and the importance of certain aspects of the shopping process, 
based on psychographic criteria, or based on efforts taken by shoppers in order to achieve 
certain goals (see Table 3-1).

Table 3-1: Various shopper types described by earlier research

Author(s) Described types of shoppers Research population & 
context

Darden and Reynolds 
(1971); Stone (1954)

Economic shoppers; personalizing shoppers; ethical / 
moralistic shoppers; apathetic shoppers

Female department 
shoppers

Williams, Painter, and 
Nicholas (1978)

Apathetic shoppers; convenience shoppers; price shoppers; 
involved shoppers

Grocery shoppers

Bellenger and 
Korgaonkar (1980)

Recreational shoppers & convenience /  
economic shoppers

Adult shoppers in malls 
& non-mall locations

Westbrook and Black 
(1985)

High involvement shoppers; medium-high involvement 
& merchandise choice optimizers; apathetic shoppers; 
economic shoppers; “average” shoppers

Female department 
store shoppers

Lesser and Hughes 
(1986)

Inactive shoppers; active shoppers; traditional shoppers; 
service shoppers; dedicated fringe shoppers

Heads of households 
from several studies in 
different regions

Lumpkin, Hawes, and 
Darden (1986)

Inactive shoppers; active outshoppers;  
thrifty innovators

Shoppers from rural 
communities

Babin, Darden, and 
Griffin (1994)

Hedonic shoppers & utilitarian shoppers Adult shoppers

Jarratt (1996) “Have to” shoppers; moderate shoppers; service shoppers; 
experiential shoppers; practical shoppers;  
product focused shoppers

Shoppers from rural 
trading areas

Reynolds, Ganesh, and 
Luckett (2002)

Basic shoppers; apathetic shoppers; destination shoppers; 
enthusiasts; serious shoppers; brand seekers

Mall shoppers

Adult shopping companions, on the other hand, have nearly exclusively been researched 
in terms of the impact they have on accompanied shoppers and not based on their 
characteristics and actual behaviors. Companions influence the behavior of shoppers in terms 
of time (Gillison et al., 2015; Hart & Dale, 2014; Nicholls, 1997; Prus, 1993; Sommer et al., 
1992) and money they spend in the process (Mangleburg et al., 2004; Nicholls, 1997; Prus, 
1993; Sommer et al., 1992). Negative effects of companions have been documented as well. 
They may interfere with shoppers’ purchase intention, for instance, when shoppers intends 
to buy a product of very personal nature (Sommer et al., 1992) or when the companions 
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act as the shoppers’ bad conscience and prevent them from buying a product they cannot 
or should not buy (Prus, 1993). In contrast to friends, family members as companions can 
harm the perception of shoppers’ enjoyment of the shopping process (Borges et al., 2010).

More detailed descriptions of shopping companions in earlier research either refer to their 
relationship with shoppers (e.g., children; family members such as spouses, siblings, or 
parents; or friends) or to their gender. In many cases, however, researchers do not specify 
the type of companion and define co-shopping as the situation where any kind of person 
accompanies a shopper (e.g., Hart & Dale, 2014; Lindsey-Mullikin & Munger, 2011; Mora 
& González, 2016; Nicholls, 1997; Sommer et al., 1992; Woodside & Sims, 1976; Yim et al., 
2013). Only a few studies look at companions on a more individual level, trying to elaborate 
on specific reasons that mediate or moderate above-mentioned relationships between their 
influence and money or time shoppers spend in stores, shopping enjoyment, or emotional 
attachment to shopping places (Bellenger & Korgaonkar, 1980; Borges et al., 2010; Chebat et 
al., 2014; Wenzel & Benkenstein, 2018). Notable differences exist between male and female 
companions (Kurt et al., 2011) or when the relationship strength between shoppers and 
their companions was particularly strong or weak (Kiecker & Hartman, 1994). An overview 
of the documented effects of various types of adult companions on accompanied shoppers 
is provided in Table 3-2.

In order to gain a better understanding of why these different effects of shopping companions 
on shoppers emerge, a more specific context is helpful, i.e., these effects need to be attributed 
to specific characteristics and behaviors of companions. Creating this context defines the 
scope of this research. To obtain a complete understanding of shopping companion’s effects 
on sales conversations, the perspective of salespeople is crucial as well. Retail salespeople 
encounter interactions with shoppers and their companions on a daily basis and thus deal with 
many different characters. In order to grasp how salespeople influence sales conversations 
themselves, the next section will provide an overview of different adaptive selling techniques 
of salespeople and the criteria based on which these techniques are chosen.

3.2.2 Retail salespeople and adaptive selling techniques
In adaptive selling, salespeople adjust their sales approach with respect to the specific 
characteristics and needs of a customer (McFarland et al., 2006). At the beginning of a sales 
encounter, salespeople often use intuitive judgments to assess the customer’s needs and 
characteristics (Hall et al., 2015). When salespeople need to correct their initial judgment and 
alter their approach, changes need to be made in the right direction, as otherwise, they are 
ineffective or can even harm the influence attempt (Evans et al., 2012; Hall et al., 2015). High 
levels of empathy facilitate a salesperson’s customer-orientation (Delpechitre, Rutherford, 
& Comer, 2019) and in order to adapt their selling strategies accordingly within a sales 
conversation, listening skills are of crucial importance. Salespeople with good listening skills 
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can adapt their approaches better, create more trust with customers and thus increase their 
perceived value (Itani, Goad, & Jaramillo, 2019; Ramsey & Sohi, 1997). Salespeople are one 
of the most important contributors to customers’ attitudes toward the retailer itself (Babin 
et al., 1999), and those who possess the ability to recognize a shopper’s individual needs 
and characteristics and can adjust their selling approaches accordingly are more successful 
than others (McFarland et al., 2006). In fact, adaptive selling is one of the most important 
determinants of a salesperson’s performance (Verbeke, Dietz, & Verwaal, 2011). The 
importance of functional and technical service quality for customers’ willingness to make a 
purchase (Sweeney et al., 1997) the connection between a salesperson’s customer orientation 
and their sales performance (Homburg et al., 2011), as well as customer satisfaction (Román 
& Iacobucci, 2009; Stock & Hoyer, 2005), are familiar concepts. When engaging in adaptive 
selling, the categorization of shoppers is crucial for salespeople in order to better understand 
and serve their needs (Sharma, 1995). Yet, considerable parts of the literature focus on 
analyzing the use of various customer-oriented selling techniques without considering 
specific characteristics and behaviors of shoppers (e.g., Bailey, 2015; Homburg et al., 2011; 
Sweeney et al., 1997). Common techniques salespeople use in sales conversations comprise 
information exchange or recommendations, verbal prompts, threats, or promises, ingratiation 
or inspirational appeals (Alavi, Habel, Schmitz, Richter, & Wieseke, 2018; Ebster, Wagner, & 
Valis, 2006; Hochstein, Bolander, Goldsmith, & Plouffe, 2018; McFarland et al., 2006; Plouffe 

Table 3-2: Effects of shopping companions found by earlier research

Influenced factors of  
shopping companions

Type of companion Author(s)

Time spent Family members 
and / or friends

Borges et al. (2010); Gillison et al. (2015); Hart and Dale (2014); 
Haytko and Baker (2004); Mangleburg et al. (2004)

Time spent Not specified Hart and Dale (2014); Mora and González (2016); Sommer et 
al. (1992)

Money spent Family members 
and / or friends

Haytko and Baker (2004); Kurt et al. (2011); Mangleburg et al. 
(2004); Prus (1993); Zhang et al. (2014)

Money spent Not specified Hart and Dale (2014); Mora and González (2016); Sommer et 
al. (1992)

Emotions/confidence/ 
hedonic value/ 
risk perception

Family members 
and / or friends

Bell (1967); Borges et al. (2010); Chebat et al. (2014); Gillison et 
al. (2015); Hartman and Kiecker (1991); Kiecker and Hartman 
(1993, 1994); Lim and Beatty (2011); Mangleburg et al. (2004); 
Minahan and Huddleston (2010); Prus (1993); Wenzel and 
Benkenstein (2018)

Emotions/confidence/ 
hedonic value/ 
risk perception

Not specified Hart and Dale (2014); Lindsey-Mullikin and Munger (2011); 
Mora and González (2016)

Purchase intention or 
impulsive behaviors

Family members 
and / or friends

Cheng et al. (2013); Chomvilailuk and Butcher (2014); Gentina 
et al. (2013); Haytko and Baker (2004); Luo (2005); Prus (1993); 
Yim et al. (2013); Zhang et al. (2014)

Purchase intention or 
impulsive behaviors

Not specified Lindsey-Mullikin and Munger (2011); Nicholls (1997); Woodside 
and Sims (1976); Yim et al. (2013)
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et al., 2014). In adaptive selling, however, these tools should not be used universally but 
under the assumption that customers are different and therefore require different approaches 
(Plouffe et al., 2014), also in order to view a salesperson as a credible source of information 
(Arndt, Evans, Landry, Mady, & Pongpatipat, 2014). Differences in shopper characteristics 
can be due to situational circumstances, as for instance a customer’s level of informedness 
about a product (Hochstein et al., 2018) or their tendency to approach or avoid stimuli in 
the shopping environment (Guo & Main, 2017), which requires salespeople to choose either 
autonomy-oriented or interaction-oriented approaches. Moreover, shoppers can display 
different orientations toward focusing on tasks or interactions (McFarland et al., 2006), which 
is linked to the more effective use of either information-related selling tactics, ingratiation 
and inspirational appeals, or threats and promises in order to maximize their success. How 
a shopper processes information can further determine the approach a seller should take 
(Hunt & Bashaw, 1999). If, for instance, a salesperson fails to respond to a shopper’s display 
of certain positive or negative emotions adequately, the shopper may leave the store and 
become dissatisfied (Menon & Dubé, 2000).

Consequently, in customer-oriented selling environments, salespeople, who employ adaptive 
selling approaches, need to match selling techniques with shoppers’ personalities and 
characteristics in order to convince and provide a higher degree of satisfaction. Customer-
oriented salespeople therefore need to be equipped with an adequate set of diagnostic tools 
not only to recognize the type of shopper at hand. The same accounts for the characteristics 
of a shopping companion, who may become an additional part of the sales conversation that 
possibly requires a different approach than the shoppers themselves in order to be convinced 
or to collaborate with the salesperson.

3.2.3 Shopping companions in retail sales conversations
Including shopping companions in adaptive selling research is inevitable, given that the 
required level of credibility to make a successful influence attempt (Evans et al., 2012) needs 
to be established with a second person at the same time. However, research on salespeople’s 
interactions with customers has focused on single shoppers to date, and not yet included 
the presence of shopping companions. The ability to categorize shoppers makes salespeople 
more successful (Weitz et al., 1986) and which selling approach is chosen by a salesperson 
depends on whether salespeople have a sufficient skillset regarding the categorization of 
a shopper (Román & Iacobucci, 2009) or, in the case of co-shopping, a shopping dyad, and 
whether they can identify their characteristics and needs properly. The complexity of this 
task for salespeople in co-shopping situations becomes more apparent when looking at the 
internalization process of interpersonal influence suggested by Kelman (1961). McFarland 
et al. (2006) have transferred Kelman’s “processes of opinion change” to the adaptive 
selling context. According to them, internalization in a sales context occurs when a shopper 
follows the suggestion of a salesperson because they deem it appropriate for solving their 
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problem. In co-shopping situations, a companion is added to the equation and, in a worst-
case scenario from a salesperson’s point of view, provides contrasting advice to the shopper. 
In these situations, the shopper has to decide whether to listen to the companion, whom 
they may have a strong relationship with or to the professional (salesperson), or, whether 
to avoid making a decision at all and leave the potentially uncomfortable situation. How 
a shopper makes such a decision corresponds to the coping strategies from psychological 
stress research, where a person either approaches a stressor or avoids it, i.e. turns away 
from a stressful situation (Roth & Cohen, 1986). How stressful a situation is perceived as 
is also related to a person’s psychological resources, i.e. their resilience toward stressful 
stimuli (Ong et al., 2006). People with higher levels of resilience show higher probabilities 
of perceiving a stimulus as a challenge rather than a threat, because they feel more self-
confident and thus able to overcome said stimulus (Folkman, 2013). A salesperson, however, 
can hardly assess a shopper’s resilience and thus rely on them approaching rather than 
avoiding a stressful situation in the store. Therefore, they need to focus on preventing such 
negative stimuli from emerging in the first place. In order to do so, their understanding of 
a companion’s behavior and influence is crucial. Research on typologies of shoppers and 
on adaptive selling both lack the inclusion of a shopping companion’s character traits and 
behaviors, and therefore have not formed a connection so far between the salesperson 
and their reaction to a shopping companion and vice-versa. Instead, participants of sales 
conversations have been researched in dyadic interactions only, i.e., as a companion-shopper 
interaction or as a shopper-salesperson interaction. Adding an accompanying person has 
the seller facing a second variable in the equation, who might require a different approach 
to be convinced. As the shopping companion is not involved in the purchase per se, they 
are likely to have a more objective point of view of the decision and might easily advise the 
shopper against making a purchase. A companion could even intervene in situations where 
the salesperson had already been successful in closing the sale in a one-on-one conversation, 
by reminding the shopper that they should not buy the product (Prus, 1993), or by stating a 
negative opinion regarding the product or the price. Dealing with a shopper’s objections is 
a crucial part of the regular selling process (Jobber & Lancaster, 2019) and, in situations of 
co-shopping, companions may elicit additional objections the salesperson needs to handle. 
In order be successful in their influence attempt, salespeople therefore must understand the 
needs and characteristics of both characters, the shopper and their companion.

The influence of shopping companions on salespeople (or: the sales conversation) may 
take place in two different ways (see Figure 3-1). First, in a direct way, when companions 
communicate and interact with the salesperson directly. In the second way, their influence 
is supposed to be mediated by the shopper. We call this the initial stream of influence, 
as it cannot be influenced by the salesperson before they are confronted. A companion’s 
interaction with a shopper is supposed to elicit consequences not only for the shoppers 
themselves, but also for the salesperson due to changes in attitude or behavior of shoppers 
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because of to the companion’s influence. Being at the end of the initial stream of influence, 
the salesperson is now in the position to react. Depending on the approach they choose, they 
may address the companion or the shopper, or both of them. This study aims at exploring 
both influence streams by investigating shopping companions’ characteristics and their 
behaviors displayed in sales conversations, as well as the consequences of their behavior for 
the shopper and the challenges arising for salespeople.

3.3 Methodology: Qualitative content analysis & inductive 
category formation

3.3.1 Qualitative content analysis
The goal of this study was to explore behaviors and characteristics of shopping companions 
during sales conversations from the perspective of salespeople, and to learn about their 
subsequent effects on the accompanied shopper, the salesperson and the sales conversation 
itself. Due to its exploratory nature, the research was conducted by means of a qualitative 
approach. Particularly in exploratory research stages and when theory or research literature 
on a phenomenon is limited, conventional qualitative content analysis is appropriate (Hsieh 
& Shannon, 2005). In order to access practical insider knowledge we choose systematizing 
expert interviews as the tool for data collection (Bogner & Menz, 2009). To maintain flexibility 
during the interviews as well as the ability to guide the interviews in the intended direction, 
a semi-structured interviewing approach was deemed appropriate. This approach should 
also allow room for respondents to spontaneously describe situations that substantiate their 
answers and to provide more detailed information (Brinkmann, 2014; Brinkmann, 2020), 
which is encouraged by conventional content analysis (Hsieh & Shannon, 2005), in order to 
understand the latent content of the data (Sandelowski, 2000) as well. Although the data 
collection approach is explorative and qualitative in nature, prior theoretical knowledge 

Figure 3-1: Proposed streams of influence in co-shopping situations
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about existing concepts regarding the researched area was crucial (Flick, 2018), particularly 
for the conceptualization of the interview structure. Earlier research provides a variety of 
categorizations of different types of shoppers, their behaviors, and attitudes, as well as 
various effects of shopping companions on accompanied shoppers regarding their emotions, 
thinking processes and behaviors (see Section 3.2.1). We used the findings of this body of 
literature to develop the questionnaire guiding the interviews, which allows the capturing 
of behaviors and attitudes of shopping companions from the perspective of salespeople. To 
be able to attribute certain effects of shopping companions on a shopper, as described in 
earlier research, to specific behaviors or characteristics of shopping companions, questions 
aiming at these effects on shoppers and the sales interaction itself were included as well. 
We pilot-tested the interview questionnaires regarding their structure and plausibility in two 
independent interviews with a fellow researcher from a different field and a department 
manager from a clothing store who would not participate in the study. The guidelines that 
shape the semi-structured interviews are provided in Appendix B-1.

Due to the study’s focus on social influences in retail shopping situations, the category of 
products salespeople in the study deal with needed to be associated with a certain intensity 
of decision-making by shoppers as well as a higher level of susceptibility to interpersonal 
influences. Various product categories are usually linked to a different level of customer 
involvement, i.e. a consumer’s perceived relevance of a product based on individual criteria 
(Pansari & Kumar, 2016; Zaichkowsky, 1985), which leads to an extended acquisition of 
information and a more active processing of product-related information (Warrington & 
Shim, 2000). A higher level of involvement is assumed within the category of shopping goods, 
as opposed to convenience goods. Shopping goods typically involve a certain amount of 
consideration prior to the purchase regarding the price, quality and suitability of a product 
(Bucklin, 2018; Holton, 2018), which increases a shopper’s susceptibility to interpersonal 
influence. When the purpose of a product is to transport a specific self-image of a shopper 
(Jacoby & Kaplan, 1972) or when a product is related to a consumer’s social identity (Feinberg 
et al., 1992), the susceptibility to social influence increases even more. Therefore, we focused 
on the category of shopping goods and included different product types from this category, 
since shoppers may vary in the degree to which they are susceptible to the product-related 
influence of others depending on the product type (Witt & Bruce, 1970), namely clothing 
and shoes, glasses (optical retailing) and consumer electronics.

3.3.2 Sample
The interviews were conducted among sales associates from stores located on shopping 
miles in big cities in the Rhine-Main region in Germany. We interviewed salespeople from 
retail stores with a focus on clothing and/or shoes, optical retailing, or consumer electronics, 
whereas each store was specialized in at least one of these product categories. We did not 
discriminate between the hierarchy levels of the participants, but they needed to have at 
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least three years of practical experience working as a salesperson within one of the selected 
product categories. In addition to their profession, these criteria were to ensure a certain 
level of experience as well as solid numbers of active participation in co-shopping situations 
with customers, making the participants actual experts in the field (Meuser & Nagel, 2009). 
14 different stores and 25 sales associates took part in the study, 15 of which were female 
and ten of which were male. The average age was 40 years, with a range from 23 to 73. 
Regarding the participants’ level of experience, 17 sales associates were considered to have 
a high level of experience, meaning they had more than five years of experience on-the-job 
after finishing their training or apprenticeship, while eight participants were considered to 
have low experience (at least three years of experience but less than five years on-the-job). 
An overview of the participants and their respective field of expertise and position at the 
store is shown in Table 3-3. All participating stores were required to offer customer-oriented 

Table 3-3: Background information about the participants in the study

Expert Age Product category Position Experience

Asya 23 Clothing / shoes Saleswoman Low

Anonymous 58 Clothing / shoes Salesman High

Caglar 28 Optical retailing Master optician High

Carmelo 46 Clothing / shoes Store manager High

Elke 52 Clothing / shoes Store manager High

Ezgi 27 Clothing / shoes Saleswoman Low

Gülsah 24 Clothing / shoes Saleswoman Low

Günther 66 Clothing / shoes Salesman High

Javier 38 Clothing / shoes Salesman High

Jessica 28 Clothing / shoes Store manager High

Johann 24 Consumer electronics Salesman Low

Jolanta 34 Optical retailing Saleswoman High

Karin 60 Clothing / shoes Saleswoman High

Kathrin 51 Clothing / shoes Store manager High

Katja 42 Optical retailing Optician High

Kristian 26 Consumer electronics Salesman Low

Lara 23 Clothing / shoes Department manager Low

Peter 73 Clothing / shoes Salesman High

Regine 56 Clothing / shoes Store manager High

Rhia 28 Optical retailing Master optician High

Sarah 27 Optical retailing Department manager High

Susanne 34 Optical retailing Optician High

Susanne 49 Clothing / shoes Saleswoman High

Thorsten 29 Consumer electronics Salesman Low

Werner 62 Clothing / shoes Salesman High
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consulting services as a routine part of their service. The stores and respective departments 
included in the sample were chosen based on their focus on one of the product categories 
researched and the offering of consulting service. We recruited participants via direct 
contact with the respective store managers, informing them about the research topic and 
subsequently arranging appointments with them or one or more people from their sales staff. 
All interviews were conducted face to face, the overall average net duration was 24 minutes. 
The interviews were then fully transcribed by the main author. Transcription of interviews 
resulted in 342 pages of data material and followed a denaturalized approach, capturing the 
substantial meanings and perceptions of the interview partners with the highest accuracy 
possible, but leaving out accents or other idiosyncratic elements of speech, as well as any 
involuntary vocalization (Oliver, Serovich, & Mason, 2005). We conducted the interviews 
in German and, where necessary, translated statements quoted in this article into English.

3.3.3 Inductive category formation
The data gathered during interviews was analyzed by means of qualitative content analysis, 
a systematic, rule-bound mixed methods approach that contains both qualitative and 
quantitative steps during the analysis (Mayring, 2014). To be able to build categories of 
shopping companions directly from the participants’ input and not from theoretical 
considerations, we used the technique of inductive category formation (Hsieh & Shannon, 
2005; Mayring, 2014; Thomas, 2016). The approach is similar to the open coding process from 
the Grounded Theory approach (Strauss & Corbin 1990), but “more systematic” (Mayring, 
2014, p. 79). In a first step, the relevant parts of the material and the level of abstraction 
have been determined by going through the data line by line and assigning codes based 
on the research goals (Mayring, 2014; Thomas, 2016), which is crucial for the following 
analytical process. Our goal was to identify different types of shopping companions based on 
their respective characteristics and behaviors, as well as on subsequent effects on shoppers, 
salespeople and the sales conversation. Therefore, we included all material referring to how 
shopping companions behave in and contribute to sales conversations and examined the 
interview data for characteristics and behaviors of shopping companions that interviewees 
mentioned most frequently. We then used axial coding to search for relationships between 
and among the established categories and to relate matching categories with their 
subcategories (Hutchison et al., 2010). We took several measures to ensure the reliability 
and validity of our findings. We coded and analyzed all interview transcripts with qualitative 
data analysis software NVIVO (v.11 Plus, QSR International, 2015) and handled them with due 
diligence and caution. The coding progress was continuously discussed and evaluated among 
all authors in order to encourage a variety of different perspectives (Güttel, Konlechner, 
& Trede, 2015), which follows the established procedure for inductive category formation 
technique by Mayring (2014). This requires a revision of the established categories after 
50% of the process at the latest, in order to evaluate whether the level of abstraction was 
too specific or too general, and whether the initial coding definitions need to be realigned. 
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However, due to continuous evaluation of the coded material for possible ambiguity caused 
by overlaps in the coding process, this was not the case. After approximately half of the 
interviews had been reviewed, no additional new categories were found. After establishing 
superior categories of displayed attitudes, behaviors, and characteristics of shopping 
companions, we examined how they interacted with and related to one another within a 
larger context (Neeley & Dumas, 2016). In the process, different manifestations of above-
mentioned characteristics were merged (Karhu & Ritala, 2018) in order to suggest a variety 
of different overall types of shopping companions. In order to demonstrate the plausibility 
of our results and to address the validity issue of referential adequacy (Hsieh & Shannon, 
2005), exemplary informants’ statements regarding the various characteristics of shopping 
companions and their subordinate value dimensions is provided in Table B-1 in Appendix B. In 
subsequent Table B-2 we provide exemplary statements regarding the major challenges that 
arise for salespeople due to the presence of a shopping companion in sales conversations.

3.4 Findings on companion types & consequences for retail 
salespeople

The goal of our study was divided in two main objectives: first, the identification of different 
types of shopping companions from a salesperson’s perspective, and second, to understand 
differences in the effects different types of shopping companions have on the accompanied 
shopper, the salesperson and the sales conversation as a whole.

3.4.1 Characteristics, attitudes, and behaviors of shopping companions
In order to achieve the first goal of designing superior categories of shopping companion types, 
we examined the interview data for characteristics and behaviors of shopping companions 
that would occur most frequently. We identified seven fundamental characteristics that 
shopping companions display in sales conversations.

First, shopping companions can be grouped by their level	of	activity, which showed in 
active, dominant or passive form. Active companions participate in the sales conversation 
willingly and proactively and advise the shopper, suggest alternative products and provide 
feedback. Dominant companions engage in the same activities as active companions, but at 
the same time take over the dominant role in the conversation, due to either their expertise 
or their personality traits. They command the shopper regarding what to try or what to buy, 
and function as the primary contact partner for the salesperson, leaving the shopper in a 
predominantly passive role. Passive types of shopping companions often leave or avoid the 
sales conversation and, for instance, sit down at some place in the store, or tag along while 
not participating in the process until being addressed by the other parties.
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Second, companions display different attitudes toward	 the	 shopper. Benevolent 
companions pay attention to a shopper’s particular needs and suggest alternatives and 
new ideas accordingly, or pose questions to the salesperson on behalf of the shopper. If 
companions discourage the shopper from buying something nice or make suggestions that 
are inappropriate and that would embarrass the shopper, the companion’s attitude toward 
the shopper is classified as envious. Companions who mainly display interest in their own 
agenda and therefore ignore or do not pay attention to the shopper’s needs are considered 
indifferent.

Third, we find that different companions provide different types	of	support, which we divide 
into two basic categories suggested by earlier research: social support and functional support 
(Hartman & Kiecker, 1991; Kiecker & Hartman, 1993, 1994). Companions provide functional 
support when they serve as a source of knowledge and information for the shopper, provide 
advice on product features, prices, retail stores, or find product alternatives for the shopper. 
Their support is of a social nature when they accompany the shopper for social reasons, 
provide moral support, affect the shopper’s confidence, or share feedback on the suitability 
of a product.

A fourth characteristic of companions is their displayed level	of	expertise	during a sales 
conversation. Companions with high expertise have extensive knowledge about a product 
or a product category, which may stem from professional backgrounds, their distinct sense 
of fashion, or, in terms of optical retailing, because they wear glasses themselves. Shoppers 
usually rely on the competence of high expertise companions. We assumed low expertise 
when the companion either does not display any particular expertise in a product category 
or just claims to be an expert but, according to the interpretation of the interviewees, in 
fact is not.

The fifth characteristic considers the nature	of	a	 shopping	companion’s	 impact	on	 the	
shopper’s	decision-making	process. Behaviors of shopping companions that nourish the 
shopper’s decision-making process, such as genuine feedback, the suggestion of product 
alternatives or the encouragement to try certain products, are facilitative from the shopper’s 
perspective. When companions annoy or pressure the shopper, they become an obstacle on 
the shopper’s way a decision and thus have an obstructive impact on the decision-making 
process. Companions who do not interact with either the shopper or the salesperson and 
remain passive in any way are considered neutral for the decision-making process.

The sixth attribute refers to the importance of a companion’s opinion for the shopper and 
therefore the	strength	of	 their	 influence	on the shopper’s eventual purchase decision. 
Companions’ influence strength is considered high when their opinion or judgment is 
obviously crucial for the shopper’s considerations and therefore strongly determines the 
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outcome of the process. Their influence strength is considered low when a shopper defies the 
influence attempt of the companion and decides against it or does not consider it any further.

The perception of shopping trips in terms of hedonic and utilitarian outcomes has previously 
been researched with a focus on the shopper (Babin et al., 1994; Borges et al., 2010). We 
include companions’	enjoyment	of	the	shopping	process	as the seventh characteristic and 
distinguish between high and low levels of enjoyment. As far as salespeople could provide 
specific insights regarding a companion’s derived enjoyment from the process, a low level of 
enjoyment was assumed when a companion told the shopper they do not want to continue 
the shopping trip or otherwise expressed discomfort or annoyance. When a companion 
took an active role in the process, regardless of whether their influence was of facilitative or 
obstructive nature, without signs of negative emotions or annoyance caused by the process 
itself, a high level of enjoyment was assumed.

During the interviews, participants described varying numbers of situations where they 
encountered shopping companions with different attitudes, behaviors and characteristics. 
Interviewees would sometimes even mention several different companion characteristics in 
one sentence in order to distinguish them from each other. The displayed level of activity 
of companions was taken as the starting point to cluster different types of companion. 
We then grouped all statements referring to either active, passive or dominant types of 
companion together. In a second step, we successively evaluated how interviewees described 
each of these different groups in terms of the remaining characteristics described above. 
This procedure resulted in five general types of shopping companions, each of which is 
characterized by a unique composition of these underlying characteristics (see Table 3-4). 
We labeled these types according to their most distinguishing attribute.

3.4.2 Types of shopping companions
We suggest five different general types of shopping companions by agglomerating statements 
of the interviewees that described similar behaviors and attitudes of shopping companions. 
Some of the interviewees provided very detailed information on certain companion types’ 
characteristics, which served as a benchmark to correlate the statements that provided not as 
much detail. We will now describe these five general types of companion by using exemplary 
statements that stem from the above-mentioned detailed information provided by some 
respondents.

The enthusiastic	companion usually displays a benevolent attitude toward the accompanied 
shopper and their relationship is harmonious and balanced. They offer advice in the shopper’s 
best interest and their opinion is taken into careful consideration by the shopper. Except for 
situations where shoppers display high self-confidence and rather make decisions on their 
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own, enthusiastic companions usually have a strong influence on the shopper’s purchase 
decision.

…	And	then,	there	is	the	partner,	for	instance,	that	is	always	a	good	thing	for	us,	who	
participates.	The	one	who	basically	participates	actively	and	says	‘hey,	I	like	this,	try	
that	on!’.	The	one	who	benevolently	approves	without	being	too	dominant,	who	
just	positively	reinforces	the	shopper.	…	(Carmelo,	clothing/shoes,	store	manager)

This type of supporter actively participates in the shopping process by providing feedback, 
discussing product alternatives and how they could be combined with products the shopper 
already possesses, and by fetching items for the shopper. Acting in the shopper’s best interest, 
they sometimes express negative opinions as well to protect the shopper from a bad decision. 
Consequently, while enthusiastic companions typically facilitate the shopper’s decision-
making process, this can also result in the shopper deciding against making a purchase. They 
are very familiar with the shopper and therefore can provide valuable information about the 

Table 3-4: Classification criteria & suggested types of shopping companions

Companion type /  
companion 
characteristic

Enthusiastic Patronizing Expert Destructive Apathetic

Level of activity
(active / dominant / 
passive)

active active / 
dominant

active / 
dominant

active or passive passive

Attitude toward 
shopper  (benevolent / 
envious /  indifferent / 
unknown)

benevolent benevolent / 
envious

benevolent envious / 
indifferent / 
unknown

benevolent / 
indifferent / 
unknown

Type of support 
(social / functional / 
unknown)

social social social and / or 
functional

unknown unknown

Level of expertise 
(high / low / unknown)

unknown unknown high / low low / unknown unknown

Nature of influence 
on the shopper’s 
decision-making 
process  
(facilitative /  
obstructive / neutral)

facilitative facilitative / 
obstructive

facilitative obstructive obstructive / 
neutral

Influence strength on  
shopper’s decision 
(high / low / unknown)

high / low high high high low

Enjoyment of 
shopping process 
(high / low / unknown)

high / unknown high / 
unknown

unknown low low
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shopper’s needs and style and, in doing so, help the seller suggest product alternatives that 
fit the shopper’s needs better:

…	If	there	is	an	active	companion,	I	always	try	to	respect	that	they	know	the	shopper	
better	than	I	do.	I	try	to	use	them	as	an	aid,	so	they	can	support	me	in	my	consulting.	…	 
(Asya,	clothing/shoes,	sales	associate)

Enthusiastic companions increase the shopper’s perceived hedonic value derived from the 
shopping process and often enjoy the experience themselves. They mainly serve to enhance 
the shopper’s confidence and derived pleasure by offering their honest opinion, therefore 
rather providing social support to the shopper instead of high product expertise. Sometimes 
enthusiastic companions even encourage shoppers to buy more than they initially intended. 
Several interviewees pointed out that they sometimes try to convert this type of companion 
into a future customer as well.

Expert	companions display active or dominant levels of activity. They support the shopper by 
providing explanations about products and their components, resources or capabilities, by 
discussing technical details with the salesperson or by posing important questions on behalf of 
the shopper. Due to the nature of their task, i.e., to help the shopper make the best possible 
decision, their attitude toward the shopper is benevolent and their influence facilitative for 
the shopper’s decision-making. Sometimes their knowledge turns out to be superficial or only 
based on test reports. If, however, the companion has sound knowledge about the product 
category at hand, they contribute to the process by reinforcing the shopper’s confidence 
or in the way that salespeople can use their own expertise to lead a fact-based discussion 
and support their sales proposal. Their influence on a shopper’s decision naturally is strong, 
as in some cases, expert companions even make the decision on behalf of the shopper. It 
remained unclear whether expert companions derive any hedonic value from the shopping 
experience itself.

…	from	what	I	have	experienced	until	now,	customers	remained	rather	passive	
because	they	relied	on	the	expert.	This	means,	they	know	“okay,	he	knows	what	he	
is	talking	about,	this	is	why	I	brought	him.	If	he	says	it	like	this	and	if	he	agrees	with	
what	the	salesperson	says,	it	will	be	correct”.	…	(Johann,	electronics,	sales	associate)

Patronizing	companions not only actively take part in the selling process; they take the leading 
role in the conversation and often dominate the shopper. They may instruct the salesperson 
regarding what the shopper needs and, sometimes, even go as far as taking over the actual 
job of the salesperson as a consultant.
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…	there	are	the	dominant	types,	let’s	put	it	like	this,	they	try	to	show	“listen,	the	boy	
needs	this	and	that	to	wear”.	And	then	I	say	“okay,	what	is	my	role	going	to	be?	Do	I	
just	need	to	bring	the	products?”…	(Carmelo,	men’s	clothing/shoes,	store	manager)

Patronizing companions do not necessarily possess high levels of expertise and thus rather 
provide moral support to the shopper, although their way of influence is not comparable 
to that of the enthusiastic companion, who only advises the shopper to buy or not to buy 
something. Instead, patronizing companions often lead the shopper to make the decision they 
consider appropriate, either by directly telling them what to do, or sometimes in a subtler 
way. Either way, their influence on the shopper’s eventual purchase decision is downright 
strong.

…	And	then	there	are	married	couples	where	the	woman	says,	I	am	just	going	to	
say	a	[random]	name	now,	“Karl,	you	don’t	like	this,	do	you?”.	With	that	said,	she	
already	pointed	out	that	this	is	not	going	to	be	purchased.	And	then,	the	man	says	
“No,	I	don’t	like	this”.	…	(Günther,	men’s	clothing/shoes,	sales	associate)

Although commanding in character, patronizing companions usually display a benevolent 
attitude toward the shopper, for instance, when a wife directs her husband toward new 
clothes that suit him well. Yet, envious behaviors of dominant companions were reported, too. 
In these situations, they allegedly do not want the accompanied person to buy something nice. 
When this happens, their influence obstructs the shopper’s decision-making process, while 
in most cases, they contribute in a facilitative way. That is, most of the time, a patronizing 
companion intends to steer the shopper toward buying something nice and leads the way 
to get there.

…	There	is	the	wife,	who	relies	on	my	help	and	says,	“I	would	like	you	to	sell	my	
husband	an	outfit	that	looks	nice	and	suits	him	well”.	…	(Werner,	men’s	clothing/
shoes,	sales	associate)

Destructive	companions can be active or passive in their level of activity. They do not reveal 
a specific role they take over for the shopper or a specific level of expertise regarding the 
products at hand, but their behavior suggests they do not derive any hedonic value from 
the shopping process. Instead, their behavior makes the sales conversation unpleasant for 
the shopper or the salesperson – often for both at the same time. Typical ways destructive 
companions obstruct sales conversations are:

• overt display of displeasure throughout the sales conversation
• pressuring the shopper toward making a purchase or toward abandoning the purchase out 

of egocentric objectives, i.e., to end the shopping process as quickly as possible
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• suggesting unsuitable product alternatives that embarrass the shopper and make them 
feel uncomfortable

• constantly and, often unfoundedly, rejecting all ideas and suggestions from a salesperson 
or a shopper

• rude and unfriendly behavior toward the salesperson, sometimes even ignoring the 
salesperson

• disparagement of the products in the store or even of the salesperson’s professional 
expertise

…	and	then,	they	say	something	like	“No,	I	don’t	like	this	at	all.	There	is	a	crease	and	
there,	with	the	trousers,	there	is	a	bulge.”	But	actually,	there	is	nothing	and	then	I	do	
not	know	what	she	actually	wants.	That	is	what	I	am	really	having	problems	with.	
…	(Carmelo,	men’s	clothing/shoes,	store	manager)

Sometimes, some of the different behaviors mentioned above occur together at the same 
time. The influence strength of destructive companions on the shoppers’ actual purchase 
decision usually is high, particularly in the moment it occurs as shoppers then often yield and 
abort the trip. Yet, the companion does not have a strong influence on the actual purchase 
intention of the shopper, as they would often come back later to make the purchase without 
the companion. Consequently, in the presence of a destructive companion, successful closures 
of sales are unlikely, as they can also actively utter their disinterest and pressure the shopper 
toward ending the shopping trip.

…	(…)	it	is	a	challenge,	when	you	realize	there	is	somebody,	who	(...)	does	not	want	
to	continue	shopping	anymore.	That	makes	it	harder	to	encourage	the	companion,	
because,	maybe,	in	their	mind	they	are	already	having	a	nice	cup	of	coffee.	(…)	Then	you	
get	the	feeling	that	they	want	a	quick	ending,	that	the	friend	gets	it	over	with	quickly.	
And	in	some	situations,	it	cannot	be	done	quickly,	and	then	it	is	more	like	a	rejection	
and	[the	shopper	says]	“I	come	back	another	time	in	a	more	relaxed	atmosphere”.	… 
	(Jessica,	clothing/shoes,	store	manager)

Apathetic	companions, like their counterparts from shopper typology research, do not derive 
any enjoyment from the shopping process. Instead, they often seem bored and disinterested 
in the shopper and their needs and choices, and do not display a particular level of expertise 
or any other form of support for the shopper. They remain passive and sometimes avoid or 
even leave the conversation, unless either the shopper or the salesperson addresses them.

…	[typical	behaviors	of	companions	are]	they	come	up	the	escalator	and	immediately	
look	for	the	next	seating	accommodation.	(…)	I	sometimes	find	it	very	funny	when	
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they	are	sitting	on	the	chairs	or	fighting	about	who	is	to	sit	there	next.	…	(Lara,	
women’s	clothing/shoes,	department	manager)

Their behavior suggests an indifferent attitude toward the shopper most of the time. They 
display benevolent behaviors at times when a shopper asks for their opinion, which may be 
connected with their desire to spend time with the shopper for social reasons. However, to 
a great degree, when being addressed by the shopper, they simply say “yes” to everything 
proposed to them. Although passive in their behavior, they can obstruct a shopper’s decision-
making process, for instance, when the shopper feels pressured by them apparently not 
wanting to be around. As with destructive companions, shoppers in such situations would 
sometimes postpone the purchase and come back another time without the companion.

…	[the	customer]	usually	stays	calm.	It	is	something	like	“the	men	never	have	time	
for	this	anyway”,	(…)	but	other	customers	also	say	“my	husband	is	always	pressed	
for	time	and	now	he	is	sitting	there	and	does	not	want	to	wait.	I	will	come	back	next	
week	or	tomorrow,	put	this	aside	for	me”.	…	(Karin,	clothing/shoes,	sales	associate)

Due to their non-participating nature, their influence strength on a shopper’s decision is 
considered low or even neutral, when the shopper can ignore them. Interviewees noted that 
when a passive companion is around, the shopper often relies on the salesperson even more.

3.4.3 Consequences of shopping companions for salespeople
Different types of companion can make the sales conversation more pleasant, but they 
also pose a variety of challenges for salespeople that add to those that come with sales 
conversations without a shopping companion. Wherever possible, these challenges are 
described with attention to the respective type of companion at hand.

From the seller’s point of view, enthusiastic	companions have a positive and a negative 
side. Interviewees described situations where they considered a supportive and benevolent 
companion’s advice to the shopper as bad because of either a lack of expertise or a lack of 
judgment. Disagreement between a shopping companion and a salesperson can lead to 
uncertainty with the shopper if salespeople do not handle these disagreements properly.

…	There	are	shoppers	who	become	completely	insecure	and	who	do	not	make	a	
purchase	decision	because	they	are	unsettled	and	don’t	know	any	more	what	they	
like	and	what	not.	(…)	For	instance,	when	we	say	“those	[glasses]	look	very	good”,	
because	they	fit	shape-wise,	they	fit	color-wise,	and	then	the	[companion]	says	the	
exact	opposite,	then	the	shopper	does	not	know	anymore:	“okay,	whom	should	I	
trust	now?”.	…	(Jolanta,	optical	retailing,	sales	associate)
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However, enthusiastic companions can be a valuable asset in the form that they make the 
whole conversation more pleasant for all parties involved and provide the salesperson with 
information about the shopper. Also, in situations of agreement between the companion and 
the seller, they enhance the shopper’s confidence.

Although they are supposed to provide functional support in particular, not all expert	
companions actually possess the level of expertise they claim to do. In some situations, 
they display superficial knowledge about the product category that does not match the 
salesperson’s professional opinion, which complicates the process. Expert	companions and 
patronizing	companions have in common that they often make decisions on behalf of the 
shopper. The salesperson then has to convince the respective companion rather than the 
shopper in order to sell a product.

…	if	the	shopper	has	brought	an	expert	to	the	sales	conversation,	it	is	mostly	the	case	
that	I	have	to	convince	the	companion	about	the	product	and	less	the	shopper	himself.	…	 
(Johann,	electronics,	sales	associate)

The importance of convincing the companion, however, exists regardless of the companion 
type. Most interviewees acknowledged that shopping companions affect shoppers 
significantly, and in most cases, they named it as their biggest challenge that they have to 
convince a second person about the purchase. If salespeople fail to convince the companion 
in addition to the shopper, the successful closure of a sale can become jeopardized, even if 
shoppers felt comfortable with their choice in the first place.

…	The	worst	case	would	be	[if	the	companion	says]	[…]	“I	don’t	want	that,	please	
don’t	buy	it”,	then	it	will	not	get	purchased,	that	is	the	worst	case.	Or	“yes,	buy	
it,	if	you	are	comfortable	with	it,	but	I	don’t	like	it”.	Then	the	shopper	has	a	bad	
conscience,	 although	 he	 felt	 comfortable	with	 his	 choice.	…	 (Susanne,	 optical	
retailing,	optician)

When salespeople fail to convince the shopping companion in addition to the shopper, 
disagreements can also emerge between those two parties of the conversation. A shopper 
who has a high level of confidence was described as able to defy the companion’s influence 
attempts on their decision-making process when they do not agree with them. These shoppers 
also are less insecure when the companion disagrees with the salesperson. If, however, the 
shopper was described as a passive or insecure person and the companion had dominating 
character traits, the disagreement between a companion and a salesperson would lead to 
shoppers becoming even more insecure. This could prevent the shopper from committing to 
a purchase. Therefore, many salespeople would often try to find points of agreements with 
the companion in order to prevent situations of disagreement and shopper apprehension.
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When it comes to handling apathetic	companions, interviewees often explained how they 
try to integrate them in the conversation by asking their opinion. However, they rated the 
influence of an apathetic companion as rather not important for the shopper’s decision and 
would therefore most often just leave them be and rather focus on the shopper. Instead, 
they feel that destructive companions pose bigger challenges, as they can lead to a shopper 
feeling uneasy or pressured and leave the store without making a purchase. Our findings 
indicate that both destructive and apathetic companions can elicit said negative outcomes, 
while mostly differing in their level of activity.

Along with the various characteristics of different types of companion, our interviewees 
mentioned a number of techniques they employ in order to handle their specific influence. 
Seeking agreements was common among most types of companion that participated in the 
sales conversation. While most interviewees stated they want to appear authentic to the 
customer, most of them also acknowledged that points of agreements facilitate the closing 
of a sale. With expert companions, however, concessions were made only, when salespeople 
felt the companion was right. Interviewees were also aware that customers become uncertain 
when companion and salesperson express different opinions. Still, and particularly, when 
the companion has low expertise or provides no factual arguments, interviewees would 
sometimes contradict the companion’s opinion, try to highlight the positive side of a product 
and reassure the customer in their opinion. In situations where a companion would behave 
in a particularly negative way, interviewees often weighed between trying to appease 
the companion or, if they saw no chance for success or if a dominant companion was too 
overwhelming, retreat from the sales conversation. Salespeople would also try to involve 
apathetic companions, who did not take part in the conversation before, by asking their 
opinion or asking for ideas. In doing so, they aimed at taking some pressure off the actual 
customer, who might feel rushed to make a decision or to abandon a purchase, as they may 
not want to be a burden for the apathetic companion, who prefers to leave the store quickly.

3.5 Discussion of co-shopping and its challenges for salespeople

3.5.1 General challenges for salespeople
The main challenge for salespeople identified during the course of this study was that of 
having to convince a second person of a purchase. We suggest five different overall types of 
shopping companions based on unique sets of different attributes, and regardless of whether 
the companion takes the role of an expert adviser or a provider of moral support; naturally, 
they often act and feel different than the shopper and therefore require a different approach 
in order to be convinced. However, the companion types we suggest should not be considered 
as rigid types that would display the same characteristics throughout all sales encounters to 
the same degree. Instead, we recommend salespeople to carefully observe the characteristics 
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and behaviors of a shopping companion and bear in mind that those may change, even 
during the process of the same sales encounter. Particularly with regard to bad-tempered 
companions, a few interviewees noted they would often try and sometimes succeed in 
boosting their mood, thus making the conversation much more pleasant for themselves and 
for the shopper as well. Therefore, it seems likely that companions not only possess the power 
to influence a shopper and a salesperson, but a salesperson can also convert a disturbing 
companion into a more pleasant one. The early recognition of a companion’s characteristics 
and a well-chosen approach to deal with them can therefore enhance a salesperson’s chance 
of success in co-shopping encounters.

The second major challenge for salespeople is the actual recognition of the characteristics 
displayed by a companion. Despite the findings of earlier research that it is crucial for the 
salesperson’s performance to know how and when to use a specific sales approach (Plouffe 
et al., 2014), many interviewees pointed out that they would mainly rely on their experience 
and intuition and not plan ahead. They often found it difficult to categorize shopping 
companions and pointed out that each sales conversation is unique. However, our analysis 
shows that a categorization of shopping companions based on a variety of attitude-related 
and behavior-related variables is possible. Naturally, salespeople can only evaluate some of 
the characteristics of shopping companions during the actual interaction on an intuitive basis. 
However, in order to perform on an optimal level, subsequent deliberative judgments about 
customers and their needs have to be accurate as well, otherwise salespeople may perform 
lower in terms of effectiveness and efficiency (Hall et al., 2015). An inadequate inventory of 
diagnostic cues for salespeople to meet or adapt to the service expectations of customers in 
one-on-one sales interactions can cause negative emotions with shoppers (Menon & Dubé, 
2000) or lead to salespeople employing the wrong selling strategy (Hall et al., 2015). When 
they feel that the salesperson is taking the wrong approach, it is likely that also shopping 
companions develop negative emotions and a negative attitude toward the salesperson. 
Moreover, when only relying on intuition and experience rather than considering behavioral 
cues of shopping companions, salespeople run the risk of missing out on opportunities 
to reinforce a companion’s positive influence. In line with earlier research, we find that 
particularly encouraging companions can foster additional purchases, particularly when the 
salesperson reads their influence properly.

Third, while it is important in situations of co-shopping to acknowledge the particular needs 
and characteristics of a companion, salespeople still are confronted with at least two people. 
They therefore must not neglect the shopper’s personality, which may co-determine the type 
and strength of a companion’s influence, as for instance for risk reduction purposes. The 
type of companion at hand can already provide the salesperson with important information 
regarding the shopper’s personality, and vice-versa. Based on our findings, when one part 
of the shopping dyad had dominant personality traits, the other part was usually described 
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as passive or reluctant. Consequently, a confident shopper did not rely on the influence of 
a shopping companion as much as an insecure shopper did. A possible explanation for the 
significant differences in personalities between a shopper and their respective companion 
could be found in the idea that people look out for regulatory focus complementarity in 
relationships, i.e. individuals seek interaction partners who complement their own approaches 
regarding how to achieve a goal (Bohns & Higgins, 2011). the premise of goal congruence, 
this can result in higher relationship well-being (Bohns et al., 2013). Although this research 
has been conducted among romantic partners, it could shed some light on why co-shopping 
partners may differ significantly in their personality. Particularly in situations where expert 
companions are present, shopping dyads often agree on a specific goal, such as to buy a nice 
TV or a good-looking suit for the shopper. Here, the task of providing all information necessary 
regarding what the product is needed for or what it should look like remains with the shopper. 
The companion takes over the task of narrowing down all available products to a set of 
viable options by using their expert knowledge in the store and during a sales conversation, 
trying to maximize the shopper’s satisfaction with the eventual purchase. Salespeople must 
therefore pay close attention to the shopping dyad’s relationship dynamics to understand 
why a companion’s influence on an accompanied shopper is strong or weak and how this 
influence is exerted.

We found that expert companions were particularly present in all interviews conducted 
with salespeople from electronic retailers. As these products are usually of a more complex 
nature than clothes or glasses and therefore pose more functional risks, this finding is not 
surprising. It does, however, highlight the importance of salespeople taking the presence of 
companions seriously in the context of complex products. They should acknowledge them 
as peers regarding expert knowledge in the respective product category and treat them 
accordingly in order to benefit from their strong influence on the shopper.

3.5.2 Selling techniques & the education of salespeople
While all participants named examples of usual selling techniques in the interview process, 
such as socializing or humorous elements, ingratiation, inspirational appeals, pressure 
or just providing information to shoppers, they did not view them as selling techniques. 
Notably, when asked whether their approach in sales conversations would generally differ 
when a shopping companion was present, most interviewees’ immediate response was “no”. 
However, in the remainder of the interviews, they would describe a variety of situations where 
they dealt with various influences of a shopping companion by adjusting their approach 
according to their specific behavior. These approaches serve the exclusive purpose of 
handling a shopping companion’s specific influence and add to the seller influence tactics 
most commonly used in marketing literature (Hochstein et al., 2018). In Table 3-5, we use 
these mentions as a proposing basis for how salespeople might deal with different types of 
shopping companions in addition to commonly researched selling strategies.
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Situations involving a shopping companion contain a second determinant to consider for 
salespeople, which may lead to the necessity of employing different approaches for both, 
shopper and companion. Besides the aforementioned approaches as indicated by our 
interviewees, established selling techniques can be of use as well. Bad-tempered or indifferent 
companions, such as destructive or apathetic companions, show characteristics of avoidance-
oriented shoppers as mentioned by Guo and Main (2017), and the same seems to account 
for some types of patronizing companions, as they want to take over the role of the main 
advisor. Salespeople are therefore well-advised to consider autonomy-oriented approaches 
toward the companion in these situations. While humorous elements can be a useful tool in 
order to improve trust perceptions and the seller’s relationship with any sort of customer or 
companion (see Bergeron & Vachon, 2008; Bompar, Lunardo, & Saintives, 2018), in the case 
of bad-tempered companions, it could additionally take some pressure off the shopper, who 
is bothered by the companion’s behavior or attitude. On the other hand, interaction-seeking 
companions, who at the same time pursue a certain goal for the accompanied shopper, such 
as enthusiastic companions or patronizing companions, should be approached by means 
of information exchange, ingratiation and inspirational appeals (McFarland et al., 2006). 

Table 3-5: Selling techniques and their potential applicability to shopping companions

Companion type /  
Selling approach

Enthusiastic Patronizing Expert Destructive Apathetic

Established selling techniques

Information exchange X X X

Recommendations X X X

Resolving behavior X X X

Threats & promises X  
(if uninformed)

X  
(if uninformed)

X  
(if uninformed)

Humor X X X X X

Ingratiation X X X  
(if uninformed)

Inspirational appeals X X X  
(if uninformed)

Autonomy-oriented 
approach

X X X

Approaches to deal with shopping companions mentioned by interviewees

Agreement-seeking X X X 
(if informed)

Contradicting X  
(if uninformed)

X  
(if uninformed)

X  
(if uninformed)

X  
(if uninformed)

Appeasing X X

Involving X

Retreating X X
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Expert companions particularly take on the role of an advisor for the shopper and often are 
well-informed (while “informed” may include knowledge as well as beliefs (Hochstein et al., 
2018). Following Hochstein et al., a suitable approach for salespeople would be the focus 
on sharing objective information and recommendations and to discuss product details in 
order to acknowledge the companion’s informedness and to achieve better collaboration. If, 
on the other hand, the salesperson is able to recognize a companion is being informed to a 
lesser degree, the use of inspirational appeals or ingratiation techniques as well as threats or 
promises could be more appropriate (e.g., Hochstein et al., 2018). Expert companions as well 
as patronizing companions appear to have a clear goal in mind that the salesperson can help 
to achieve better and quicker. For this purpose, salespeople should display resolving behaviors 
that display a clear orientation toward achieving the shopper’s (and their companion’s) goal 
(Singh, Marinova, Singh, & Evans, 2018). While retreating seems to be more the lack of a 
strategy rather than a selling technique, the insights we gathered from participants suggest 
that when being confronted with particularly difficult or dominant types of companion, 
salespeople often appear helpless and overchallenged.

Altogether, 80% of participants noted they would mainly rely on their intuition and experience 
when it comes to the identification of the type of shopping companion at hand and how they 
would approach them. In order to be successful with the application of intuitive judgments, 
salespeople need to be empathic and also require some domain-specific experience (Hall 
et al., 2015). It appears that salespeople are reluctant to commit to the fact they use selling 
techniques on customers in order to sell their products. A possible explanation for this 
phenomenon could be that salespeople are afraid to appear dubious and seek to hide ulterior 
motives, while seeing themselves as relationship builders rather than sellers. Interestingly, 
only one out of the 25 participants had already attended trainings or workshops that included 
shopping companions to at least some degree, which could also explain their heavy reliance 
on intuition and experience. Consequently, especially apathetic companions were often 
considered to have no influence on the shopper, although earlier research suggests that even 
strangers in the environment can influence shopper behavior, even if they do not interact with 
them (Argo et al., 2005; Luck & Benkenstein, 2015). While these studies focused on strangers 
in retail settings, the potential negative influence of passive companions on a shopper’s 
emotions and thought processes should not be discounted rashly, as we also found isolated 
evidence for a shopper feeling pressured in situations where an apathetic companion was 
present. Due to the interviewees’ reliance on their experience and intuition, no specific 
insights could be gathered regarding the actual procedure of their approaches to dealing with 
shopping companions. For instance, in situations of disagreement between a companion and 
the salesperson, interviewees shared consensus in two important points: First, disagreements 
between a companion and a salesperson can lead to a shopper becoming insecure and not 
making a purchase. Second, seeking points of agreement is a viable measure to reduce the 
shopper’s uncertainty, but only when these agreements are reasonable, as the ultimate 
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goal of a good salesperson is that the shopper will come back for another purchase because 
they felt well-advised. Yet, interviewees provided no insights regarding the specific approach 
they would take to achieve said points of agreements. Also, when a companion constantly 
advises the shopper against buying something without offering comprehensive arguments, 
salespeople remained vague in how they would tackle this influence to make sure the shopper 
does not leave without making a purchase. One possible explanation for why companions 
influence a shopper in a negative fashion could be the fact that their derived hedonic value 
from the shopping experience is low. Understanding the underlying reasons for a companion’s 
behavior could facilitate a salesperson’s approach to more effectively deal with it and provide 
solutions. Therefore, they need a more elaborate set of tools that includes not only efficient 
ways of dealing with certain characteristics and behaviors of shopping companions, but that 
also includes the knowledge regarding which diagnostic cues to look for and how to recognize 
them as early as possible. Alavi et al. (2019) find that salespeople interpret adaptive selling as 
mainly altering their argumentation and communication styles based on customers’ needs, 
personality, and body language. Our findings facilitate the transition of these insights to 
situations of co-shopping, where salespeople should pay attention to said characteristics of 
an accompanying person as well.

3.6 Theoretical and practical implications, limitations and 
further research

3.6.1 Theoretical implications
This exploratory study, to the best of our knowledge, is the first to consider shopping 
companions as an important part of the sales conversation from a salesperson’s point of 
view. By investigating the characteristics and contributions of shopping companions, we 
offer a more comprehensive understanding of the dynamics of sales conversations and 
highlight the importance of considering companions as an additional factor of the sales 
conversation, which can significantly influence their outcome. We introduce a segmentation 
approach of companion types based on seven criteria referring to character traits and 
behaviors of companions that are observable by salespeople. Future research could use the 
suggested segmentation criteria to quantitatively evaluate the occurrence of the identified 
characteristics and behaviors of shopping companions in research addressing both parties 
involved, shoppers and salespeople. For obtaining a more complete understanding of how 
the influence of shopping companions works, shoppers that regularly engage in co-shopping 
should be addressed. By using qualitative measures, their ways of processing and dealing with 
the specific behaviors and characteristics of their respective companions and the meaning 
for their decision-making process should be evaluated.
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Companions can contribute in positive and negative ways and the results of this study suggest 
that salespeople are capable of handling both types of influence, provided they choose the 
right approach. An exception is provided by strong negative encounters, where salespeople 
sometimes retreat. While research on adaptive selling has only discussed selling techniques 
aiming at shoppers, we identify a variety of tools salespeople use that aim at dealing with 
shopping companions. For example, salespeople try to identify points of agreement with 
companions, contradict them or counteract negative contributions, appease bothersome 
companions or try to involve passive companions in the conversation. These approaches 
add to previous research on adaptive selling that suggests different selling techniques and 
styles (McFarland et al., 2006; Plouffe et al., 2014) and further highlights the importance of 
strong salespeople-customer (or co-shopper) relationships (Crosby, Evans, & Cowles, 1990). 
Our findings provide a starting point for future research regarding how salespeople could use 
established as well as alternative selling techniques in order to deal with different types of 
shopping companions. The existence and frequency of these additional techniques should 
be on the agenda of further explorative research in order to improve the efficacy of adaptive 
selling techniques and salespeople trainings under the consideration of co-shoppers.

The finding that shopper uncertainty and the danger of abandoning a purchase due to 
disagreements between a salesperson and a shopping companion qualifies findings by earlier 
research, according to which a companion does not seem to inhibit a shopper’s susceptibility 
to a salesperson’s recommendation (Goff, Bellenger, & Stojack, 1994). We suggest that in 
order to assess the strength of both social influences on a shopper’s decision correctly, a 
variety of additional factors need to be considered. Depending on the product category 
and a consumer’s lack of expertise, a companion may be the actual decision-maker for the 
shopper, who needs to be convinced and who evaluates a salesperson’s suggestion on behalf 
of the shopper.

3.6.2 Managerial Implications
Our findings have important implications for retail managers. Frontline employees, such as 
salespeople, represent a store and take over marketing functions. It is therefore essential 
for retailers to offer training programs to salespeople that enable them to meet customer 
expectations (Bishop Gagliano & Hathcote, 1994). Particularly when retailers distinguish 
themselves from competitors by means of superior service, they need to reconsider whether 
their salespeople are trained well enough to provide the level of customer service needed in 
situations of co-shopping as well. Functional service quality, i.e., how a service is provided, has 
a strong influence on consumers’ willingness to make a purchase (Sweeney et al., 1997), which 
further highlights the importance of customer-focused selling approaches. Not surprisingly, it 
seems easier for salespeople to meet customers’ expectations when shoppers display positive 
emotions rather than anger or anxiety (Menon & Dubé, 2000). Although handling negative 
emotions of shoppers is a difficult task, salespeople need to be able to deal with this task, 
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and even more so when it comes to negative behaviors of a shopping companion who may 
consequently prevent a shopper from making a purchase. A particular focus in salespeople 
trainings needs to be on their listening skills. The degree to which a salesperson is perceived to 
be a good listener enhances a consumer’s trust in the salesperson and facilitates the building 
of lasting relationships (Itani et al., 2019; Ramsey & Sohi, 1997). Interviewees mentioned 
they would sometimes try to convert active companions who facilitate sales conversations 
and show interest in the products themselves into future customers. To succeed in doing 
so, they need to be able to listen not only to the openly expressed needs and wishes of the 
main customer, but also to those of the shopping companion that may remain a more latent 
part of the sales conversation. Our insights and suggested approaches can help to improve 
salespeople trainings accordingly by adding specific elements that aim at better co-shopper-
oriented services.

Design knowledge generally describes classes of cases, while professionals, i.e. salespeople, 
have to apply this knowledge to unique situations, for which prescriptions for specific 
situations are crucial (van Aken, 2005). Our results indicate that salespeople are reluctant 
to admit the use of specific techniques in order to cope with shoppers or their companions. 
The assessment of a situation and the corresponding identification of an adequate selling 
technique by salespeople is crucial for the application of solution concepts that aim at 
high customer-oriented service in sales conversations. Retailers should therefore pay 
close attention to the awareness of their salespeople regarding the availability of various 
approaches in specific situations and facilitate the application of this knowledge to unique 
sales conversations. If retailers fail to include shopping companions in education and training 
for salespeople, they risk that companions become dissatisfied with their service and share 
negative feedback with the shopper, which may result in the abandonment of an intended 
purchase. While we identify certain sets of characteristics of shopping companions, we also 
note that they may change over the course of sales conversation or due to the intervention 
of the salesperson. Consequently, when designing trainings for salespeople and service 
processes to facilitate a higher degree of customer orientation, it is necessary to leave room 
for salespeople, who are involved in the process, to allow process improvements and redesign 
(van Aken, 2005). In doing so, continuous improvements to individual selling approaches and 
techniques for co-shopping situations can be ensured.

3.6.3 Limitations and outlook
The study successfully explores the characteristics and specific behaviors of shopping 
companions and their subsequent effects on shoppers and salespeople by means of 
qualitative data and thus highlights the need for the inclusion of shopping companion in the 
education of salespeople’s education. Reliable statements regarding the commonness of the 
character traits and behaviors of companions identified here are not possible and need to be 
evaluated by means of quantitative research approaches. In addition, a closer look needs to 
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be taken at the relationship between a shopper and their respective companion. The level of 
confidence a shopper possesses may serve as a solid moderating variable for the relationship 
between a companion’s influence and a shopper’s subsequent buying behavior. Ideally, the 
underlying attributes of shopping companions should be matched with personal character 
traits of a shopper to achieve a more founded understanding of why certain changes in buying 
behavior occur due to a shopping companion’s influence. Such character traits of shoppers, 
besides their level of confidence, could include their resilience toward stressful situations, 
which could potentially mitigate the pressure a disturbing companion applies. Moreover, 
we cannot provide solid arguments with regard to the personal agenda of different types of 
shopping companions, i.e., why they behave the way they do and which goals they pursue. 
Understanding the underlying motives of companions that influence shoppers in a negative 
way and disturb their decision-making would provide retailers with the opportunity to address 
these motives and potentially solve the problem of negative influences on the shopper before 
they occur. Potential motives retailers could easily deal with are for instance the craving for 
a glass of water, a chair to sit and wait or an electric socket to charge their phone.

In summary, we provide a first step toward a better understanding of how shopping 
companions influence sales conversations and how salespeople are challenged by their 
presence. We show that salespeople alter their behavior in co-shopping situations in different 
ways than in one-on-one sales encounters. While a variety of techniques and approaches 
based on shopper characteristics are well-known for regular sales encounters, salespeople 
tend to base their approaches to co-shopping situations on their experience and intuition. 
However, the behavioral patterns of shopping companions and their subsequent effects 
on sales conversations calls for a more systematic and individual approach. Retailers are 
challenged to rethink their approach to the education and training of salespeople by including 
the various characteristics of shopping companions in order to provide high customer-
oriented service.
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In Chapter 4, the companion types identified in Chapter 3 are being instrumentalized by 
means of a survey experiment to address the question of how shoppers react to companion 
influences and how retail salespeople can detect and appropriately handle these influences. 
This study draws on the ‘S-O-R’ paradigm and specifically examines, how shoppers process 
companions’ influences by means of emotions. The effects on shoppers’ haste perceptions 
and likelihood to abandon a purchase decision were addressed as ultimate behavioral 
consequences due to a companion’s influence. Emotions turn out to have significant 
explanatory power as to how shoppers’ process companion influences and not only regarding 
if their behavior changes, but also as to how it does. The results highlight the importance of 
retailers taking adequate measures to deal with either type of companion influence, positive 
or negative, appropriately. Various elements of the customer’s shopping experience are 
addressed and suitable measures to include the influence of companion in their design are 
discussed.
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Abstract

The research literature shows that shoppers’ behavior and the shopping experience are 
influenced by the presence of ‘shopping companions’ but says little about the role played by 
a companion’s personality traits and behavior in that process. Our study therefore set out to 
improve understanding of how shoppers translate companions’ attributes and actions into 
emotional responses and shopping behavior. Data collected online from 316 respondents 
in Germany by means of a questionnaire with accompanying scenarios delivered three 
important insights. First, a sense of ‘haste’ is influenced by whether the shopping companion 
is ‘enthusiastic’, ‘expert’ or ‘apathetic’. Second, emotions play a crucial role in determining 
shoppers’ behavior, even before consideration of the input of a companion. Third, shoppers’ 
emotions exert a critical influence on their perception of haste and also on the likelihood 
of their abandoning the purchase, while fully mediating a companion’s influence on 
abandonment. From a theoretical perspective, our findings offer interesting future research 
avenues with regard to the effect of shopper-companion interplay on shopping behavior and 
shoppers’ perceptions of the overall shopping experience. From a managerial point of view, 
our study offers suggestions as to the ways in which retailers can react productively to the 
influence of shopping companions.

4.1 Introduction

Many shoppers do not visit stores or malls alone but rather bring somebody with them 
and thus engage in ‘co-shopping’. In such situations, they experience the shopping process 
together with at least one other person, such as friends, family members or colleagues. These 
shopping companions can influence shoppers in various ways, for example with respect to 
their spending (Grewal et al., 2018; Gui et al., 2021; Kurt et al., 2011; Mangleburg et al., 2004; 
Nicholls, 1997), the areas they visit within a store (Zhang et al., 2014), their tendency to make 
impulsive purchases (Chen et al., 2021; Cheng et al., 2013; De Vries et al., 2018; Luo, 2005; Yim 
et al., 2013), or the amount of time they spend in a store (Grewal et al., 2018; Gui et al., 2021; 
Hart & Dale, 2014; Sommer et al., 1992). Companions can furthermore influence shoppers’ 
purchase intentions in directions that are favorable to making a purchase (Gentina et al., 
2013; Nicholls, 1997; Prus, 1993; Woodside & Sims, 1976) or to preventing one (Chomvilailuk 
& Butcher, 2014; Prus, 1993; Sommer et al., 1992).

The documented effects that shopping companions can have on shoppers also have important 
consequences for retailers, since those in turn affect the holistic customer experience, as 
formed at brand-related or company-related touchpoints at the rational, emotional or sensory 
level. How customers evaluate this experience depends on the comparison between their 
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expectations and their perception of the stimuli delivered by a company’s or store’s offerings 
(LaSalle & Britton, 2002; Shaw & Ivens, 2002). The customer experience comprises a variety 
of factors, including the physical retail environment, its atmosphere, the retailer’s personnel, 
and the nature of the service interface (Bustamante & Rubio, 2017; Verhoef et al., 2009). 
However, it can also subsume factors outside the retailers’ control, such as the influence 
of others (Verhoef et al., 2009). A positive customer experience and the value accordingly 
derived can determine a customer’s brand preference, in turn generating brand loyalty 
(Gentile, Spiller, & Noci, 2007) and thereby helping retailers to stand out in competitive retail 
environments (Grewal, Levy, & Kumar, 2009). Retailers therefore have an interest in making 
sure that shoppers enjoy the in-store experience and that the effects of negative stimuli 
are mitigated efficiently. With regard to this possibility of directly influencing shoppers, it is 
not only shopping companions but also frontline employees who may exert an important 
influence. So too can overall store layout and design, by enhancing the experience for both 
shoppers and their companions.

Despite the findings and insights delivered by previous research studies, two important 
questions remain unanswered. The first concerns the fact that the influence of shopping 
companions on shopping behavior cannot yet be attributed to specific character traits 
or behaviors and their interplay with the shoppers’ own. Researchers have so far studied 
companions in a very general way, in terms of the nature of their relationship and interactions 
with the shoppers but not with reference to their behavioral traits or their personal 
characteristics, beyond straightforward demographic descriptions or the function they are 
thought to fulfil (Scholz, Redler, & Pagel, 2020). Hence, it is hardly possible to generalize 
about companions’ influences on shoppers and to attribute the latter’s adapted behavior to 
the former’s specific characteristics and behaviors. The second unanswered question relates 
to the role retailers can play in providing a positive experience to the shopper-companion 
dyad. A possible clue for retailers could lie in the goals shoppers have set for their visit to the 
store. Those might include, beyond the purchase of a product, entertainment, recreation or 
just social interaction, all of which shape how the retail environment is perceived (Arnold & 
Reynolds, 2003). Being able to support individuals in the achievement of their shopping goals 
and also to understand the nature of shopper-companion interactions should help retailers 
to deliver a superior customer experience. In particular, an understanding of shoppers’ 
emotional responses to interactions with their companions could provide retailers and their 
frontline employees with important clues about the nature of the interaction and its potential 
impact on their perceptions of the experience.

In our study, we examine how the character traits of shopping companions influence (1) 
shoppers’ behavior in terms of the time they invest and whether they abandon the purchase, 
and (2) shoppers’ emotions as a component of shoppers’ ‘black box’ in which they process 
companions’ influences. Our research responds to the recent call for the shedding of more 
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light on how such various manifestations of ‘social presence’ interact and exert influence on a 
shopper’s behavior, and also on the impact of a negative form of companion influence (Argo 
& Dahl, 2020). Further, we address the ambiguity found in previous research with regard 
to the uncertainty that different companions will affect shoppers’ emotions and behavior 
differently (Chebat et al., 2014; Lucia-Palacios et al., 2018). Our research goals addressed 
these questions by analyzing data collected from 316 respondents who were instructed to 
picture themselves in a shopping situation in which they were accompanied by one only of 
three types of companion or by none at all. The details are elaborated in the Method section 
of this paper.

Our findings were that various character traits influence both shoppers’ behavior and their 
emotions. The results also show that shoppers’ emotions can explain not only the fact of 
changes in their behavior but also why and how those take place. Our study therefore both 
contributes to understanding of the extent to which different types of companion affect 
shoppers’ behavior and emotions in different ways, and provides evidence of how emotions 
drive shopping behavior further in the process. Moreover, from the retailer perspective, we 
provide valuable insights into how frontline employees can determine the most suitable 
approach to engaging in a conversation with shopper-companion dyads based on the the 
interplay among the actors. Specific character traits of companions, as well as shoppers’ 
displayed emotions, constitute important cues that customer-facing staff should look out for 
before deciding on the appropriate approach or service offering. In turn, choosing a more 
targeted approach to different shopper-companion dyads on the basis of such insights should 
lead to more successful outcomes in terms of sales, shopper satisfaction, and customer loyalty 
than if there was little or no support from the retailer. The findings of our study thus have the 
potential to significantly benefit the design of service training methods by incorporating the 
challenges posed by the involvement of a second person in conversations with customers. 
Those methods should also focus on the design of store layouts and service offerings that 
specifically cater to the needs of shopping companions.

The remainder of this paper is structured as follows. First, we review the literature of social 
influences during shopping and of the role of emotions in the retail environment. Second, 
we present a conceptual model of the influence that different types of shopping companion 
have on shoppers’ emotions and behavior. Third, we explain the data analysis procedure 
employed to test eight research hypotheses. Fourth, we present the results of our analyses 
of direct and indirect effects. Finally, we discuss the practical and theoretical implications of 
our findings before addressing certain limitations of the study.
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4.2 Analysis of literature on social influences & shopper 
emotions

4.2.1 Social influences on retail shoppers
Decisions do not need to be complex to be stressful; such routine decision-making as choosing 
and buying a product can become a stressful event in certain circumstances (Moorman, 2002). 
In the case of highly complex products in particular, the challenges increase for shoppers in 
terms of understanding how those work and comparing alternatives (Bell, 1967; Wang & 
Hsiao, 2012). They thus need to invest more time and effort in information-searching and 
decision-making, with the result that social influences become more important to them 
(Mothersbaugh et al., 2019), for instance in the form of opinions or advice about products 
from shopping companions.

Extensive research into how and why individuals in general do or do not comply with others 
has distinguished between two primary types of social influence: informational and normative 
(Bearden & Etzel, 1982; Bearden, Netemeyer, & Teel, 1989, 1990; Burnkrant & Cousineau, 
1975; Childers & Rao, 1992; Deutsch & Gerard, 1955; Park & Lessig, 1977; Price & Feick, 1984). 
The former describes the influence of others which individuals accept as “evidence about 
reality” (Deutsch & Gerard, 1955) and use to enhance their understanding of something. 
The latter refers to individuals complying with the positive expectations of others (Deutsch & 
Gerard, 1955). Researchers distinguish between two sub-categories of normative influence: 
utilitarian, which is concerned with individuals’ compliance with others to for obtain rewards 
or avoid punishments; and value-expressive influence, which relates to individuals’ desire 
to enhance their self-image by being associated with a desirable reference group (Bearden 
& Etzel, 1982; Burnkrant & Cousineau, 1975; Childers & Rao, 1992; Park & Lessig, 1977; 
Price & Feick, 1984). In the specific case of shopping companions, informational influence 
is most likely to be operative when a shopper is buying complex products, does not possess 
enough knowledge, and therefore takes along a companion who is considered to be “in 
the know” about alternative choices and their respective functionalities. With regard to 
normative influence, the need to belong may be particularly strong when products are seen 
as desirable or are used by peers, or both. However, not only may the purchase of a product 
in itself be a means of achieving conformity with the expectations of others or to create the 
perception of belonging, behavior at the point of sale before the act of purchase, or even 
the decision not to buy at all, may serve that very purpose. On the one hand, for instance, a 
shopping companion might not be happy in the particular situation and prefer to leave the 
store rather than continue to shop. In that case, the shopper might decide to concur with 
the companion’s feelings by abandoning the purchase. On the other hand, a companion 
could want to support the shopper by suggesting alternative products, sharing knowledge 
or pointing out their own use of a certain brand or product. In such a situation, the shopper 
might want to avoid disappointing the companion and therefore take the proffered advice 
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in order to maintain a harmonious relationship and create a sense of belonging by choosing 
the recommended option.

To explain how shoppers process the influence of companions and, based on the intensity 
of processing, adapt or do not adapt their attitude and/or behavior, we borrow from 
social psychology and the elaboration likelihood model introduced by Petty and Cacioppo 
(1986). In the present study, shoppers are confronted with the influence of their respective 
companion during the decision-making process about a complex product, namely a cordless 
vacuum cleaner. The companion’s influence on the shopper can be considered persuasive 
communication, as it aims at affecting the shopper in their decision-making. Consumers can 
deal with persuasive communication to varying degrees of intensity. On the one hand, they 
can review the influence and the information it contains very thoroughly to decide whether or 
how to adopt the newly acquired information (i.e., using the central route to attitude change); 
on the other hand, they may use simplified factors (heuristics), (Petty, Cacioppo, & Schumann, 
1983; Petty, Wegener, & Fabrigar, 1997), which do not require a thorough examination of 
the true merits of the information presented (i.e., using the peripheral route) (Herr, Kardes, 
& Kim, 1991). Whether a shopper will thoroughly deliberate persuasive communications or 
only consider them peripherally depends on a number of factors. Prior research suggests that, 
in addition to the ability to comprehend and process the information received, a high level 
of motivation (also: involvement) to consider the information is essential (Petty & Cacioppo, 
1986; Petty et al., 1983). In the present case, given the complex product at hand, it is generally 
assumed that the shopper has a high level of motivation to form a reasoned opinion (Petty 
& Cacioppo, 1979).

The importance of social influences at the point of sale has been well-documented. For 
instance, it has been shown that ‘unacquainted others’ can influence the thought processes 
and behavior of shoppers in a store (Martin, 2012; McGrath & Otnes, 1995) even if they 
are not interactive (Argo et al., 2005; Dahl et al., 2001; Luck & Benkenstein, 2015). The 
deliberate choice of a shopping companion will thus have an unarguable influence on the 
behavior and decision-making of a shopper. There is however no unanimous consensus 
in the literature concerning which behaviors and character traits of companions exert 
positive or negative effects. A few clues can help to classify the influence of companions 
on shoppers. From the shopper’s perspective, interactions are perceived to be beneficial 
when companions are willing and able to suggest products to try or retail premises to visit 
(Prus, 1993). Shoppers also benefit from companions who are able to reduce the risks they 
associate with a certain product and increase shoppers’ confidence (Bell, 1967; Kiecker & 
Hartman, 1994; Lindsey-Mullikin & Munger, 2011; Midgley, 1983), for instance by virtue of 
high levels of product expertise. From the retailer’s point of view, shopping companions 
can exert negative influences that make shoppers less likely to buy, for example by sharing 
negative experiences of a product (Chomvilailuk & Butcher, 2014), expressing bad feelings 
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about a purchase decision, or acting as the shopper’s conscience (Prus, 1993). A negative 
consequence for retailers does not necessarily mean a negative outcome for shoppers, in so 
far as companions may prevent shoppers from buying products that would not meet their 
needs appropriately, which would be a positive outcome of the interaction from their point 
of view, whereas it would be the opposite outcome for a sales-oriented retailer.

It is an impossible task for retailers’ frontline employees to evaluate the expertise, previous 
experiences or type of advice that companions potentially provide to shoppers unless they can 
engage in a dialogue with the shopper-companion dyad. From their perspective, one possible 
key to facilitating the evaluation of how companions may affect the time and money that 
shoppers spend inside a store could be an understanding of companions’ actual behavior and 
characteristics. In addition, the detected emotional responses of shoppers to the influence 
of their companions could furnish subtle cues about the kinds of behaviors to expect from 
shoppers. For example, negative feelings about a companion’s lack of involvement might 
incline the shopper to abandon the purchase for the time being. The occurrence of positive or 
negative emotions among shoppers could be another observable indicator that retailers and 
their frontline employees could seize upon to inform actions to mitigate negative emotions 
or enhance positive emotions, thereby improving the overall customer experience.

4.2.2.Shopper emotions
Attempting to understand human decision-making and behaviors, especially in the context of 
social interactions, requires the consideration of emotions (Lerner, Li, Valdesolo, & Kassam, 
2015), which have been acknowledged as a tool for responding effectively to the requests 
and influences of others (Cialdini & Goldstein, 2004). In the retail context, research into 
shoppers’ emotions is not novel and has received a fair amount of attention over past years 
(e.g., Das & Varshneya, 2017; Elmashhara & Soares, 2019, 2020; Helmefalk & Hultén, 2017; 
Machleit & Mantel, 2001). Those emotions can easily be affected by ‘others’ in general, 
who are not directly interacting with shoppers (Argo et al., 2005; Luck & Benkenstein, 2015; 
Zajonc, 1980). ‘Acquainted others’, such as companion shoppers, can elicit positive shopper 
emotions, increase shopping enjoyment, confer process satisfaction (Borges et al., 2010; Das 
& Varshneya, 2017; Gillison et al., 2015; Hart & Dale, 2014; Mangleburg et al., 2004; Mora 
& González, 2016; Wenzel & Benkenstein, 2018) and enhance perceived value (Babin et al., 
2013). Moreover, such individuals can help shoppers to reduce perceived stress engendered 
by the shopping environment and increase their efficiency during the shopping process (Sujan, 
Sujan, Bettman, & Verhallen, 1999). However, it is not simply the presence of companions that 
is important but also but also the mood, positive or negative, generated by the interactions 
within the dyad. Gillison et al. (2015) found that expenditure of time or money, overall 
enjoyment of the shopping trip, and the likelihood of abandoning the shopping trip were all 
dependent on the outcomes of a specific shopper-companion interaction. Thus, companion 
behavior and interaction appear to be good predictors of shoppers’ emotional perceptions.
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To date, however, the influence of a companion on a shopper has been researched almost 
exclusively without any consideration of the former’s character traits and behavior, despite 
existing evidence that those factors shape their interactions with the latter. Moreover, 
emotions have not yet received much attention as part of the ‘black box’ involved in the 
process of influence by shopping companions. More specifically, little is known about how 
the emotions elicited by the behavior of those companions influence shopper behavior. 
Consequently, parts of the overall framework of shopper-companion interplay remain fuzzy. 
Using the metaphor of the Stimulus-Organism-Response model (Mehrabian & Russell, 1974), 
we can understand elements of the input: namely that different types of companion interact 
with shoppers, such as family members, friends and peers or acquaintances, but we do not 
know enough about their behavior and characteristics. There is better knowledge about 
the outcomes of such interactions with respect to shopper behavior after having been 
influenced by a companion. Although a few studies have incorporated shoppers’ emotions 
as a consequence of companions’ influences (Borges et al., 2010; Chebat et al., 2014), the 
picture of the role that emotions play as part of the shopper’s ‘black box’ in consequence of 
different inputs from companions remains incomplete. That is, the mechanisms for shoppers’ 
processing and interpreting the influence of a companion and, in turn, initiating a change in 
their behavior, require greater consideration. In summary, it is unclear how the character traits 
of companions, rather than their relationship with shoppers, influence shoppers’ emotions 
and how those subsequently lead to changes in shopper behavior.

Given the importance of shoppers’ emotions found in previous studies, we suggest that 
they may also contribute to our understanding of how a shopper’s behavior changes under 
a companion’s influence, see Figure 4-1. To move beyond looking solely at the formal role 
of the former and their relationship with the latter, this research aims to establish the links 
among specific companion behaviors, shoppers’ emotions and shopper behavior. None of the 
many insights into the influence of shopping companions to be found in existing empirical 
research yet consider, to the best of our knowledge, their specific behaviors and character 
traits as a component of their influence on shoppers’ emotions and behavior. To plug that 
gap, our research seeks to define the connection and provide more detailed explanations of 
the way in which emotions can explain why and how shoppers alter their behavior.

Figure 4-1: Conceptual framework

Shopper 
behavior

Shopper 
emotions

Companion 
behavior & 
personality

Figure 4-1
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4.3 Development of the research propositions

4.3.1 Shopping companions
A first step towards categorizing shopping companions according to their behavior has been 
taken by Scholz et al. (2020). Five specific types of shopping companion were identified in 
terms of character traits and specific behaviors commonly observed in shopper-companion 
interactions at the point of sale. These types were found to present themselves as either 
facilitative or destructive with respect to both decision-making processes and conversations 
with retail salespeople. For the current study, we consolidated those five companion 
categories and investigated three fundamentally different types of companion, whose 
behaviors and characteristics were condensed from the five identified previously. The aim 
of this consolidation was to obtain results offering the least room for interpretation, in that 
clearly distinct behavior and personal characteristics could be attributed to one type of 
companion only. The three new classifications comprised two kinds of positive companion, 
who are assumed to have a positive effect on the shopper’s overall experience, and one 
negative companion, who is expected to disrupt the shopping experience and decision-
making. These are respectively defined as ‘enthusiastic companion’, ‘expert companion’ and 
‘apathetic companion’. The first of those offers moral support and is perceived as a pleasant 
addition to the shopping process, without offering the shopper extra product knowledge in 
particular. An expert is not taken along with the objective of improving the hedonic value 
of the shopping process but rather to provide functional support. Such companions possess 
high levels of product expertise and can therefore offer objective recommendations on the 
basis of product features and potential benefits. Apathetic companions distract shoppers in 
their decision-making to make sure their attitude toward the overall experience is clearly 
different from that of either of the other types of companion. They actively communicate 
their preference for terminating the shopping process as quickly as possible and do not seem 
to derive any joy from the shopping experience per se. This type thus strongly resembles the 
‘apathetic shopper’ typology identified in earlier research studies (Darden & Reynolds, 1971; 
Reynolds et al., 2002; Westbrook & Black, 1985). The descriptions of the companion types 
employed in this research are provided in Table 4-1.

Table 4-1: Companion types and their respective behaviors & characteristics

Companion type Character traits

Enthusiastic companion Is enthusiastic, active, and makes the shopping experience more pleasant for the 
shopper. Encourages them to reflect on personal needs rather than product details.

Expert companion Has a pragmatic attitude and does not contribute to the hedonic element of the 
shopping experience. Can elaborate on product benefits and disadvantages, on 
account of high levels of product expertise.

Apathetic companion Does not enjoy participating in the process and appears indifferent towards the 
shopper’s needs. Makes no effort to hide that attitude and does not contribute to 
the decision-making process.
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The shoppers’ process of forming their opinion is influenced by one of these three types of 
companion (or none, in the control group). In the case of the expert companion, the shopper 
is expected to carefully consider their input for the final decision. Expert sources can lead 
to consumers taking the peripheral route to changing their attitude rather than the central, 
more deliberate route, for the mere reason that the source is considered extremely credible 
(Petty et al., 1983), and especially when consumers themselves do not understand all of the 
available information (Petty & Cacioppo, 1986). However, in this study, there is no indication 
that participants do not possess any prior knowledge about the product and thus would be 
unable to comprehend the expert companion’s influence. In addition, it has been suggested 
that consumers process information rather thoroughly when being close to making a purchase 
as opposed to being in an earlier stage of the decision-making journey (Colicev, Malshe, 
Pauwels, & O’Connor, 2018; Petty et al., 1983). Therefore, it is assumed that shoppers in the 
present experiment consider the influence of the expert companion in greater detail. The 
same is assumed for the second positive type of companion, the enthusiastic companion. 
While this companion type does not express particular information about the product to the 
shopper, they actively participate in the process of product selection and thus try to support 
the shopper hands-on. Since their influence is supposedly seen as helpful by the shopper 
given the immediate purchase decision at hand, the shopper is likely motivated to accept 
and deliberately consider it. In the case of the negative companion, however, the ‘apathetic 
companion’, the shopper is confronted with an influence that is not aimed at supporting their 
decision-making process. Rather, this type of companion actively expresses their disinterest 
and annoyance, e.g., by rolling their eyes or by pressuring the shopper into hurrying up. It is 
therefore assumed that shoppers are more likely to choose the peripheral route to change 
their attitude in this case, i.e., by responding to the companion’s body language and mood.

4.3.2 Perception of haste
The more time customers spend on retail premises, the longer they are likely to be exposed 
to product- and service-relevant advertising and marketing temptations, thus potentially 
increasing their purchase volume (Mihić, Anić, & Kursan, 2018). The fact that customers 
spend more time in the retail environment as they had originally intended should be a good 
sign for retailers, since it has been positively linked with shoppers’ derived pleasure from 
the experience (Donovan & Rossiter, 1982; Donovan et al., 1994; Forsythe & Bailey, 1996). 
Other factors influencing the time shoppers spend in retail environments are related to the 
store atmosphere, such as background music and certain smells (Morrison, Gan, Dubelaar, & 
Oppewal, 2011; Vida, Obadia, & Kunz, 2007), but also to undesired physical contact, such as 
the accidental touch by a stranger who is brushing past the shopper, which can make shoppers 
want to leave early (Martin, 2012). In line with earlier research, studies including the presence 
of companions have identified that shoppers also spend more time when shopping together 
is an enjoyable experience or when companions are of great help in the process (Hart & 
Dale, 2014; Nicholls, 1997; Prus, 1993; Sommer et al., 1992). Therefore, several factors, one 
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of which being companions, have been shown to affect the time shoppers spend in retail 
environments. Yet, these effects seem conditional on how the experience is perceived by 
shoppers, which is why we suggest that companions’ effects on the time shoppers spend may 
not only be related to the companions’ general presence but also to their specific behavior 
and personality. We refer to that phenomenon as ‘haste’ and postulate that a shopper’s 
perception of it will be affected differently by the presence of a positive (enthusiastic or 
expert) or negative (apathetic) companion. While in the former case shoppers are expected 
to experience a lesser degree of haste, shoppers receiving negative signals from an apathetic 
companion may feel pressure and a consequent need to speed up the process.

H1: Shoppers take more time to reach a purchase decision when accompanied by an 
enthusiastic or expert companion or when no companion is present, and feel a stronger 
sense of haste when accompanied by an apathetic companion.

4.3.3 Purchase abandonment
Shopping companions are known to affect a shopper’s intention to purchase (Chomvilailuk 
& Butcher, 2014; Gustafson et al., 2014; Lindsey-Mullikin & Munger, 2011; Prus, 1993; Yim 
et al., 2013; Zhang et al., 2014). Probably the most adverse effect on shoppers’ purchase 
intention, from a retailer’s perspective, is customers aborting a planned purchase decision, 
although they had the intention to buy and the desired product is available in the store. There 
is evidence that perceived stress arising from environmental conditions can lead shoppers to 
abandon a purchase (Albrecht et al., 2017), for instance, due to crowding (Eroglu, Machleit, 
& Barr, 2005). Yet, there has been no research so far into the role of shopping companions 
in the perception of stress and consequent abandonment of the task by shoppers. Typically, 
companions serve the purpose of reducing risk for shoppers and increasing their confidence 
in the decision to be made (Bell, 1967; Kiecker & Hartman, 1994). The more shoppers perceive 
a purchase as risky, the more they tend to rely on such sources of advice as family and friends 
(Mitchell & McGoldrick, 1996) to reduce these risks. We propose that the opposite may also 
hold true, especially with respect to shoppers’ heightened perception of social risks (Jacoby 
& Kaplan, 1972; Kiecker & Hartman, 1994), which may take the form of disputes with the 
shopping companion or some general form of negative interaction within the dyad (Gillison 
et al., 2015). The influence of a certain type of companion on a shopper’s purchase decision 
is therefore likely to be conditional, depending on the level of risk perceived by the shopper 
and the ability (and willingness) of the companion to offer reassurance. When consulting 
with a companion results in confusion or a too difficult trade-off, shoppers may also abandon 
the purchase (Dhar, 1997). We therefore suggest that companions delivering higher social 
or functional support will play a supporting role in shoppers’ decision-making and thus not 
elicit avoidance behaviors with shoppers. This should be the case for the enthusiastic and 
expert companions in this study. Their influence supposedly is considered in greater detail by 
shoppers and, due to its perception as helpful for the decision-making process, a mitigating 
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factor for their likelihood of abandoning the purchase. Therefore, when accompanied by an 
enthusiastic or expert companion, shoppers are expected to engage in approaching behaviors 
regarding the purchase. Apathetic companions, on the other hand, may cause shoppers to 
feel less comfortable in the decision-making process. The absence of positive, reassuring 
comments made in their presence or an obvious display of indifference toward their needs 
may cause shoppers to feel more pressured than they would if they were on their own. 
The result may likely be shoppers’ preference to leave the situation and thus engage in 
avoidance behaviors. Therefore, and in line with the findings from Chapter 3, we assume 
that apathetic companions increase the risk of shoppers abandoning the purchase, even 
compared to unaccompanied shoppers.

H2: Shoppers are less likely to abandon the purchase task when accompanied by an 
enthusiastic or expert companion and more likely to do so when accompanied by an 
apathetic companion.

4.3.4 Shopper emotions
Today, emotions hold an important role in the field of social psychology (Keltner & Lerner, 
2010; Zajonc, 1998) and have been acknowledged as reactions to positive or threatening 
events in an individual’s environment (Lazarus, 1991) and as a motivator of behavior (Ekman, 
2004). In order to understand the social role of emotions, it is necessary to consider them as 
influencing and influenceable elements, which are part of interactions with external factors as 
well as attitudes and actions of others (Frijda & Mesquita, 1994), as for instance in shopper-
companion interplay. They arise based on appraisals, that is, from an individual’s evaluative 
assessment of whether an event or the action of others is positively or negatively related to 
their goals and expectations (Carver & White, 1994; Higgins, 1997; Russell, 2003; Smith & 
Lazarus, 1993). Depending on the goals customers have set for visiting a mall or retail store 
with a companion, they are likely to make such an assessment based on if and how their 
companion contributes to achieving those goals. A variety of studies have highlighted the 
effects of shoppers’ emotions on their purchasing behavior (Arnold & Reynolds, 2009; Das 
& Varshneya, 2017; Dawson, Bloch, & Ridgway, 1990; Donovan & Rossiter, 1982; Donovan et 
al., 1994; Elmashhara & Soares, 2020; Helmefalk & Hultén, 2017; Sherman, Mathur, & Smith, 
1997). Most agree that positive emotions can generate a clear tendency to devote more 
time to the shopping process and/or spend more money. Positive emotions can be the result 
of situational factors, such as an appealing store atmosphere (Helmefalk & Hultén, 2017; 
Nasermoadeli, Ling, & Maghnati, 2013) or the presence of other shoppers in the location 
(Byun & Mann, 2011), and can be considered an important determinant of shopper behavior 
(Sherman et al., 1997). Also companionship in general can foster positive shopper emotions 
(Lucia-Palacios et al., 2018). However, differences in shoppers’ emotions also depend on 
the type of companion involved (Borges et al., 2010). Since social influence factors gain 
importance when more complex products are involved, we suggest that both positive and 
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negative companion types influence the emotions of shoppers during the decision-making 
process. Negative emotions, for instance in the form of stress, can occur when individuals 
perceive an event as potentially harmful for their well-being and when they need to take 
action to manage this event in order to influence its outcomes (Lazarus, 1993; Lazarus & 
Folkman, 1984). Another negative form of emotion, apprehension, can occur when shoppers 
feel judged, even by unknown individuals in their vicinity (Argo et al., 2005; Chebat et 
al., 2014). We suggest that the confrontation with an apathetic companion, due to their 
behavior, which does not support the shopper’s decision-making and goal orientation, can 
lead to an increase in shoppers’ experience of negative emotions. Since unaccompanied 
shoppers can decide independently over how the process of decision-making takes place, 
we hypothesize that more negative emotions will be generated when accompanied by an 
apathetic companion even compared to shopping alone. By contributing to the shopper’s 
decision-making process and hedonic experience, the two positive types of companion, on 
the other hand, are expected to increase shoppers’ experience of positive emotions.

H3: Shoppers experience more positive emotions when accompanied by an enthusiastic 
or expert companion than when accompanied by an apathetic companion or when no 
companion is present.

H4: Shoppers experience more negative emotions when accompanied by an apathetic 
companion than when accompanied by an enthusiastic or expert companion or when no 
companion is present.

Reviewing several decades of research on emotions and decision-making, Lerner et al. (2015) 
find that a considerable number of scholars from the field of psychology view emotions as the 
most dominant driver of the most important decisions in life (e.g. Ekman, 2004; Frijda, 1988; 
Keltner & Lerner, 2010; Keltner, Oatley, & Jenkins, 2018; Lazarus, 1991; Loewenstein, Weber, 
Hsee, & Welch, 2001; Scherer & Ekman, 2014). By reducing cognitive processing, emotions 
can serve as a facilitating factor for an individual’s decision-making, as they automatically 
trigger certain physiological, behavioral, experiential, or communicative responses that enable 
a person to react quickly to potentially problematic or positive circumstances (Lerner et al., 
2015). That is, decisions individuals make can serve as a tool that facilitates the increase of 
positive emotions and the mitigation or avoidance of negative ones. As has been thoroughly 
elaborated in the preceding sections, the literature demonstrates that, in a situational context 
such as a retail space, the nature of the purchase decision and the perceived risks associated 
with it are important determinants of how shoppers progress through the decision-making 
process. The presence or absence of a shopping companion alone may not provide sufficient 
explanation as to why and how shopping behavior varies in practice. Therefore, it is assumed 
that, next to the behavior of a shopping companion, also the experience of negative or 
positive emotions will lead to specific actions taken by the shopper. Since emotions are 
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evoked as part of the processing, or appraisal, of companions’ influences, both those and a 
companion’s personal traits could have important value in understanding the how and why 
of changes in shopping behavior. Two simple psychological concepts relating to the ways in 
which individuals deal with stimuli are ‘approach’ and ‘avoidance’, defining whether they 
orient themselves toward a negative stimulus or away from it (Roth & Cohen, 1986). These 
forms of behavior are also exhibited by shoppers in retail environments, who for instance aim 
to protect the hedonic value they derive from the shopping experience (Arnold & Reynolds, 
2012) or aim at focusing on a specific goal at hand, i.e., the purchase of a product. For 
instance, positive emotions have been found to increase both, shoppers’ desire to spend 
more time in the retail environment (Babin & Darden, 1995; Donovan & Rossiter, 1982; 
Donovan et al., 1994; Forsythe & Bailey, 1996; Hui & Bateson, 1991) and their likelihood of 
reaching a decision (Isen, 1989). Negative emotions, on the other hand, are associated with 
higher chances of task abandonment (Albrecht et al., 2017) and reduced duration of stay, i.e., 
higher levels of haste, due to individuals’ tendency to avoid an unpleasant stimulus and leave 
the environment. We therefore postulate that shoppers’ varying emotions in companion-
shopping situations affect the likelihood of them abandoning the purchase and experiencing 
a sense of haste. In other words, negative stimuli may make shoppers want to avoid the 
situation and accordingly speed things up or abandon the process. On the other hand, positive 
emotions may cause shoppers to approach decision-making and invest more time in it.

H5: Shoppers take more time to reach a purchase decision when they experience higher 
levels of positive emotion but feel a stronger sense of haste when they experience higher 
levels of negative emotion.

H6: Shoppers are less likely to abandon the purchase task if they experience higher levels 
of positive emotion and more likely to abandon the purchase task when they experience 
higher levels of negative emotion.

How individuals deal with emotions, that is, approach a situation to make it appear more 
positive or maintain positive perceptions, is referred to as coping, while the coping process 
is based on an individual’s appraisal of the situation and their own resources to handle 
it (Lazarus, 1993; Lazarus & Folkman, 1984). If the outcome of the appraisal suggests 
that the individual can do something to alter the situation, they will most likely engage 
in problem-focused coping, that is, take action. We expect different types of companion 
to affect shoppers’ behavior and emotions directly, and emotions on their own to have a 
direct effect on shoppers’ behavior. However, considering emotions as a mediating link 
could provide additional explanation of why and how shoppers change their behavior in 
response to companion influences. We therefore also investigate emotions as a mediator 
of the relationship between companion type and shopper behavior. Specifically, we expect 
the relationship between the influence of the two positive companion types (enthusiastic 
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and expert) and shoppers’ sense of haste and likelihood to abandon the purchase to be 
partially mediated by the arousal of positive emotions. The reason for this expectation lies 
in the high motivation of shoppers to listen to the helpful influence of these two types 
of companion (Petty & Cacioppo, 1986; Petty et al., 1983), especially since the purchase 
decision is imminent (Colicev et al., 2018). That is, shoppers in these cases supposedly had 
a high need for cognition (Thompson & Zanna, 1995) and were thus motivated to carefully 
deliberate the information (Petty et al., 1997). Hence, much of the processing of the influence 
of these companion types probably takes place at a deliberate and rational level and less at 
an emotional level. Therefore, it is assumed that the direct influence of the companion has 
an effect on the behavior of shoppers by itself. On the other hand, a shopper confronted 
with an apathetic companion, whose behavior and statements conflicts with the shopper’s 
decision-making process, is likely to be less motivated to consider their influence. Although 
one can assume a high level of involvement on the part of the shopper due to the product and 
the imminent purchase decision, it is the way in which the companion expresses themselves 
that plays a role and not the arguments they use to convince the shopper to speed up the 
process. We suspect that this type of communication on the part of the apathetic companion 
creates a sense of pressure for the shopper, that may cause shoppers to experience negative 
emotions. Therefore, peripheral cues are expected to play a greater role in this situation, 
leading to shoppers using affective judgments rather than cognitive judgments to determine 
their actions. Therefore, aroused negative emotions with the shopper are expected to fully 
mediate the relationship between companion behavior and the shoppers’ need to speed up 
of the process and their likelihood of abandonment.

H7: The effect of an enthusiastic or expert shopping companion on the sense of haste 
and the abandonment of the purchase task is mediated by positive emotions, such that 
higher levels of positive emotion reduce the sense of haste and reduce the likelihood of 
abandoning the task.

H8: The effect of an apathetic shopping companion on the sense of haste and the 
abandonment of the purchase task is mediated by negative emotions, such that higher levels 
of negative emotion increase both the sense of haste and the likelihood of abandoning 
the task.

Figure 4-2 presents the research model developed on the basis of the propositions advance 
above, delineating the various possible influences of shopping companions and shoppers’ 
emotions on shoppers’ decision-making.
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Figure 4-2: Research Model

4.4 Empirical study: Different companions’ effects on shopper 
emotions & behavior

4.4.1 Survey Design & Sample
The goal of the study was to investigate the extent to which various types of shopping 
companions and their respective behaviors cause changes in shopper emotions and 
subsequently affect shopping ‘haste’ and the likelihood of abandonment of the purchase. 
To achieve that goal, a survey experiment (Gaines, Kuklinski, & Quirk, 2017) was set up online, 
using the Qualtrics software v.05.2021 package. In light of the rampant COVID-19 pandemic 
and related restrictions imposed by social distancing measures, a convenience sample of 
students and colleagues in Germany was used to collect data. Of the 316 valid returns, 
exactly two thirds were provided by respondents thirty years old or younger and more than 
80% of the total sample was female. In short, participants were dominantly younger adult 
women, an appropriate sample for a study of consumer behavior (Lynch, 1999). In order that 
the data would be acceptably representative of independent decision-making in the retail 
setting, all subjects had to be in permanent employment and, in addition, were recruited in 
the same region in order to control for additional influences on the experiment by means of 
too many sociodemographic subgroups (Bornstein, Jager, & Putnick, 2013). I In this way, a 
more robust establishment of shopping companions as causal factor in shoppers’ emotions 
and behavior could be achieved (Roe & Just, 2009). The basic idea that different companion 
behaviors influence the emotions and behaviors of shoppers is still in the developmental 
stage and there is little evidence to suggest to whom this theory should and should not 
apply (Lynch, 1982). Therefore, generalization of the findings to a specific type or group of 
shoppers was not aimed at. Moreover, the sample used in this study does not appear to 
interfere with the experimental manipulations in any way (Lynch, 1999). Reynolds, Simintiras, 
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and Diamantopoulos (2003) emphasize that identifying all extraneous variables that might 
have an impact on research findings is nearly impossible to achieve in one sample. Neither 
homogeneous nor heterogeneous samples are an inherent safeguard of external validity, and 
future studies will always be needed to improve external validity, and also generalizability 
(Sarstedt, Bengart, Shaltoni, & Lehmann, 2017). Therefore, it is suggested that future studies 
carefully consider different background factors and sample characteristics associated with 
the researched phenomenon of shopping companion influences.

The design of the online survey comprised four phases. Participants first answered questions 
about their general shopping habits and the involvement of shopping companions. A scenario 
was then described, communicated via their online devices, which directed them to imagine 
a situation in which they were paired with one of the three different types of shopping 
companion (enthusiastic, expert, or apathetic) or were shopping alone, the latter constituting 
the control group. The scenario descriptions are provided in Appendix C-1. Allocation of 
respondents to one of the four groups was at random. In the second phase, participants 
were presented with a hypothetical purchase decision. At the third phase, the measures 
to be applied to the various constructs in the model were set out and questions were 
administered relating to respondents’ perceptions of the shopping companion described 
in the scenario. Every respondent who was to imagine being accompanied by a companion 
then rated a set of ten statements about ‘my companion’ (see Table C-1 of Appendix C) as a 
check on the effectiveness of the manipulation. In the final phase, participants were asked 
to provide information on their age and gender. The questions on shoppers’ emotions in the 
questionnaire were translated into German from the original source and back-translated into 
English to test for the accuracy of the process.

We employed a number of procedural techniques to address common method variance 
(Podsakoff, MacKenzie, Lee, & Podsakoff, 2003) in the answers to be processed, which could 
bias the relationships among the constructs researched (Fuller, Simmering, Atinc, Atinc, 
& Babin, 2016). Respondents were assured that data would be collected and recorded 
anonymously. It was made clear that there were no right or wrong answers. We phrased 
all questions relating to a respondent’s decision-making behavior in the retail setting as 
straightforwardly and precisely as possible, leaving no room for ambiguity (see the outlines in 
Appendix C-2). These precautions were expected to mitigate the effects of common method 
variance. There were no cases of missing data.

4.4.2 Measurements
To interpret and analyze response data, we employed a single-factorial between-subjects 
design incorporating three types of shopping companion (enthusiastic, expert, apathetic) and 
a control group involving no companion, and two types of emotion (positive or negative). 
Dependent variables were set as the likelihood of purchase abandonment and the sensation 
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of haste. To account adequately for the importance of social influence factors on the decision-
making process, cordless vacuum cleaners were chosen as a sufficiently complex and costly yet 
well-known product, which would be expected to demand a certain amount of consideration 
before the decision to buy and to evoke the potential importance of the input of a shopping 
companion. In pursuit of the perception of a realistic decision-making situation, the shopper’s 
choice was rendered relatively complex by the inclusion of various levels of selection criteria, 
such the product’s convenience in use, its sustainability credentials and the price, which 
respondents were required to rank.

The characteristics and behaviors of shopping companions were manipulated by elements 
of the communicated scenarios, in the form of a shopping task plus a description of those 
behaviors and characteristics with respect to one or other of the three types of shopping 
companion, or none at all in the case of the control group. Respondents’ assessment of 
shoppers’ emotions were measured on seven-point Likert-type scales (1 = strongly disagree 
to 7 = strongly agree”) and scale items adopted from a study of ‘the influence of others’ in 
textile and clothing retailing (Byun & Mann, 2011). The authors used this scale to measure 
emotional responses related to social interactions in retail settings. It was chosen over the PAD 
(Pleasure – Arousal – Dominance) scale developed by Mehrabian and Russell (1974), since 
the latter was designed to measure responses to environments (e.g., architectural spaces) 
and supposedly does not properly account for emotional reactions to social aspects of retail 
shopping (Richins, 1997). Moreover, the goal was not to inquire about very specific emotions 
(e.g., such as anxiety or happiness) but to collect information regarding the general emotional 
state (that is, positive versus negative overall emotional perceptions). For the assessment of 
perceived haste, we created two positive and two negative statements concerned with taking 
one’s time or feeling hurried (see Appendix C-2) to which respondents were to respond on 
the same seven-point scales. Since the time devoted to decision-making in this experiment is 
given by the subjects, i.e., estimated, we turn here to a rather subjective dimension of time 
instead of an objective one that is measured by means of a clock (Bielen & Demoulin, 2007). 
For consistent measurement of the haste construct, two of the four items were reverse-coded 
for analysis. Purchase abandonment was measured by the response to a single question 
asking respondents how likely they would be to proceed to a purchase decision, having read 
the scenario descriptions and been paired with one type of companion.

4.4.3 Manipulation check
The questionnaire invited respondents to evaluate the particular type of shopping companion 
with respect to five key characteristics: product expertise; level of enjoyment of the shopping 
process; nature of the contribution to the process; level of involvement; and type of support 
(see Appendix C-2). A manipulation check conducted by ANOVA between groups showed that 
it had worked as intended for all companion characteristics. Respondents found the apathetic 
companion’s behavior to be particularly passive, distracting or even actually disturbing. While 
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the enthusiastic and expert companions were similar in respondents’ perception of most 
of their characteristics, as intended, the expert scored higher on product expertise and 
functional support. The complete results of the manipulation check are provided in Table 
C-1 of Appendix C.

4.5 Data analysis and results of hypothesis testing

4.5.1 Assessment of the measurement model
Analyses were conducted within the statistical programming environment R (v.4.1.0; R Core 
Team, 2021) and SPSS (v.27; IBM Corp., 2020). To validate our research model empirically, we 
first assessed the measurement model of our three latent constructs – negative and positive 
emotions (NE and PE) and the construct of haste (HA) – by means of confirmatory factor 
analysis (CFA) as implemented by the lavaan R package (Rosseel, 2012). NE was measured by 
five indicators and PE by three indicators. One of the former three, “irritated”, was deleted on 
account of low factor loadings, which resulted in improved model fit. We found no evidence 
that certain judgmental criteria could oppose deletion of the item (Wieland et al., 2017).

To estimate the measurement model, we applied the robust maximum likelihood estimator 
(MLR). Evaluating the goodness of model fit with a variety of measures (Jackson, Gillaspy, & 
Purc-Stephenson, 2009) indicated that it was acceptable: comparative fit index (CFI) = 0.985; 
Tucker-Lewis index (TLI) = 0.980; root mean square error of approximation (RMSEA) = 0.054 
with a 90% confidence interval of [0.030, 0.076]; and standardized root mean square residual 
(SRMR) = 0.036. The test of exact model fit was not entirely adequate, with X² = 68.120 (df = 
41, p < 0.005) but the difficulty of passing this stringent test is widely acknowledged (Bentler 
& Bonett, 1980; Bollen, 1989) while all other fit indices showed satisfactory results. Moreover, 
all standardized factor loadings were significant, ranging from 0.715 to 0.900.

With regard to construct reliability, Cronbach’s alpha scores and composite reliability 
coefficients are reported in Table 4-2 and exceed the suggested threshold of 0.7 for all 
constructs. To assess convergent validity, we measured the average variance extracted (AVE); 
all values were again satisfactory in exceeding the suggested threshold of 0.5 (Fornell & 
Larcker, 1981). Discriminant validity was assessed by means of the heterotrait-monotrait 
(HTMT) ratio of correlations (Henseler, Ringle, & Sarstedt, 2015); all values were below 
the recommended cutoff of 0.85 (Franke & Sarstedt, 2019; Voorhees, Brady, Calantone, & 
Ramirez, 2015). Furthermore, the 99% confidence intervals did not cover the 1, indicating that 
all HTMT values are significantly lower than 1. Lastly, the Fornell-Larcker criterion suggested 
that the constructs could be properly discriminated (Fornell & Larcker, 1981). All results 
together support a claim of sufficient discriminant validity.
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4.5.2 Hypothesis testing – direct effects
We tested our hypotheses by applying structural equation modelling to the analysis of direct 
and indirect effects, using the statistical programming environment R. The original model 
was split in two parts for this analysis, Model 1 including the dependent variable ‘haste’ and 
Model 2 the ordinal variable ‘abandonment’. The reason for doing so was to of use different 
estimators: MLR for Model 1 and DWLS for Model 2, due to the ordered endogenous variable 
abandonment. As the results in both models for identical relationships between companion 
type and measured emotions were nearly congruent, we have reported only the MLR results. 
The complete results for both models are provided in Tables C-2 and C-3 in Appendix C. An 
overview of the results and hypotheses tests is provided in Tables 4-3 and 4-4.

Respondents whose scenario paired them with an apathetic companion showed significantly 
higher levels of a sense of haste compared with those who had no shopping companion (βstd 
= 0.353, p < 0.000). Unexpectedly, we also found a significant effect on the haste variable 
in the case of pairing with an enthusiastic shopping companion as compared with shopping 
alone (βstd = 0.143, p < 0.019) and even as compared with the effect of an expert companion 
(βstd = 0.120, p < 0.037). Nevertheless, respondents still felt significantly more hurried when 
accompanied by an apathetic companion than either an enthusiastic (βstd = -0.210, p < 0.003) 
or expert companion (βstd = -0.330, p < 0.000). These results provide empirical support 
for Hypothesis 1. In total, the model explained 39.3% of the variance with respect to the 
perception of haste (R² = 0.393).

As for the likelihood to abandon a purchase decision, none of the three companion types 
had a significant direct effect on respondents’ answers. In addition, all pairwise comparisons 
between the different companion types were insignificant. Therefore, we have found no 
support for Hypothesis 2. For the abandonment construct, the model accounted for 32.6% 
of the variance (R² = 0.326).

The results with regard to the questionnaire items referring to positive emotions (‘happy’, 
‘excited’, ‘thrilled’) and negative emotions (‘angry’, ‘irritated’, ‘frustrated’, ‘annoyed’, ‘stressed’) 
were very similar in both estimated models. Contrary to our expectations, a scenario involving 

Table 4-2: Tests of construct reliability and discriminant validity

Construct α CR AVE Correlations among constructs

1 2 3

Negative emotions 0.87 0.87 0.64 0.80

Positive emotions 0.89 0.89 0.73 -0.68 0.85

Haste 0.93 0.93 0.77 0.53 -0.47 0.87

α = Cronbach’s alpha, CR = composite reliability, AVE = average variance extracted.
Note: Bold elements on the diagonal of the construct correlation matrix represent AVE square roots.
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an enthusiastic companion did not significantly increase respondents’ assessment of a 
positive emotion compared with shopping alone. Shopping with an expert companion did, 
however (βstd = 0.134, p > 0.022). Being in the company of either type of positive companion 
significantly increased respondents’ recording of positive emotions compared to the effect 
of an apathetic companion (enthusiastic: βstd = 0.429, p < 0.000 and expert: βstd = 0.470, p 
< 0.000). These findings offer partial support for Hypothesis 3. In addition, we found that 
apathetic companions significantly reduced positive emotions compared to shopping alone 
(βstd = -0.336, p < 0.000). In total, our model accounted for 18.0% of the variance in positive 
emotions (R² = 0.180).

Negative emotions were found to be increased by the presence of an apathetic companion 
(βstd = 0.373, p < 0.000) as compared to shopping alone, but were decreased by the company 
of an enthusiastic or expert companion compared to the presence of the apathetic type 
(enthusiastic: βstd = -0.551, p < 0.000 and expert: βstd = -0.612, p < 0.000). In comparison to 
the scenario in which the respondent was shopping alone, negative emotions significantly 
decreased in the presence of a positive companion (enthusiastic: βstd = -0.178, p < 0.and 
expert: βstd = -0.239, p < 0.000). These results provide support for Hypothesis 4. The model 
accounted for 30.0% of the variation in negative emotions (R² = 0.300).

At the next phase, we examined the direct relationships among experienced emotions, the 
feeling of haste, and the likelihood of abandoning the purchase. Positive emotions significantly 
reduced respondents’ perception of haste (βstd = -0.157, p < 0.050) while increasing levels of 
negative emotions lead to them feeling more hurried and taking less time before reaching a 
decision (βstd = 0.288, p < 0.003). That result provides support for Hypothesis 5.

With regard to the likelihood of abandoning a shopping trip altogether, both types of emotion 
had significant effects, which supports Hypothesis 6. Positive recorded emotions successfully 
counteracted the likelihood that respondent would abandon the purchase (βstd = -0.345, p < 
0.000) while negative emotions significantly increased the likelihood of abandonment (βstd 
= 0.228, p < 0.016).

4.5.3 Hypothesis testing – mediation
The final phase of our research design was to carry out analysis of the mediation effect of 
the type of shopping companion on a shopper’s perception of haste and the likelihood of 
abandoning a purchase decision. For both models, we used bias-corrected bootstrapping 
with 10,000 draws to determine the 95% confidence interval, following the recommendation 
of Preacher and Hayes (2008).

For the ‘haste’ construct, we found all three indirect effects of negative emotions to be 
significant. The standardized indirect effect for the enthusiastic type of companion was -0.051 
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(95% CI = [-0.424; -0.048]), which suggests partial mediation since the direct effect is significant 
(βstd = 0.143, 95% CI = [0.082; 0.948]). That partial effect appears to be ‘competitive’ (Zhao, 
Lynch, & Chen, 2010): that is, in the situation concerned, the presence of an enthusiastic 
companion directly increased respondents’ perceptions of perceived haste but, when that 
scenario lowered the level of negative emotions, perceptions of haste also decreased. Here, 
negative emotions act as a suppressor variable for the relationship between an enthusiastic 
shopping companion and the shopper’s perception (Hair, Hult, Ringle, & Sarstedt, 2017). In 
the case of an expert companion, we found a standardized indirect effect of -0.069, (95% CI 
= [-0.516; -0.090]) while the direct effect was not significant, which indicates full mediation 
(Shrout & Bolger, 2002). The standardized indirect effect for an apathetic companion was 
0.108 (95% CI = [0.132; 0.725]). The mediation is of a ‘partial complementary’ nature (Zhao 
et al., 2010) since the direct effect remains significant (β = 0.353; 95% CI = [0.816; 1.721]). 
For the paths mediated by positive emotions, we found no significant indirect effect. There 
is thus partial support for Hypothesis 7.

With regard to the ‘abandonment’ construct, the indirect effects of negative emotions 
were significant for all three companion types. In the case of both the enthusiastic (-0.035; 
95% CI = [-0.103; -0.007]) and expert companions (-0.047; 95% CI = [-0.135; -0.011]), the 
reduction in recorded negative emotions significantly reduced the’ likelihood of respondents 
abandoning their purchase compared with the control group: those whose scenario specified 
the absence of any companion. In the case of an apathetic companion, increase of negative 
emotions increased that likelihood (0.073; 95% CI = [0.016; 0.184]). All three direct effects 
were insignificant, suggesting full mediation of the likelihood of shoppers abandoning 
their purchase by negative emotions. By increasing reported positive emotions, an expert 
companion could reduce the likelihood of abandonment (-0.037; 95% CI = [-0.110; -0.003]), 
though the effect was not significant (p < 0.053). On the other hand, such a companion 
further increased that likelihood by reducing positive emotions (0.093; 95% CI = [0.043; 
0.199]). Again, the relationship between companion type and likelihood of abandonment is 
fully mediated by positive emotions, as the direct effects remain insignificant. To sum up, we 
found partial support for Hypothesis 8.

4.6 Discussion of the results

To the best of our knowledge, this study is the first to highlight the role that emotions play in 
the process by which different types of shopping companion shape retail shoppers’ decision-
making. Our findings indicate that, while the behavior of a companion is partly linked to a 
shopper’s changed behavior, it is emotions that play the crucial role in how those changes 
occur.
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All three types of companion identified (enthusiastic, expert or apathetic) influence shoppers’ 
emotions directly but their impact on behavior varies. In the case of the variable designated 
‘haste’, the sense of being hurried, the type of companion has a direct effect as well as 
indirect effects via the shopper’s emotions. With regard to the likelihood of abandoning the 
shopping task, emotions function as a full mediator. That is, we found proof that emotions 
are an essential part of explaining why a shopper would give up on a purchase due to a 
companion’s influence. Notably, not only the increase of negative emotions aroused by 
a distracting or even actively disturbing shopping companion increases the likelihood of 
abandonment of the purchase. As it turns out, a mere reduction of positive emotions leads 
to the same result. This finding is in line with the notion that increased levels of in-store stress 

Table 4-3: Results of structural equation modeling & hypothesis testing for direct effects

Dependent 
variable

Independent variable βstd Standard 
error

βstd Standard 
error

R² Outcome

vs. control group vs. apathetic 
companion

Positive 
emotions

0.180

Enthusiastic 
companion

0.093 0.185 0.429** 0.179 H3: Partially 
Supported

Expert companion 0.134* 0.180 0.470** 0.173

Apathetic companion -0.336** 0.181

Negative 
emotions

0.300

Enthusiastic 
companion

-0.178** 0.182 -0.551** 0.186 H4: 
Supported

Expert companion -0.239** 0.205 -0.612** 0.211

Apathetic companion 0.373** 0.185

Haste 0.393

Enthusiastic 
companion

0.143* 0.217 -0.210** 0.258 H1: Partially 
supported

Expert companion 0.023 0.216 -0.330** 0.265

Apathetic companion 0.353** 0.227

Positive emotions -0.157* 0.126 H5: 
SupportedNegative emotions 0.288** 0.122

Abandonment 0.326 H2: Not 
supportedEnthusiastic 

companion
0.010 0.183 -0.075 0.215

Expert companion -0.010 0.190 -0.095 0.222

Apathetic companion 0.085 0.196

Positive emotions -0.345** 0.075 H6: 
SupportedNegative emotions 0.228* 0.069

Note: *significant at p < 0.05; **significant at p < 0.01
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can serve as a trigger for abandonment of the task (Albrecht et al., 2017). It furthermore 
adds to literature of shopper wellbeing, by emphasizing that the shopping experience can be 
harmed by nothing more than a diminished level of positive emotions. We have found that 
the presence of wellbeing can reduce the sense of haste that shoppers feel in-store, which 
is also consistent with the findings of earlier research (Donovan & Rossiter, 1982; Donovan 
et al., 1994; Elmashhara & Soares, 2020). Consequently, not only does the mitigation of 
negative shopper emotions appear to be crucial for shoppers to stick to their task, but also 
the preservation of a generally pleasant experience takes on considerable importance. For 
example, one earlier study found that positive moods appear to increase an individual’s 
willingness to conform with others (Tong, Tan, Latheef, Selamat, & Tan, 2008). These findings 
hold important implications for retail managers and the skills and traits they want to look 

Table 4-4: Results of structural equation modeling & hypothesis testing for indirect effects

Dependent variable Independent effect Standardized 
estimate

Standard 
error

Outcome

Haste Enthusiastic companion x Positive emotions -0.015 0.049 H7: 
Partially 
Supported

Expert companion x Positive emotions -0.021 0.052

Apathetic companion x Positive emotions 0.053 0.121

Enthusiastic companion x Negative 
emotions

-0.051* 0.090

Expert companion x Negative emotions -0.069* 0.103

Apathetic companion x Negative emotions 0.108** 0.149

Pairwise comparisons 
for haste via positive 
emotions

Enthusiastic companion vs. apathetic 
companion

-0.067 0.153

Expert companion vs. apathetic companion -0.074 0.161

Pairwise comparisons 
for haste via negative 
emotions

Enthusiastic companion vs. apathetic 
companion

-0.159** 0.208

Expert companion vs. apathetic companion -0.176** 0.220

Abandonment Enthusiastic companion x Positive emotions -0.026 0.024 H8: 
Partially 
supported

Expert companion x Positive emotions -0.037* 0.027

Apathetic companion x Positive emotions 0.093** 0.040

Enthusiastic companion x Negative 
emotions

-0.035* 0.023

Expert companion x Negative emotions -0.047* 0.030

Apathetic companion x Negative emotions 0.073* 0.042

Pairwise comparisons 
for abandonment via 
positive emotions

Enthusiastic companion vs. apathetic 
companion

-0.118** 0.047

Expert companion vs. apathetic companion -0.130** 0.052

Pairwise comparisons 
for abandonment via 
negative emotions

Enthusiastic companion vs. apathetic 
companion

-0.108* 0.059

Expert companion vs. apathetic companion -0.120* 0.066

Note: *significant at p < 0.05; ** significant at p < 0.01
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out for in their frontline employees, especially when aiming to provide superior customer 
service. Increasing or maintaining shoppers’ positive emotions appears crucial for retail 
salespeople when the aim is to establish credibility and authority, and for making customers 
feel more at ease. This is especially important in situations in which shopping companions 
do not contribute positively to shoppers’ emotions. Skills and traits that aid salespeople 
in these situations are their general ability to collaborate with customers (Crosby et al., 
1990), listening skills (Drollinger & Comer, 2013; Itani et al., 2019), as well as emotional 
intelligence and empathy (Deeter-Schmelz & Sojka, 2003; Delpechitre, Beeler-Connelly, 
& Chaker, 2018; Delpechitre et al., 2019; Kearney et al., 2017; Rojell, Pettijohn, & Parker, 
2006; Rozell, Pettijohn, & Parker, 2004). These attributes are also linked to individual and 
organizational performance. Emotional intelligence and empathy in particular enable sellers 
to interpret shoppers’ emotions more efficiently and therefore adjust their selling approaches 
accordingly. These traits appear particularly helpful in situations in which companion 
shoppers are involved, as they are thought to allow for a more accurate feeling of interplay 
in the shopper-companion relationship. Dealing with the influence of negative shopping 
companions may demand a certain touch on the part of a retailer’s frontline employees if 
those negative impacts are to be reduced. Previous research studies have found that both 
shopping companions and retail salespeople can alleviate shoppers’ perceptions of stress 
(Lucia-Palacios et al., 2018). Consequently, when the behavior of companions is the actual 
source of the perceived stress, other factors that can contribute positively to shoppers’ 
emotions may become more important, as for instance service personnel or the general 
store atmosphere. One reason why positive perceptions of retail employees’ service and 
behavior may improve the success of retail businesses could be rooted in learning theories. 
Sutton and Rafaeli (1988) suggested that positive emotions displayed by retail employees 
may act as reinforcers for customers, while customers’ loyalty and repeated visits to a store 
represent the reinforced behavior, as suggested in operational conditioning (Skinner, 1953). 
Retailers may therefore want to sensitize their customer-facing employees accordingly and 
make sure that their staff can rely on measures capable of mitigating negative influences on 
shoppers during the retail experience: such as, for example, in-store entertainment, rest areas 
or making beverages available to customers and/or their ‘difficult’ companions. Frontline staff 
who are well prepared for dealing with shoppers’ emotional responses – and the respective 
sources of these emotions – may be able to provide higher service quality (Sweeney et al., 
1997). An increase in service quality could thus also be the result of the correct appraisal 
of a situation involving a shopping companion and a properly chosen approach by frontline 
employees, which facilitates shoppers’ decision-making process and improves their overall 
shopping experience.

Our findings further support the notion that a shopper’s susceptibility to a companion’s 
influence is also linked to the product category (Kiecker & Hartman, 1993; Locander & 
Hermann, 1979). Due to the fairly complex type of product in the experiment, cordless vacuum 
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cleaners, shoppers may have felt the need to use the companion in the experimental scenario 
to reduce functional risks associated with the purchase (Bell, 1967; Kiecker & Hartman, 1993, 
1994). This assistance was furnished by the ‘expert’ companion but not by the ‘enthusiastic’ 
companion. This could explain why the latter but not the former caused greater levels of 
perceived stress for the participants in our experiment. This finding further contributes to 
the insight that shopping companions do not in general improve the shopping experience 
(Borges et al., 2010) – even if they act benevolently and on behalf of the shopper. Even if 
shopper-companion interactions appear harmonious, shoppers’ behavior may still be affected 
negatively from the retailers’ perspective. That is, companions might advise shoppers to not 
make a purchase they consider the product not to be right for them or to be too expensive. 
Shopping companions’ product expertise poses an important additional challenge for retailers 
and their frontline employees, especially, if that expertise does not match the expertise of 
retailing staff, or even contradicts it. Salespeople conversing with customers about complex 
products may not only need to identify their level of informedness (Hochstein et al., 2018) 
in order for efforts to influence them to be successful, but also to assess that quality in the 
shopping companion. Especially if companions do not actually possess the level of product 
knowledge required for making adequate recommendations to shoppers, salespeople must 
take care in their approach to the situation. If the recommendations by companions and the 
retailer’s own staff do not match, shoppers may feel unduly challenged in their decision-
making and decide to not conclude the purchase (Scholz et al., 2020). Hence, an empathetic 
approach is required to make sure shoppers understand the product and its benefits while 
not discrediting the advice of the companions. Tension can thereby be reduced to the benefit 
of the shopper’s overall experience.

To sum up, for retailers and their customer-facing staff, the timely and correct identification 
of shoppers’ needs and goals, and of the shopping companions’ characteristics, are necessary 
in order for measures to be taken to achieve two aims: first, to prevent any detrimental effect 
of shopper-companion interplay, such as abandonment of a purchase; second, to ensure 
that shoppers feel comfortable during the overall experience. Both of these may prove to be 
important even beyond a particular decision-making situation, in that the emotional shopping 
experience is strongly connected to customer loyalty (Cachero-Martínez & Vázquez-Casielles, 
2021). Notably, the expert companions in the experiment were not able to lower perceptions 
of haste on their own. It could be argued that expert companions, unlike the other types, did 
not increase perceived haste and therefore ensured that shoppers’ decision-making processes 
followed the usual route. However, when adding the concurrent reduction of negative shopper 
emotions, the levels of haste were indeed reduced, indicating that expert companion served 
shoppers well in their role of being reassuring and a risk reducer. This further underlines the 
sensitivity of shoppers’ behavior to particular emotions and the importance of wellbeing in 
decision-making situations.
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4.7 Limitations

We now address a few significant limitations of our research design. First, the sample was 
restricted to participants in Germany, who were predominantly female. Generalization to 
male shoppers is therefore not possible. Second, only one product category was tested. 
It is possible that respondents would have reacted differently to companion influences if 
other product categories had been involved. We suggest that future studies in this field 
of study employ different product categories to permit controlling for differences across 
various product categories. Third, the construct of shoppers’ emotions could be measured in 
different ways, depending on the context and goal of a future study. In the past, researchers 
have employed ‘positive affect’ scales (Borges et al., 2010), differentiated between shopping 
pleasure, arousal and apprehension (Chebat et al., 2014; Das & Varshneya, 2017; Donovan & 
Rossiter, 1982), or directly built on the PAD (Pleasure – Arousal – Dominance) scale proposed 
by Mehrabian and Russell (1974). For our own study, we adopted the research design of 
Byun and Mann (2011), whose approach was deemed the most suitable for measuring retail 
shoppers’ emotions directly affected by a social stimulus, i.e., a companion. The measurement 
construct of emotions itself is crucial for the interpretation of the results of our study. 
Therefore, depending on specific research goals, future studies should carefully consider 
which will be the appropriate emotional construct(s) to use. Fourth, the experiment was set 
up as an experimental questionnaire in which respondents were asked to picture themselves 
in a specified scenario and imagine the influence of a particular type of shopping companion. 
It is therefore possible that they did not perceive the shopping situation described in the 
questionnaire as a ‘real’ shopping setting, with a corresponding influence on the outcomes of 
the study. An experiment set up in such a way that participants are not required to form the 
image of the retail setting themselves, for example by showing videos of actual situations of 
shopping with or without companions, could achieve increased internal validity by virtue of 
the participants perceiving the situation as more realistic. Our study introduced the notion 
of an apathetic companion, who would actively disrupt the shopping experience. However, 
an active source of stress may not be necessary to elicit negative emotions and behavioral 
changes among shoppers. We therefore suggest that further research pays attention to the 
different ways in which negative social influences are exerted. In particular, more subtle kinds 
of stress, such as companions’ passive expression of negative moods, could also influence 
shoppers’ emotions and behavior.

Lastly, our study does not address shoppers’ individual ability to cope with stress. 
Psychological resilience, the ability to adequately respond to and handle stressors (Ong et 
al., 2006) in order to improve the own wellbeing (Hershcovis, Cameron, Gervais, & Bozeman, 
2018), could explain why shoppers are affected differently by negative shopping companions. 
While shoppers’ ability to cope with stress cannot normally be observed by retailers and 
therefore does not offer any immediate practical value, it does nevertheless have theoretical 
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implications. Thus, in order to understand why some shoppers react more than others to 
negative social stimuli, especially in the company of shopping companions, future research 
could draw upon psychological resilience research.

4.8 Conclusion

The aim of our study was to investigate whether specific traits of shopping companions 
would elicit different emotions and subsequent behaviors from accompanied shoppers. The 
results underline the role of emotions as an important element of the shopper’s ‘black box’ 
in shopper-companion interplays. Different companion traits do affect shoppers’ emotions 
differently. They also affect shoppers’ feelings of haste and, fully mediated by emotions, 
the likelihood of abandonment of a purchase. The impact of the character and behavior of 
companions at the point of sale has been neglected in research on accompanied shopping to 
date; our findings emphasize the need to examine the role of those factors in future.

In most such situations, there is a clearly identifiable customer and a non-buying companion, 
yet both still share the customer experience. Therefore, in discussion of the benefits of 
customer engagement and its associated implications for customer relationship management 
(see Hollebeek, Srivastava, & Chen, 2019), companion shoppers should also be taken into 
account. Even if they are not the primary customer in the situation at hand, a positive 
perception of the overall experience and service provided to this dyad may lead either or 
both members to become customers in the future. As for interactions with retailers’ frontline 
employees, the role of companions in sales conversations and their interaction with store 
staff has been only superficially considered so far (Woodside and Sims (1976). Research has 
mainly focused on an unaccompanied shopper’s interaction with a salesperson, suggesting 
and evaluating selling techniques accordingly (Hochstein et al., 2018; McFarland et al., 2006; 
Plouffe et al., 2014; Singh et al., 2018). With regard in particular to the optimization of the 
customer experience through environmental and service-related factors, retailers should 
focus on developing procedures and training for their customer-facing employees, which 
include recognition of the role of shopping companions and the manifold challenges that 
arise from their presence. Shoppers who rely on support from companions in purchasing 
situations display at least some level of susceptibility to interpersonal influence (Goff et al., 
1994). Hence, in parallel with shopper emotions being influenced by a companion, retailers’ 
frontline staff can themselves become a factor in emotional influence. For instance, they may 
be able to reassure shoppers by providing outstanding service and product knowledge, or 
handle negative companions appropriately and thereby mitigate their disturbing influence. 
Furthermore, retail managers should equip their stores and frontline employees with useful 
tools for dealing with different kinds of shopping companion influences: such as, for instance, 
rest areas, a coffee bar, or various in-store entertainment options. For a better understanding 
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of how consumer emotions are affected by the interplay of companions and salespeople, 
elements of the recently developed measurement scale “SERVSTRESS” (Roy & Jain, 2020) 
could be of particular interest.

The importance of including shoppers’ various coping strategies and abilities in research 
on how they react to stressful situations has been highlighted before (Moschis, 2007). It 
is likely that the general tendency of individuals to display either approach-oriented or 
avoidance-oriented behavior leads to the experience of different emotions in purchase-
related situations (Arnold & Reynolds, 2012). On the basis of our own findings, we suggest 
that retailers’ customer-facing staff, equipped with adequate tools, could take on the role 
of facilitator for shoppers coping with stressful influences. If they are able to draw the right 
conclusions from observing the shopper-companion interaction and from their impression on 
first contact, frontline staff should be able to adapt to the situation more appropriately. For 
instance, in tense situations, the deployment of humor (Bompar et al., 2018) could relieve the 
tension and let shoppers feel more at ease. In other situations, the various indirect service 
enhancement factors mentioned above, could be the more effective option. We therefore 
recommend customer-oriented retailers to investigate the possibility of providing their stores 
and staff with tools and options to help shoppers overcome stressful situations and turn their 
focus back onto the purchase decision, thereby improving the overall customer experience.
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5.1 Preface to the discussion

The research reported in this dissertation was conducted to investigate the interplay of 
shoppers and shopping companions at the point of sale and, especially, how the latter’s 
influences on the former operate and are translated into shopping behavior. It furthermore 
examined how retail salespeople are affected by that interplay and the extent to which 
service-oriented sales staff need to adapt their selling approaches in that situation compared 
to dealing with unaccompanied shoppers. The core research questions of this PhD project 
were:

RQ1:	How	do	shopping	companions	influence	shoppers	and	sales	conversations?
and
RQ2:	How	can	retail	salespeople	detect	and	deal	appropriately	with	companions’	influences?

This dissertation adopts an innovative perspective in combining research strands concerned 
with consumer behavior and adaptive selling. In so doing, it not only contributes to 
advancement of the state of knowledge with respect to ‘co-shopping’ but also provides a view 
of that phenomenon from three different perspectives: academic (Chapter 2), practitioner 
(Chapter 3), and consumer (Chapter 4).

In the final chapter of this dissertation, Chapter 5, the answers to those research questions are 
provided in Section 5.2. The various findings from Chapters 2, 3 and 4 are brought together 
with specific reference to the research questions in order to provide a synthesis and to 
contextualize the implications of the answers. Section 5.3 additionally discusses the limitations 
of the research project and suggests areas and approaches for future research projects that 
could properly address them. Section 5.4 highlights the key findings and implications for 
theory and practice, from a marketing and retail management perspective, before some final 
thoughts are offered in Section 5.5.

5.2 Discussion of the dissertation’s findings

The following sections will form the connection between the findings of the previous chapters 
and the answers to RQ1 and RQ2, which will enhance theoretical and practical understanding 
of how companion influences on shoppers operate in practice. The answers will moreover 
provide retail managers with the possibility of developing improved service-oriented sales 
training programs by incorporating the needs and characteristics of shopping companions, 
as well as those of the shoppers, which are an important input into sales conversations (Lim 
& Beatty, 2011; Lindsey-Mullikin & Munger, 2011).
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5.2.1 Chapter 2: Shopping companions and their diverse impacts: A 
systematic annotated bibliography
To be able to provide substantive answers to the research questions, it was necessary to gain 
as comprehensive an understanding as possible of the interplay of shoppers and shopping 
companions in the bricks-and-mortar retail environment. In addition, a thorough and up-
to-date understanding of how this interplay translates into eventual shopping decisions 
and shopper behavior was required. Therefore, a systematic literature review compiled a 
comprehensive overview of the current state of research on co-shopping and companions’ 
influences on shoppers. Qualitative content analysis of the journal articles and conference 
papers it yielded found that existing studies of previous co-shopping research could be 
grouped into four main categories, or more than one if they dealt with several sub-topics 
simultaneously. These research objectives of the studies related to the potential influences 
of shopping companions on shoppers’ emotional responses, behaviors, and intention to buy, 
as well as to the nature of the shopper-companion relationship and the interactions within 
it. Companions’ effects on shoppers’ emotional responses relate to their moods, their focus 
on the task at hand, and their perception of the risks associated with a purchase. While most 
research suggests that the very fact of a companion being present tends to evoke positive 
emotions in shoppers, a few findings call for qualification of that simple proposition. Two 
studies, for example, made a distinction between family members and friends as companions 
(Borges et al., 2010; Chebat et al., 2014). Two others compared family versus non-family 
companions in terms of the role they played in reducing shoppers’ perception of purchase-
associated risks (Kiecker & Hartman, 1993) and the strength of the relationship between 
shoppers and their companions (Kiecker & Hartman, 1994). The latter study suggested that, 
in addition to the relationship connection between the two parties, other intra-relational 
factors, such as the way they interact with each other, may also be important for a better 
understanding of the exerting and processing of this social influence. Additional variables 
must thus be taken into account in assessing the reasons for some companions having 
positive and others negative effects on shoppers, beyond the mere existence of that dyadic 
relationship. Results of companions’ influence on shopper behavior include effects on the 
spending of time and money, on the tendency to make impulsive purchases, and on general 
behavior in the shopping environment. While companions clearly have a reinforcing role with 
respect to impulse buying, the findings of the analyzed literature were ambiguous regarding 
the amount of time and money invested in the process by shoppers, demonstrating both 
positive and negative companion influences. Various indications are identified of both factors 
seeming to steer shoppers in one direction or the other. These clues often refer to inherent 
characteristics of the shoppers themselves explaining changed behavior in the presence of 
companions, such as their enjoyment of the process, their perception of value, and their 
gender. It is notable that companion-related factors that go beyond the fact of a relationship 
with shoppers, such as personal characteristics or behavior, have not received much research 
attention, apart from studies of parents accompanied by their children.
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In the research described in Chapter 2, findings concerned with companions’ influences on 
shoppers’ purchase intention were grouped into the food or non-food focus of the sources 
reviewed. In the former cluster, nearly all studies focus either on children accompanying 
their parents during grocery shopping or on teenagers’ food choices as influenced by 
parents and peers. In the non-food cluster, however, several factors were identified that 
could benefit shoppers’ intention to buy under the influenced of a companion. Those include 
active companion involvement, such as by suggesting or actively recommending a particular 
product. On the other hand, companions sharing negative experiences of products and 
advising against purchase can, naturally, produce the opposite result. While research on 
children as companions has almost exclusively been conducted in the grocery shopping 
setting, adult companions were studied in a wider range of contexts. Those included groceries 
as well, but also the buying of toys, consumer electronics, and clothing; in a fair number 
of the reviewed research studies, no specific purchased product was identified, or several 
different product categories were included. The variety of the research settings found in co-
shopping research to date makes it difficult to generalize about the effects of companions 
on shoppers. It furthermore highlights the necessity of including different explanatory 
variables in future research studies, to shed more light on how companions exert their 
influence on shoppers and why shoppers react accordingly. As for person-related findings 
and insights, shopper-companion interplay was mostly analyzed in terms of children learning 
about marketplace behavior and family interplay during grocery shopping. With respect to 
adult shopping companions, attention has focused in particular on the role they assume on 
behalf of shoppers, as well as differences between family and non-family companions or 
companions’ gender. It appears that shoppers tend to choose companions for specific tasks 
on the basis of the strength or type of relationship they have with them (Kiecker & Hartman, 
1993, 1994) or of their gender (Hartman & Kiecker, 1991). There has been hardly any effort 
to develop a more specific categorization based on behavioral and psychographic criteria; on 
the contrary, elements of the corpus of co-shopping research have even completely avoided 
more specific elaborations on companion characteristics completely, focusing only on the 
fact of their general presence. This analysis of the literature thus shows that, although a 
variety of companion effects on shoppers have been identified, researchers now need to 
look beyond stereotypical factors and perhaps include specific companion behaviors that 
lead to greater perceived reassurance on the part of shoppers and the actual competencies 
of the companions chosen.

Another apparently under-researched topic is the ability of shoppers to process the influences 
of companions, although research on shoppers’ perception of psychological stress does exist 
(Albrecht et al., 2017; Baker & Wakefield, 2012; d’Astous, 2000) and is inherently connected 
to their individual psychological resources (Lazarus & Folkman, 1984). In addition, analysis of 
the reviewed research was able to identify retail salespeople as an important missing piece 
of the puzzle in studies of the co-shopping phenomenon. When a shopping companion is 
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added to the equation, a salesperson’s conversational interaction suddenly takes on a new 
significance because of the complex process of catering to the needs of an extra party to the 
transaction (Lim & Beatty, 2011). And yet, although hints exist that the consideration of the 
simultaneous social influences of both companions and salespeople on shoppers is important 
(Lim & Beatty, 2011; Lindsey-Mullikin & Munger, 2011) very few studies have incorporated 
them both (Zhang et al., 2014), or considered actual sales conversations involving all three 
parties at the same time (Darian, 1998; Woodside & Sims, 1976). It was thus also noted that 
there is little evidence to date concerning how the interaction between companions and 
salespeople can affect shoppers. Especially in situations where the opinions and advice of 
shopping companion and salesperson are incongruent, such negative effects on the shopper 
as uncertainty about the purchase decision could occur. While there are means by which 
customers’ emotional perceptions based on service interactions, including those relating to 
selling, can be addressed (Roy & Jain, 2020), they have not yet been applied to situations in 
which a shopping companion is also present.

To sum up, the synopsis of the current state of research on the phenomenon of co-shopping in 
this chapter makes it evident that the characteristics of companions described in the research 
generally fail to go beyond purely demographic criteria. However, it has also become clear 
that the influence of companions is multi-faceted and affects shoppers in many key aspects of 
the shopping experience. Regarding the interaction with retail salespeople, the absence has 
been noted of in-depth investigation that recognizes the presence of shopping companions. 
Research on adaptive selling has focused on salespeople’s interaction with single shoppers 
exclusively and neglected salespeople’s ability to adapt to the presence and influence of a 
shopping companion.

5.2.2 Chapter 3: Personality traits and behaviors of shopping companions 
– taking on the retailer perspective
In identifying and analyzing a practical problem and offering means to improve an existing 
‘artifact’, that is, customer-oriented service provided by retailers’ sales personnel, Chapter 3 
adopted a ‘design science perspective’ (Holmström, Ketokivi, & Hameri, 2009; van Aken et al., 
2016). It addresses the fact that not much is known about either the personality and behavior 
of shopping companions or the role they play in conversations with a salesperson. From the 
perspective of retailers who aim at providing excellent customer service, especially, a better 
understanding of personalities and behaviors, and roles in a sales conversation, could facilitate 
the re-design of training programs in such a way as to attune their frontline employees 
to situations involving both customers and their companions. By paying more attention to 
individual factors, in this case those of accompanying persons, service to customers and 
their companions can be improved by better focusing on their needs, which is a common 
goal of marketing and design (Henseler et al., 2021). Chapter 3 therefore aimed at providing 
answers to both research questions and employed an exploratory approach, while taking 
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on the perspective of practitioners to do so. Qualitative content analysis of data collected 
from 25 semi-structured ‘expert interviews’ with retail salespeople was conducted. These 
experts work in three product fields (consumer electronics, optical retailing, and fashion), and 
provided insights into the typical personality traits and behaviors of shopping companions 
and on selling strategies used when faced by co-shopping dyads.

By means of inductive category formation, segmentation criteria for the description of 
shopping companions were revealed that go beyond mere demographic characteristics and 
also include companions’ personality traits and behaviors. The application of these criteria 
resulted in five overall categories of retail shopping companion, each characterized by a 
unique set of traits and behaviors at the point of sale. The ‘enthusiastic companion’ displays 
high levels of activity on the shopper’s behalf and offers mainly psychological support. They 
do not possess particular product knowledge but rather add to shoppers’ pleasure while 
sharing their personal opinion on products and alternatives. ‘Expert companions’, on the 
other hand, add to shoppers’ experience by providing functional support: that is, they are 
able to consult with shoppers on product benefits and advise on suitability. A ‘patronizing 
companion’ does not necessarily add to shoppers’ derived pleasure from the experience, nor 
do they always possess particular product knowledge. However, they do usually have the 
shopper’s best interest in mind and want them to get the most appropriate product, despite 
patronizing them in the process and, in many cases, taking the decision away from them. 
‘Apathetic companions’, like the ‘destructive companions’ defined in the process, do not 
derive any pleasure from shopping experiences and prefer the process to be over as quickly 
as possible. But while the destructive type actively expresses a lack of interest and tries to 
end the shopping experience as quickly as possible, apathetic companions are characterized 
by their passivity. Several challenges for retail salespeople emerge from these findings. The 
first relates to the correct identification of the type of companion present in a given case. 
While the expert respondents often mentioned that each sales conversation would be more 
or less unique, the overall findings suggest that in most cases it is possible to categorize 
shopping companions on the basis of their attitude and behavior. Second, salespeople need 
to be aware that the presence of a companion brings with it the need to recognize that a 
different approach may be needed to convince that second party to the transaction of the 
merits of a product. The results show that salespeople who fail to meet that challenge in so 
far as their advice and that of the companion do not coincide may bring about abandonment 
of the purchase. The third challenge to emerge from the findings is that, in addition to 
taking into account the role of a companion, salespeople must at all times be careful not to 
disregard the actual needs of the shopper. In many cases, and especially in the case of high-
involvement products, shoppers may tend to choose a companion to complement their own 
competences, who is likely to possess good product expertise. In doing so, their aim will be to 
be able to pursue their goal, the identification of the most suitable product alternative, in a 
more efficient way (Bohns & Higgins, 2011). Accordingly, salespeople would be well advised 
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to consider the tasks or responsibilities a companion is thought to assume for a shopper. They 
should also actively seek clues about the ways in which companions execute that role. This 
could facilitate the identification of the actual decision maker, who may not necessarily be 
the buyer, as for example in the case of patronizing companions or expert companions. As a 
consequence, this could simplify service-oriented as well as selling-oriented communication 
by addressing the decision maker in a more targeted manner.

The research described also analyzed the selling techniques that salespeople use in co-
shopping situations. It is noteworthy that the salespeople themselves rarely refer to “selling 
techniques” but rather explain that they rely and act on their experience and intuition. 
In the interviews, however, they often described techniques and approaches resembling 
the sales techniques described in the literature of selling. Many further claimed that they 
would not change their basic approach if a shopping companion was present during the 
sales conversation. But the anecdotal evidence painted a different picture, showing that 
salespeople do indeed use techniques in the presence of companions that they would not 
use in a conversation with an individual shopper. This shows not only that various techniques 
are common in daily practice when dealing with shoppers and their companions but also that 
salespeople often seem unaware of applying them. Despite the claim of relying on experience 
and intuition when it comes to engaging in selling interactions, research studies show that 
not only do the intuitive judgments of salespeople about the shoppers and companions they 
encounter need to be correct, subsequent deliberate judgments also need to be correct if 
sales performance is to be improved (Hall et al., 2015). That is, conscious and analytical 
judgments need to be made, and correctly. It therefore seems advisable for salespeople 
to become more aware of the changing situation and the associated challenges that come 
with the addition of a shopping companion to the interaction, to make it more likely that 
their deliberate evaluations of companions’ behaviors and influences on shoppers will 
be better. But it is also true that the application of already established selling techniques 
can be a promising route if matched to specific shopper and companion characteristics. 
For example: the use of some sorts of humor to mitigate the disruptive effects of bored 
companions (Bompar et al., 2018) or an increase in the amount of information exchanged, 
as well as ingratiation and inspirational appeals (McFarland et al., 2006) when shoppers 
and companions prove to be socially outgoing. Sharing information and recommendations 
could be particularly beneficial when encountering expert companions wit high levels of 
product knowledge, though these could in practice be pseudo-experts who believe in their 
own expertise without real justification (Hochstein et al., 2018). If salespeople identify such 
a type of companion, they would be well advised not to openly disregard their suggestions. 
The research shows that to do so can easily lead to disagreements with companions, creating 
tension in the sales conversation, which may ultimately cause shoppers to abandon the 
purchase. It is notable that only one of the interviewed experts had ever received sales 
training that included the presence of a shopping companion to a small degree at least. 
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Thus, especially for retailers aiming to provide holistic and superior customer service, it 
is advisable to integrate the presence of shopping companions into their sales training 
programs. Moreover, those should pay special attention to the importance of emotional 
sensitivity and identify certain cues to which attention should be paid when observing the 
interaction between shoppers and their companions. This would also benefit encounters with 
apathetic and destructive companions, who disrupt the shopping experience and make the 
sales conversation become much less pleasant. The results of the expert interviews show that 
a number of salespeople are not comfortable dealing with such companions, mainly because 
they do not know how to deal with them in a proper manner, often leading them to retreat 
from a potential sales conversation rather than engage in it. This finding also underscores 
the importance of including salespeople in the design of sales training methods and leaving 
enough room for them to contribute to the process and, if necessary, re-design it (van Aken, 
2005) on the basis of their experience and intuition, as the ones involved in the process.

In conclusion, the paper presented in Chapter 3 is the first, as far as the authors know, 
to explore and subsequently apply behavioral and psychographic segmentation criteria to 
the description of different types of shopping companions in retail environments. Based on 
the identification of five fundamentally different types of shopping companion, it becomes 
evident that salespeople must possess a variety of skills and abilities in order to appropriately 
assess and deal with each type, along with the shoppers as part of the sales conversation. The 
insights from retail experts highlight the necessity of including information about shopping 
companions’ personalities and behaviors in the continuing education and preparation of 
service-oriented retail salespeople. After all, this assessment does not end with the behavior 
of the companion, but also extends to the reaction of the accompanied shopper. Therefore, 
the subsequent observation and correct assessment of the shopper’s reaction is evidently 
of great importance. This was shown in the results of the expert interviews in the form of 
changed behaviors, such as an increased willingness to talk or even to leave the store, and 
also in emotional reactions.

5.2.3 Chapter 4: Different types of shopping companions and their 
influence on shoppers’ emotions and behavior
This chapter also addresses both research questions and aims at deepening the understanding 
of companion influences from the customer perspective, pointing out cues for retailers in 
the process that facilitate their judgment of companions’ influences and subsequent choice 
of an appropriate influence approach. It elaborates on how shoppers process the influences 
of different companion personalities and behaviors through the experience of different 
emotions, which then lead to changes in shopper behavior. It further addresses how shoppers’ 
display of such emotions in addition to the behavior and personality of companions can 
be used by retail salespeople to properly identify and react to those particular companion 
influences in practice. Data collected from 316 respondents by means of an online survey 
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experiment (Gaines et al., 2017) were analyzed to determine how different personality traits 
and behaviors of companions affect shoppers in terms of their emotions and behaviors. For 
that purpose, a fictitious situation involving shopping for electronic household appliances 
was described to respondents. Individual respondents were given details of the specific 
behavior of one of three types of shopping companion. The effects were measured in terms 
of changes in their experienced emotions, changes in the time they reported being willing 
to invest in the process (the ‘sense of haste’), and whether or not they would abandon the 
purchase decision. The three different types of companion considered were based on those 
identified in Chapter 3: an ‘enthusiastic companion’ who supported the shopper morally and 
enhanced the shopping experience from a social perspective, without possessing particular 
product knowledge; an ‘expert companion’, whose support was on a functional rather than 
moral level, in the form of product advice based on expertise; an ‘apathetic companion’, 
characterized by a lack of real interest or pleasure in the shopping experience and the making 
of disruptive comments during the decision-making process. A control group was presented 
with a situation in which no companion was present.

Data analyses took into consideration both the direct effects of various companion 
characteristics on shoppers’ emotions and behavior, and the indirect effects of those 
characteristics on shoppers’ behavior as mediated by emotions. In taking this approach and 
thereby moving forward from the traditional purely demographic descriptions of shopping 
companions, the paper in Chapter 4 draws on the S-O-R paradigm and is able to take a 
closer look into the organism’s (the shopper’s) ‘black box’. Its findings thus complement the 
classical stimulus-response approach in analyzing how the transformation of companion 
influences into emotion-based shopper behavior actually works. They show that shoppers’ 
experienced emotions, both positive and negative, do indeed play an important antecedent 
role in explaining behavioral changes affected by the influence of a companion. Compared 
to shopping with a troublesome companion, both of the more positive types were found to 
be able to directly reduce shoppers’ perceptions of haste. Mediation analysis revealed that 
this effect was due in part to their reducing negative emotions experienced by the shopper 
during the transaction. Notably, no direct effect of companions’ characteristics was found 
on the likelihood of abandonment of the purchase. It was necessary to treat emotions as a 
full mediator in order to understand how shoppers process their companions’ influences and 
why they engage in certain behaviors. Interestingly, it was shown that a disruptive companion 
increased the likelihood of abandonment not only by eliciting more negative emotions but 
also by merely decreasing positive emotions. That finding emphasizes the importance of 
shoppers’ wellbeing in purchasing situations, showing that they have a considerable interest in 
maintaining a certain status quo with regard to how they experience the situation emotionally 
(for instance with regard to derived hedonic value). While the importance of consumer 
wellbeing is well known in connection with the investment of time in the purchase process 
(Donovan & Rossiter, 1982; Donovan et al., 1994; Elmashhara & Soares, 2020), the findings 
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discussed in Chapter 4 expand the set of influencing factors to include specific companion 
behaviors. Even if circumstances prevent a purchase in some situations, there is nonetheless 
a link between the emotional shopping experience and customer loyalty (Cachero-Martínez 
& Vázquez-Casielles, 2021). From the retailer’s perspective, this illustrates why it can be 
beneficial to invest time and effort in ensuring that disruptive influences on customers in 
the shopping environment as a whole are eliminated or mitigated. This means that, when 
hiring, briefing and training frontline customer-facing staff and when thinking about how to 
design the shopping environment, retail managers should make sure their decisions facilitate 
appropriate actions. Regarding the identification and proper handling by such staff of both 
negative and positive traits in shopping companions, empathic listening skills (Drollinger & 
Comer, 2013; Itani et al., 2019) and also emotional intelligence (Deeter-Schmelz & Sojka, 
2003; Kearney et al., 2017; Rojell et al., 2006; Rozell et al., 2004) and empathy in general 
(Delpechitre et al., 2018; Delpechitre et al., 2019) are clearly important attributes. Frontline 
employees’ ability to more efficiently recognize and react to shoppers’ emotions (and the 
corresponding influencing factors) could also improve shoppers’ perception of functional 
service quality (Sweeney et al., 1997) and subsequently the overall experience for both 
partners in the shopping dyad.

Because the field experiment was concerned with a ‘shopping goods’ product (one into which 
shoppers tend to invest more effort and time in making an informed decision), its results 
reinforce evidence from earlier research that shoppers use companions as risk reducers 
(Bell, 1967; Kiecker & Hartman, 1993, 1994). In particular, the finding that ‘enthusiastic’ 
companions, as opposed to the ‘expert’ type, increased the participants’ sense of haste 
supports that notion. Therefore, from the retailer’s perspective, benevolent companions who 
interact positively with customers in retail environments do not necessarily imply a positive 
shopping outcome. On the contrary, if a companion contributes positively to the shopping 
experience but lacks product expertise, the shopper might decide against the purchase of a 
more complex product. So, on the one hand, salespeople need to make sure that shoppers 
fully understand the product and its benefits. On the other hand, if companions have the 
shoppers’ best interest in mind and are not fully convinced of a seller’s product or service, 
they may advise against making a purchase. As observed in Chapter 3, companions who do 
not match or even contradicting the advice of a salesperson, or even contradict it, pose a 
particular challenge for salespeople, who will need to employ an empathetic approach if they 
are to convince shoppers without discrediting companions in the process.

Chapter 4 thus raises three important points. First, different character traits of companions 
may very well have different impacts on the feelings and subsequent behaviors of 
accompanied shoppers. To date, research on this topic has almost exclusively involved 
relational descriptions of the shopper-companion relationship to explain differences in a 
companion’s influence on a shopper. This study has shown that more specific descriptions 



Chapter 5

122

of certain characteristics of companions are pertinent to a better understanding of their 
influence on shoppers. Second, in assessing the influence of different types of companion on 
shoppers, it is not only their behavior that is relevant, but also the emotional reactions of the 
shoppers. Shoppers’ psychological resources thus emerge once more as an important element 
of the black box that determines the degree to which shoppers respond to the influences of 
their companions. It should again be noted that not only the existence of negative emotions 
but also the mere absence of positive emotions can significantly disrupt shoppers’ retail 
experience. Third, a shopper’s emotional response to the influence of shopping companions 
offers retailers and their frontline staff with an important clue as to the way in which the 
influence will be processed. Since possible consequences of these influences include shoppers 
shortening or even abandoning the purchase process, retail managers would be well advised 
to train their staff to deal with such effects appropriately. As for the design of such training 
schemes, the findings indicate that the emotional intelligence, as well as observational and 
listening skills in particular, are of great significance with regard to frontline employees’ ability 
to properly evaluate the influences of companions and the subsequent effects on shoppers.

Summing up, the overview of the various potential impacts of companions on accompanied 
shoppers (Chapter 2), the application of behavioral and psychographic criteria to the 
identification of five unique types of shopping companion (Chapter 3), and ultimately the 
linking of specific companion behaviors to shoppers’ emotional and behavioral responses 
(Chapter 4) collectively represent practical insights for service-oriented retailers. They favor 
both the design and further development of service-oriented retail sales training methods 
and future research studies of co-shopping, customer behavior, and retail management as 
well as their respective intersections.

5.3 Limitations

Section 5.2 answered the main research questions at the heart of this PhD project. Although 
they offer new insights into the co-shopping process as well as important implications for 
marketing and retail theory and practice, discussed in Section 5.4, certain limitations and 
areas for improvement in future studies should be taken into account.

First, several methodological approaches were adopted in the research for this dissertation, 
comprising on the one hand qualitative methods (a systematic literature review; semi-
structured expert interviews; qualitative content analysis; inductive category formation) 
and on the other hand a quantitative study employing confirmatory factor analysis, ANOVA 
and structural equation modeling. Appropriate measures and protocols were specified in 
every case, to allow each phase of the research to benefit from their respective virtues 
despite also containing their inherent flaws. The theoretical and practical implications of 
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the findings for retail managers and their frontline employees are discussed in Chapters, 
3, 4 and 5, with regard to how to appropriately manage the influence of companions on 
accompanied shoppers. Although the dissertation does take account of the practitioner’s 
perspective, the recommended adaptive selling initiatives are neither applied nor tested in 
real-world scenarios and thus represent a ‘partial design’ (Stange et al., 2022). It therefore 
seems useful to combine the findings in Chapters 3 and 4 in order to examine the effect on 
accompanied shoppers of the simultaneous interaction between shoppers, their companions, 
and retail staff. At the same time, it would be possible to test the effectiveness of different 
sales or conversational approaches used by these frontline employees in combination with 
different types of shopper-companion interactions in order to complete this design approach.

The second limitation is concerned with the generalizability of certain findings. On the basis 
of the quantitative analysis in Chapter 4 and the identified consequences of companions’ 
influences (especially if negative) on shoppers’ perceptions of the overall retail experience, 
it is recommended in the penultimate paragraph of Section 5.4 that retailers adapt the 
physical shopping environment in various ways with the aim of dealing more appropriately 
with such influences. Examples are given there. Such initiatives could play a significant role 
especially for those customers who need to concentrate on a complex purchase decision 
without interruption by negative influences. It would further be worthwhile in future to 
evaluate these and other opportunities related to store design itself in terms of their potential 
to mitigate negative influences of companions on shoppers. It is also worth noting that the 
recommendations concerning the construction of the overall shopping experience have also 
not been formally tested in practice and are therefore only suggestions, which cannot be 
confidently generalized.

So that participants in the experiment described in Chapter 4 were dealing with a sufficiently 
complex product, which would increase the importance of social influences on their decision-
making, the hypothetical product class was cordless vacuum cleaners. To render such findings 
transferable to more general shopping contexts and validate them, future experiments 
should introduce different categories of product. One possible category, for instance, could 
be clothing, shopping for which has been associated with the social identity of individuals, 
at least under certain circumstances (Feinberg et al., 1992). Other added categories could 
involve social influences on decision-making without the technological dimension introduced 
by a cordless vacuum cleaner. The research reported in this dissertation examined the effects 
on shoppers’ wellbeing in the decision-making situation of higher versus lower degrees of 
expertise and negativity or positivity in companions, but did not consider how, for example, 
the specific behavior and personality of an enthusiastic companion might make shopping 
trips with not specific purpose, such as ‘window shopping’, more enjoyable or a generally 
better experience. The generalizability of our findings with regard to shopper wellbeing is 
thus limited by the technical nature of the product category considered in the experiment.
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A third limitation of the study relates to the shopper ‘black box’: that is, how the influence of 
shopping companions is processed. Chapter 4 offers insights into the role played by emotions, 
but both it and Chapter 2 suggests that a shopper’s personal psychological resources may 
play a role in how a companion’s influence is processed. Those which allow shoppers to 
be more resistant to stressful stimuli are defined as ‘resilience’ (Ong et al., 2006; Windle, 
2010). Further insights combining social stimuli with shoppers’ internal resources and their 
experienced emotions are necessary if more is to be learnt about the circumstances under 
which emotions ultimately influence shopper behavior.

5.4 Implications for research & practice in marketing and retail 
management

5.4.1 Implications for researchers
This dissertation, the core topic of which is ‘co-shopping’, combines findings on the effects 
of shopping companions both from the academic perspective and from the standpoint of 
retail salespeople and shoppers affected by the influence of shopping companions. In doing 
so, it permits a more holistic view of the role of those companions in retail environments. 
The findings reported across three papers for publication demonstrate that it will be fruitful 
for future research studies to consider a variety of additional factors relating to the presence 
of companions.

First, the analysis of previous co-shopping research in Chapter 2 shows that very limited 
attention has been paid in particular to the personality and behavior of shopping companions. 
Only the special case of studies of children accompanying adult shoppers have in fact 
considered companions’ behavior in greater detail, for example in discussing strategies 
employed to persuade parents to buy something or negotiation tactics (e.g., Buijzen & 
Valkenburg, 2008; Calderon et al., 2017; Ebster et al., 2009; Gaumer & Arnone, 2009; Haselhoff 
et al., 2014; Rust, 1993). In the case of adult companions, this dissertation is believed to be 
the first research study to offer a categorization of companions based on personality and 
behavior, as in Chapter 3. The importance of including such additional characteristics, if the 
goal is to better understand why and how shoppers adjust their behavior in the presence 
of a companion, is demonstrated in Chapter 4. In looking at how shoppers process the 
influences of companions, it seems necessary to look equally closely at their personalities and 
capabilities, which existing research has done only to a limited extent. Instead, it has either 
considered the emergence of positive and negative emotions as an ultimate consequence 
of companion influence (Borges et al., 2010; Gui et al., 2021; Lucia-Palacios et al., 2018; 
Prus, 1993) or investigated how shoppers’ emotional attachment to a shopping location 
such as a particular shopping mall is affected (Chebat et al., 2014). Chapter 4 highlights the 
importance of shoppers’ emotions being influenced by a companion as a major influence on 
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their behavior and also as a factor explaining adaptation of their behavior. It would therefore 
be advisable in future studies to treat emotion as an explanatory variable in behavioral 
change due to the influence of a companion. Moreover, it would seem promising to focus 
future research on shoppers’ inherent psychological resources as well as those companion-
influenced emotional responses (Roy & Jain, 2020). Since stress may result from a perceived 
gap between situational demands and personal abilities (Maier & Wilken, 2014; Papen, 
Niemand, Siems, & Kraus, 2019), is a rather subjective construct. Hence, the psychological 
resilience of shoppers in the presence of stressful external influences (Ong et al., 2006; 
Windle, 2010) could contribute to the explanation of different levels of changes in behavior 
when shoppers are exposed to the same or similar companion influences. Furthermore, when 
frontline sales staff engage in conversations with shoppers and their companions, the former 
are required to deal with an additional influence factor. Possible incongruence in the advice 
of a companion versus that given by a salesperson can cause a great deal of uncertainty for 
the shopper, even leading as far as aborting the shopping trip, as shown in Chapter 3. It is 
therefore necessary to understand which conventional selling approaches are appropriate 
when facing shopper-companion dyads and which are not, and if new approaches need to 
be designed specifically for coping with particular sorts of companion influence.

In Chapter 3, a design science perspective is adopted and measures for the re-design of 
training methods for retail salespeople are suggested, which stem from the identification 
and analysis of a practical problem (van Aken et al., 2016), namely the general unawareness 
of retail salespeople about how best to adapt to the presence of shopping companions. In 
sales research, it is only recently that insights into how salespeople base such adaptation 
on certain shopper attributes, such as personality or body language, have been examined in 
any depth (Alavi et al., 2019). The research reported in this dissertation offers similar hints 
as to what should be considered by salespeople in the presence of companions. Awareness 
of the different types of companion and how they behave differently and thereby affect 
accompanied shoppers and salespeople in different ways, serves as a solid basis for the 
appropriate adaptation of sales approaches and conversations, thus contributing to the 
improvement of ‘adaptive selling’ practices (Holmström et al., 2009). Service-oriented 
retailers have a genuine interest in lasting relationships with their customers, which in turn 
requires their frontline sales staff to have good relationships with their customers (Crosby et 
al., 1990). The latter can be achieved through effective tailoring of their approaches to the 
type of shopper, especially if those are interaction-oriented (McFarland et al., 2006). Retailers’ 
salespeople can thus be considered part of the overall relationship marketing strategy, 
which is why the results of Chapter 3 further highlight the benefits of adopting a design 
science perspective in developing marketing tools or diagnosing problems (Henseler, 2017; 
Henseler et al., 2021). The successful re-design of such training methods requires salespeople 
themselves to be involved throughout the process, allowing for continuous improvement (van 
Aken, 2005). However, since this ‘partial design’ (Stange et al., 2022) has not been tested in 
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practice, it is suggested that future research does so by practically examining different selling 
strategies that have been adapted to specific companion personalities and behaviors as well 
as shoppers’ responses to those influences.

Lastly, Chapter 4 discusses some possible directions for future research into the customer 
experience. While the impact of companions on shoppers is beyond the control of retailers 
(Verhoef et al., 2009), they can still take initiatives to maximize the likelihood that shoppers 
have a more positive experience by designing their premises appropriately, controlling the 
ambience, and managing how the service is offered (Bustamante & Rubio, 2017; Verhoef et 
al., 2009). It follows, then, that customer experience research could address the question of 
which elements in the design of the shopping experience would favor or mitigate companions’ 
influences in order to ensure shoppers’ wellbeing, by identifying opportunities and tools for 
frontline employees to draw upon when companions behave in certain ways. Therefore, 
customer experience research could address the question of which elements in the design of 
the shopping experience could favor or mitigate corresponding influences of companions in 
order to ensure shoppers’ wellbeing. Customer experience research might therefore usefully 
address the question of which elements in the design of the shopping experience could favor 
or mitigate companions’ influences in order to ensure shoppers’ wellbeing. While salespeople 
certainly play a crucial role in the customer experience, due to their closeness to the shopper, 
it has been shown that they can be perceived by shoppers as another source of stress (Roy & 
Jain, 2020). In order to take into account the impact of this additional influence on shoppers 
when they are already with a chosen companion, future research could set out to combine 
these two influence factors and evaluate their combined effects. Especially in situations where 
shoppers are already exposed to a companion’s negative influence, it would be interesting to 
shed light on the possibilities of intervention available to a salesperson and on how effective 
they would be with respect to the emotions and behavior of shoppers.

5.4.2 Implications for marketing and retailing practitioners
This dissertation has identified various effects of companions that ultimately affect not only 
accompanied shoppers but also retailers and their sales personnel. Although the findings in 
Chapter 2 indicate that no research has so far explicitly considered the interplay of shopping-
companion dyads with retail salespeople, the expert interviews in Chapter 3 reveal that such 
encounters have high practical relevance. It became clear that many frontline employees rely 
on their intuition for their chosen approach when facing shoppers and their companions, 
but also they admitted to regularly lacking a specific plan for dealing with any companion 
who exerts a negative influence on the shopper, in particular. One reason for that is probably 
that very little training for frontline sales staff actually takes into account the presence of 
companions at the point of sale. This means that few purpose-built approaches, if any, have 
been available to them to adapt to a situation that involves an accompanied shopper. The 
general notion of ‘adaptive selling’ refers to the process of gathering information about 
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customers and subsequently developing and executing a sales strategy based on it, to be 
adjusted as implementation proceeds (Weitz, 1978). Especially when the retailer in question 
aims to provide a superior customer service, the ability of the salespeople to adapt to the 
personalities and needs of different shoppers as well as those of their companions may 
be able to improve sales performance (Deeter-Schmelz & Sojka, 2003; Itani et al., 2019; 
McFarland et al., 2006; Verbeke et al., 2011), and thus overall organizational outcomes. Given 
the potential consequences of negative companion influences on shoppers, as evidenced by 
previous research and outlined by the experts in Chapter 3, the lack of appropriate selling 
approaches, however, may well have negative impacts on these outcomes.

The desire of retailers to have access to universally effective sales techniques has already been 
acknowledged as unrealistic with reference to individual traits of shoppers (McFarland et al., 
2006). Consequently, the need for salespeople to identify individual shoppers’ personality 
traits and respond accordingly justifies the inclusion of shopping companions in the training 
of salespeople who use adaptive selling techniques. Chapter 3 emphasized that sales 
conversations are fundamentally changed by the presence of an additional person alongside 
the shopper. Many challenges result for frontline salespeople, one of which lies in having to 
convince another person of the merits of the product or service, who could differ greatly from 
the accompanied shopper in their views and their assessment of whether or not the sales 
conversation is going positively. In these situations, it therefore becomes especially important 
that salespeople pay attention to both parties and their emotions during the interaction, 
especially when they grow aware that one or both parties have high expectations regarding 
the service to be provided by them (Burns & Neisner, 2006). Early recognition of a companion’s 
personality traits can help to decide the best approach promptly and thus not only lead to a 
successful conversation from the shopper’s point of view but also to an improved mood and 
more positive influence if the companion is of the disruptive type. A number of traditional 
adaptive selling techniques that are based on the salesperson’s successful assessment of a 
solitary shopper’s personality might also be appropriate for situations involving a companion, 
such as the use of humor (Bergeron & Vachon, 2008; Bompar et al., 2018) or ingratiation 
and inspiration appeals (Alavi et al., 2018; Bailey, 2015; Hochstein et al., 2018; McFarland et 
al., 2006). When applying such techniques in the presence of a shopping companion and a 
solitary shopper, a key challenge for salespeople is likely to be the adaptation to the personal 
traits of both parties at the same time, and making that adaptation authentically. In addition, 
salespeople face the task of having to correctly assess the strength of the companion’s 
influence on the shopper. To be successful in these endeavors, they need to possess distinctive 
skills and traits. In research studies of salespeople’s interactions with shoppers, excellent 
listening skills were identified as a help not only in building trust but also in forming the basis 
of long-lasting relationships (Drollinger & Comer, 2013; Itani et al., 2019). A salesperson’s 
emotional intelligence or empathy (Deeter-Schmelz & Sojka, 2003; Delpechitre et al., 2018; 
Delpechitre et al., 2019; Kearney et al., 2017; Rojell et al., 2006; Rozell et al., 2004) also 
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plays an important role in the recognition of personality traits and therefore in achieving a 
successful sales outcome. These insights are likely to be equally applicable to the process of 
assessing the personality and influence of shopping companions. Retailers would therefore be 
well advised not only to include companions’ mere presence in future sales training programs 
but also to ensure that their frontline employees are optimally trained on the use of the traits 
and skills required.

Finally, the findings and conclusions discussed in this dissertation do not only affect retailers’ 
frontline employees, but also the design of other in-store touchpoints. While retailers cannot 
directly control such social influences as those brought by shopping companions (Verhoef 
et al., 2009), modifications of such points of contact where shoppers and their companions 
experience the retail environment (Bustamante & Rubio, 2017; Verhoef et al., 2009) could 
offer a solution for the indirect management of social influences. These include elements 
manipulating the companion’s mood for the better during the conversation, for example 
by providing rest areas, offering coffee or soft drinks, ambient entertainment, and so on. If 
there is little or no possibility of positively influencing companions, carefully removing them 
from the conversation could also prove to be an effective alternative solution, by for example 
offering entertaining distractions, a bar, or a comfortable lounge.

To sum up, retailers can express customer orientation and high service standards in a variety 
of ways, from the design of the shopping environment to the behavior of their frontline staff 
and beyond, such as in the domain of after-sales service. In times when bricks-and-mortar 
stores are struggling more and more with the burgeoning of online retailing, creating an 
outstanding shopper experience perceived by shoppers as a distinct value proposition is of 
utmost importance for recruiting and retaining loyal customers (Gentile et al., 2007) and 
for prevailing in highly competitive markets (Grewal et al., 2009). The inclusion of shopping 
companions in the planning and further development of the customer experience could be 
an important step in achieving or expanding that value proposition.

5.5 Final thoughts

The purpose of this dissertation was to improve our understanding of how companions 
influence retail shoppers and to assess the preparedness of retail salespeople to recognize 
and deal with these influences appropriately. Considering both potentially positive and 
potentially negative effects of shopping companions on shoppers’ emotions, behavior and 
decision-making, retailers and their frontline sales employees cannot afford to ignore the 
influence of those companions or act on the basis of relevant experience and intuition 
alone. It became apparent that salespeople do not always know which approach can lead to 
successful outcomes when companions are present. Approaching the concept of co-shopping 
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from three perspectives (academic, in the form of the annotated bibliography; practitioner, 
via the responses of expert interviewees; and consumer, via an online survey of individuals 
in their role of shopper) permitted a holistic consideration of the co-shopping phenomenon. 
That should in turn yield information that will serve better in preparing salespeople for their 
encounters with shoppers and their influential companions.

It should be noted, in particular when considering service-oriented retailers, that 
salespeople’s effectiveness in situations involving shopping companions should not be 
measured only according to whether or not they are able to close a sale, but much more in 
terms of shoppers’ and companions’ perceptions of and attitude toward the retailer and the 
shopping environment. That is, particularly in situations that engender a feeling of stress for 
shoppers, service-oriented salespeople should maintain a focus on the lasting retailer-shopper 
relationship. Several promising approaches to that task do exist in previous research studies, 
relating to unaccompanied shoppers, which may nevertheless be transferable to the co-
shopping context. Those include providing both shopper and companion with a comfortable 
environment and ambience which, especially for the shopper, can help to mitigate the negative 
emotions that may be elicited by a companion’s behavior. In the long run, perception of the 
atmosphere in which shopping takes place and associated positive impressions could yield 
higher levels of customer loyalty (Cachero-Martínez & Vázquez-Casielles, 2021). In addition, 
evidence exists that perceptions of stress on the part of retail customers also represent an 
opportunity for retailers’ frontline staff, particularly if shoppers perceive them to be likeable. 
Customers may interpret a salesperson’s helpful and considerate persona as symptomatic of 
a special effort on the part of the retailer to invest in the long-term customer relationship, 
which in turn leads to higher repeat-purchase intentions (Papen et al., 2019). An inherently 
positive customer orientation on the part of salespeople is an important prerequisite for 
displaying behaviors appropriate to the increase of customers’ long-term satisfaction (Dunlap, 
Dotson, & Chambers, 1988; Itani et al., 2019), if not the most important. An appropriate 
orientation toward not only the needs but also the behavior and personality of the shopper, 
and to those of the shopper’s chosen companion, can provide service-oriented retailers with 
a strong, sustainable advantage over more sales-oriented competitors.
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A. Appendix Chapter 2
Table A-1: List of journals in the bibliography

Number of articles/
papers reviewed

Journal or conference proceedings

11 • Journal of Retailing and Consumer Services

4 • International Journal of Consumer Studies

3 • Journal of Marketing
• Journal of Marketing Research

• Journal of Retailing
• Young Consumers

2 • Appetite
• International Journal of Retail & 

Distribution Management
• Journal of Business Research

• Journal of Consumer Marketing
• Journal of the Academy of Marketing 

Science
• Psychological Reports

1 • Accident Analysis and Prevention
• AMA summer educators’ conference 

proceedings
• AMA winter educators’ conference 

proceedings
• Child Development
• Eating Behaviors
• Environment and Behavior
• European Journal of Marketing
• Health Education & Behavior
• Human Communication Research
• International Journal of Research in 

Marketing
• Journal of Advertising Research
• Journal of Applied Social Psychology
• Journal of Consumer Psychology

• Journal of Contemporary Ethnography
• Journal of Food Products Marketing
• Journal of Nutrition Education and Behavior
• Journal of Obesity & Weight Loss Therapy
• Journal of Relationship Marketing
• Management Research Review
• Management : Journal of Contemporary 

Management Issues
• Marketing Intelligence & Planning
• Advances in Consumer Research
• Procedia – Social and Behavioral Sciences
• Qualitative Sociology
• Social Marketing Quarterly
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Table A-2: Papers and articles selected for the literature review

Author(s) + Year Title

Atkin (1978) Observation of parent-child interaction in supermarket decision-
making

Badgaiyan & Verma (2015) Does urge to buy impulsively differ from impulsive buying behavior? 
Assessing the impact of situational factors

Bell (1967) Self-confidence and persuasion in car buying

Bevelander, Anschutz & Engels (2011) Social modeling of food purchases at supermarkets in teenage girls

Borges, Chebat & Babin (2010) Does a companion always enhance the shopping experience?

Buijzen & Valkenburg (2008) Observing purchase-related parent–child communication in retail 
environments: a developmental and socialization perspective

Calderon et al. (2016) What happens when parents and children go grocery shopping? An 
observational study of Latino dyads in Southern California, USA

Castro, Calderon & Ayala (2017) Who is influencing whom? Latino parent-child request interactions 
and food purchases in food retail environments

Chebat, Haj-Salem & Oliveira (2014) Why shopping pals make malls different?

Chen, Kassas & Gao (2021) Impulsive purchasing in grocery shopping: Do the shopping
companions matter?

Cheng et al. (2013) The effect of companion’s gender on impulsive purchasing: 
the moderating factor of cohesiveness and susceptibility to 
interpersonal influence

Chomvilailuk & Butcher (2014) Social effects on unplanned in-store buying

Darian (1998) Parent-child decision making in children’s clothing stores

DeVries et al. (2018) Friends with benefits: Behavioral and fMRI studies on the effect 
of friendship reminders on self-control for compulsive and non-
compulsive buyers

Ebster, Wagner & Neumueller (2009) Children’s influences on in-store purchases

Gaumer & Arnone (2009) Grocery store observation: parent-child interaction in family 
purchases

Gentina, Decoopman & Ruvio (2013) Social comparison motivation of mothers with their adolescent 
daughters and its effects on the mother’s consumption behavior

Gillison et al. (2015) Mother-adolescent daughter identity interplay processes

Gram (2015) Buying food for the family: negotiations in parent/child 
supermarket shopping: an observational study from Denmark and 
the United States

Grewal et al. (2018) In-store mobile phone use and customer shopping behavior: 
evidence from the field

Grossbart, Carlson & Walsh (1991) Consumer socialization and frequency of shopping with children

Gui et al. (2021) Greater patience and monetary expenditure: How shopping with 
companions influences purchase decisions

Gustafson et al. (2014) How adolescents and parents food shopping patterns and social 
interaction when shopping is associated with dietary outcomes in 
rural communities

Harrell (1994) The impact of shopping cart restraints and adult supervision on 
near injuries to children in grocery stores
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Harrell (2003a) Dangerous activities by children in grocery carts: is adult 
supervision important?

Harrell (2003b) Effect of two warning signs on adult supervision and risky activities 
by children in grocery shopping carts

Hart & Dale (2014) With or without you: The positive and negative influence of retail 
companions

Hartman & Kiecker (1991) Marketplace influencers at the point of purchase: The role of 
purchase pals in consumer decision making

Haselhoff et al. (2014) Strategies of children and parents during shopping for groceries

Haytko & Baker (2004) It’s all at the mall: exploring adolescent girls’ experiences

Holden (1983) Avoiding conflict: mothers as tacticians in the supermarket

Keller & Ruus (2014) Pre-schoolers, parents and supermarkets: co-shopping as a social 
practice

Kiecker & Hartman (1993) Purchase pal use: why buyers choose to shop with others

Kiecker & Hartman (1994) Predicting buyers’ selection of interpersonal sources: the role of 
strong ties and weak ties

Kurt, Inman & Argo (2011) The influence of friends on consumer spending: The role of agency-
communion orientation and self-monitoring

Lim & Beatty (2011) Factors affecting couples’ decisions to jointly shop

Lindsey-Mullikin & Munger (2011) Companion shoppers and the consumer shopping experience

Lora et al. (2016) Preschoolers’ influence on and help with beverage selection at 
the grocery store is linked to maternal responsiveness and child 
beverage intake: An exploratory study

Lucia-Palacios, Pérez-López, & Polo-
Redondo (2018)

Can social support alleviate stress while shopping in crowded retail 
environments?

Luo (2005) How does shopping with others influence impulsive purchasing?

Mangleburg, Doney & Bristol (2004) Shopping with friends and teens’ susceptibility to peer influence

Merrilees & Miller (2019) Companion shopping: the influence on mall brand experiences

Midgley (1983) Patterns of interpersonal information seeking for the purchase of a 
symbolic product

Mihić & Kursan (2010) Assessing the situational factors and impulsive buying behavior: 
market segmentation approach

Minahan & Huddleston (2010) Shopping with mum – mother and daughter consumer socialization

Mora (2021) Does consumption make company better? An activity and 
companionship model of experienced utility

Mora & González (2016) Do companions really enhance shopping? Assessing social lift over 
forms of shopper value in Mexico

Nicholls (1997) Time and companionship: key factors in Hispanic shopping behavior

Nørgaard et al. (2007) Children’s influence on and participation in the family decision 
process during food buying

O’Dougherty, Story & Stang (2006) Observations of parent-child co-shoppers in supermarkets: 
Children’s involvement in food selections, parental yielding, and 
refusal strategies
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Page et al. (2018) Parents and children in supermarkets: Incidence and influence

Pettersson, Olsson & Fjellstrom (2004) Family life in grocery stores – a study of interaction between adults 
and children

Prus (1993) Shopping with companions: Images, influences and interpersonal 
dilemmas

Rust (1993) Parents and children shopping together: A new approach to the 
qualitative analysis of observational data.

Sommer, Wynes & Brinkley (1992) Social facilitation effects in shopping behavior

Thomas & Garland (1993) Supermarket shopping lists: their effect on consumer expenditure

Vohra & Soni (2015) Logit modelling of food shopping behavior of children in retail 
stores

Wenzel & Benkenstein (2018) Together always better? The impact of shopping companions and 
shopping motivation on adolescents’ shopping experience

Wilson & Wood (2004) The influence of children on parental purchases during supermarket 
shopping

Wingert et al. (2014) Child as change agent. The potential of children to increase healthy 
food purchasing

Woodside & Sims (1976) Retail sales transactions and customer “purchase pal” effects on 
buying behavior

Yim et al. (2014) Hedonic shopping motivation and co-shopper influence on 
utilitarian grocery shopping in superstores

Zhang et al. (2014) An examination of social influence on shopper behavior using video 
tracking data

Zhuang et al. (2006) Impacts of situational factors on buying decisions in shopping malls. 
An empirical study with multinational data
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B. Appendix Chapter 3

B-1: Guidelines for semi-structured interviews
Note:	Interviews	were	conducted	following	a	semi-structured	approach	to	allow	for	following	
up	on	answers	of	participants	which	contain	exemplary	descriptions	of	shopping	situations	
involving	different	types	of	companion.	The	questions	below	should	therefore	be	seen	as	a	
framework	that,	due	to	its	flexibility,	allows	for	an	optimal	level	of	knowledge	production	
and	not	as	a	rigid	default.

Part 1 – Information about the salesperson & profession
• Can you provide me with some information regarding your qualification and the tasks 

associated with your job?
• In your current occupation, are there specific guidelines regarding how customers should 

be approached and how you should behave in front of customers?
 ̵ Is perhaps a code of conduct or a specific sales guideline provided by your employer?

• Have you participated in any types of sales training regarding how to approach or deal 
with shoppers or shoppers who are accompanied by another person?

Part 2 – General knowledge about / awareness of different shopping companion types
• Which different types / categories of shopping companions do you encounter regularly?

 ̵ How would you distinguish these different types of companion from each other?
• Which characteristics and behaviors are typical for each of these types of companion?

If the expert has not suggested distinguishable categories:
• If you were to describe shopping companions by forming different categories: how would 

you name and characterize these categories?
 ̵ Why? Can you point to any typical behaviors or personality traits?

• According to your experience, how do accompanied shoppers react to the different types 
of influences from a companion?
 ̵ Can you focus on positive effects on shoppers?
 ̵ Can you focus on negative effects on shoppers?

• How do you recognize the type of companion, who is accompanying the shopper?
 ̵ How do you detect their personality?
 ̵ How do you detect their behavior?
 ̵ How do you detect the influence they have on the shopper?

• In general, do sales conversations differ, when a companion is being present?
 ̵ If yes: How so?
 ̵ If they say, “they do not differ”: ask how they deal with companions taking over “the 

salesperson’s job”, i.e., by providing advice and finding alternative products.
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Part 3 – Salespeople’s techniques and interactions with shopping companions
• How do you initiate contact with a shopper who brought along one or more companions?
• Generally, in sales conversations (with solitary shoppers), which selling techniques or 

tactics do you make use of?
 ̵ If no answer or “don’t know”: provide examples, e.g. ingratiation, socialization, applying 

pressure, etc.
• Do you use the same techniques in sales conversations with a shopping companion as you 

do without a shopping companion?
 ̵ If yes: Always? And does it always lead to the same results?

• Do you also include the shopping companion in the sales conversation? If so, how?
 ̵ If no: ask, why not.

• Which selling techniques do you use specifically?
 ̵ if appropriate: Do you make use of these techniques in dependence of the situation or 

do you use them universally?
• What do you do in order to make use of a companion’s influence during the sales 

conversation?
 ̵ Can you make them help you?
 ̵ Can they start working against you?

Part 4 – Salespeople’s evaluation regarding the occurrence of specific types of shopping 
companions and their handling of difficult influences
• How would you specify particularly positive influences of shopping companions?

 ̵ Can you provide examples of behaviors?
• Is there anything you do or say in these situations in order to reinforce this positive 

influence of a shopping companion?
• How would you specify particularly negative influences of shopping companions?

 ̵ Can you provide examples of behaviors?
• Is there anything you do or say in these situations in order to mitigate this negative 

influence of a shopping companion?
• Are there situations in sales conversations involving a shopping companion that make you 

feel uncomfortable?
 ̵ Can you provide examples?
 ̵ How do you handle these situations?

• Are there types of companion or particular behaviors / influences of companions that you 
do not know how to deal with adequately?
 ̵ What makes dealing with these behaviors difficult?
 ̵ What do you do in these situations?
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Table B-1: Exemplary statements for various companion characteristics (n = 25)

Informant statements Subordinate characteristic 
of companion

#

“Well, they also take a look around and say ‘oh, do you have this in other 
colors as well?’ or ‘is there a complementary jacket?’. So, they maybe want 
to get a whole outfit then, while the woman was initially only looking for 
new trousers and then they say, ‘come on, let’s look for a nice sweatshirt as 
well!’, that happens, too.” (Susanne clothing/shoes, sales associate)

Level of activity: active 24

“When I ask what they would like to see and the shopping companion then 
already says, for instance, ‘it has to be like this’ or ‘she wants it that way’, 
then I realize that they are more in charge than the shopper themselves, 
who this actually is about.” (Susanne, optical retailing, optician)
“If they do not hear me out or if, to any glasses I show them, the immediate 
response is always negative and as soon as [the shopper] puts on the 
glasses, they say ‘no, not this one, not this one’, and instead start looking 
for alternatives themselves, then, yes.” (Caglar, optical retailing, master 
optician)

Level of activity dominant 14

“There are types who are really reluctant, who do not want any attention or 
are disinterested, […].” (Karin, clothing/shoes, saleswoman)
“There are companions, of course, who really stay out of the conversation 
and do not say anything at all.” (Rhia, optical retailing, master optician)

Level of activity: passive 22

“There are companions who are well-disposed toward the shopper and 
want them to have a nice experience. They help them and also reflect on 
what else they could try and actively help with that.” Regine, clothing/shoes, 
store manager)

Attitude toward shopper: 
benevolent

“Envy plays a big role. […] They make quirky remarks, easy to recognize. 
Or they say ‘no, that does not look good at all’ or ‘see how that makes you 
look!’. That happens a lot.” (Karin, clothing/shoes, saleswoman)
“Yes, this has something to do with [the companion] begrudging the 
[shopper] anything, […], because they turn down anything. Also, if I am 
convinced of something and think that it technically and esthetically fits 
well and they still negate everything and find something that is wrong 
everywhere, although I do not find anything wrong.” (Jolanta, optical 
retailing, saleswoman)

Attitude toward shopper: 
envious

“There are people who wait, wait, and then you are nearly done, you 
provide three glasses to choose from and then there are some [companions] 
who say, ‘I like all three, you are the one who has to like them’, […], I think 
they do not really want to be there.” (Caglar, optical retailing, master 
optician)

Attitude toward shopper: 
indifferent

“Well, if one is trying something on, the other evaluates whether it suits her 
well, and if something does not fit, they tell them.” (Ezgi, clothing/shoes, 
saleswoman)
“They give their opinion ‘I like it, I don’t like it’, they proactively suggest 
alternatives: ‘here, this could look nice on you’ or ‘this would not’. They try 
to participate.” (Gülsah, clothing/shoes, saleswoman)
“There are many women who like it tight-waisted, and then there are many 
women who do not like it that body-accentuating. And then, it is very often 
the case that they ask a shopping companion ‘what do you think, can I wear 
it like that?’.”(Jessica, clothing/shoes, store manager)

Type of support: social 22
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Informant statements Subordinate characteristic 
of companion

#

“Then there are companions, who for instance wear glasses themselves, 
who can make much better judgments, who have a better feeling for 
this. And they consult pretty well, indeed.” (Jolanta, optical retailing, 
saleswoman)
[Male shoppers need a female companion’s advice] “Because they are not 
confident enough and don’t know what suits them well.” (Javier, clothing/
shoes, salesman)

Type of support: functional 17

“There is the technic-freak who accompanies, who allegedly knows 
everything and thus supports the shopper.” (Kristian, electronics, sales 
associate)
“Well, with the friend who is very slim and thinks she knows a lot about 
fashion
“[…], it may take a while until I really get in touch with her.” (Elke, clothing/
shoes, store manager)

Level of expertise: high 24

“Women have very clear ideas [regarding what the man should wear] 
because they picked up on it sometime or because they saw somebody 
[wear it]. Overall, my perception is that 50% of women do not know how a 
suit should be worn, but [the men] […] listen to her.” (Javier, clothing/shoes, 
sales associate)
“If there is somebody who does not really know what they are talking about, 
but thinks they actually are well-informed, and then suggests abstruse 
alternatives that nobody can actually comply with, (…) it detains the process, 
costs time, and is not really productive.” (Anonymous, clothing/shoes, 
salesman)

Level of expertise: low 14

“[…], most of the time it is the wife who says, ‘you will buy this, I like it!’. 
Often, the man then says, ‘but I do not like it’ and if the wife was not 
there, I would look bad. She then tells him ‘you will try that on!’.“ (Günther, 
clothing/shoes, salesman)
“Well, when the customer does not have an own opinion and the 
companion has a strong [influence] on them, it really becomes difficult 
to talk to them. Then, you can talk for hours but you will not [sell them 
anything].“ (Thorsten, electronics, salesman)

Strength of influence on 
shopper: strong

24

“Then, [the shopper] says ‘but I am going to wear this and it suits me well” 
and “it is nice that you have your own opinion, but…’.” (Ezgi, clothing/shoes, 
saleswoman)
“If [the shopper] is, let’s say, very self-confident, they sometimes block [the 
influence of a companion] a little bit.” (Katja, optical retailing, saleswoman)

Strength of influence on 
shopper: weak

9

“If [a companion] sees the shopper as they really are. […] They advise 
the shopper favorably, practically, let’s put it like this. […] Or they go and 
get a scarf or a necklace or a shirt for their outfit and say ‘let’s try this on, 
it’s a different color’ or something like that. That is really pleasant for the 
shopper.” (Elke, clothing/shoes, store manager)
“It happened many times that the wife takes the salesperson by the hand: 
‘okay, let’s get something for my husband’. And then she walks around the 
store and brings the clothes, […]. (Günther, clothing/shoes, salesman)

Derived enjoyment from 
shopping process: high

Table	B-1	continued

Appendix

139



Informant statements Subordinate characteristic 
of companion

#

“Well, often the men are, I don’t really like to say this, very bored. They are 
busy with their phones, lie in the armchair sleeping, or apply pressure […]”. 
(Karin, clothing/shoes, saleswoman)
“The customer feels annoyed […] from all the nagging. […] For instance, 
‘it takes too long’, ‘no, this all looks stupid’ and whatever negative [the 
companion] says on top of that. I think this is really annoying and takes away 
the fun from shopping, as most women like going shopping.” (Susanne, 
clothing/shoes, saleswoman)

Derived enjoyment from 
shopping process: low

“The shopper feels more confident in their decision and becomes quicker in 
making a choice.” (Asya, clothing/shoes, saleswoman)
“They feel more secure. […] Yes. They realize that their companion agrees 
with what the salesperson said. Then, the shopper’s trust in the salesperson 
immediately increases.” (Johann, electronics, salesman)

Facilitative influence 
– shopper feels more 
confident

14

“I rather involve the woman in the sales conversation and then I see, if she 
has that happy and nice look, that I won. Then, the man gets the suit that 
she wants, and it is done.” (Peter, clothing/shoes, salesman)
“[…], when they inspire the shopper and provide positive impulses and say 
“wow, that looks great” or “I like this very much as well”. Then it may even 
end with an additional purchase.” (Carmelo, clothing/shoes, store manager)

Facilitative influence – 
shopper makes a purchase 
or buys more than 
intended

15

“Most of the time, this is aborted by the customer. She then says ‘okay, let’s 
go and have a cup of coffee. I will come back another time’.” (Elke, women’s 
clothing, store manager)

Obstructive influence – 
shopper leaves the store / 
does not make a purchase

17

“When I am consulting somebody and [the companion] interrupts, then it is 
something different because then, they think differently […]. ‘Oh, my friend 
is telling me something and the saleswoman is telling me something’. Then, 
she is different and thinks ‘okay, now I am confused, what should I do?’.” 
(Ezgi, clothing/shoes, saleswoman)
“The worst case would be “‘no, I do not want that‘ or ‘I do not want that, 
please don’t buy that‘. Or simply ‘yes, buy it if you feel comfortable with it 
but I do not like it‘. Then the shopper has a bad conscience, although they 
felt comfortable in the first place.” (Susanne, optical retailing, optician)
“Of course, there are always shoppers who say ‘oh, I have to hurry up, 
he is getting nervous already’. That happens, of course, and it’s rather 
counterproductive.” (Susanne, clothing/shoes, saleswoman)

Obstructive influence – 
shopper feels uneasy or 
pressured

13

Table	B-1	continued
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Table B-2: Exemplary statements for major challenges for salespeople

Informant statements Challenge for 
salespeople

“The biggest challenge is actually to size up a companion’s character. […] Most of the 
time, you realize when saying hello if the companion is really open and ‘hey, we are 
searching together’, or if it rather is something like ‘hello, we just want to have a look’. 
Then, you realize pretty quickly whether the companion is amenable or if she rather is 
a bit like ‘Hm, I actually don’t really want to be here, I just had to tag along’.” (Jessica, 
store manager)
“If it is a reluctant, passive companion I have to jump in quicker because I have to 
consult the shopper then.” (Asya, clothing/shoes, saleswoman)

Recognizing  
the type of 
companion  
at hand.

“Usually, you have to adapt yourself to one person, now you have to adapt to two 
people, it’s as simple as that. And then, all three parts need to be in line. And here, the 
one-on-one conversation of course is easier.” (Anonymous, sales associate)
“Yes, you have to care about two people. […] The clothes have to be appealing to both 
of them, in most cases, even more to the companion.” (Carmelo, store manager)
“You have to convince the partner or the friend as well, because the people who want 
to buy are really convinced of their friends. And that influences them a lot. Let’s put it 
like this, it is a tough challenge.” (Ezgi, sales associate)

Adapt to / convince 
an additional person.

“Then it is a bit more difficult to approach the whole thing, because then you have 
to rather convince the companion of the product most of the time. Particularly if it 
is a customer that is very susceptible to their influence and has very little their own 
opinion.” (Lara, department manager)
“Regarding how they know the person they accompany, it is rather helpful because 
we as a consultant do not know the [shopper]. We know just the fragment of how the 
customer is sitting in front of us and make our own interpretation, we do not see how 
they look in a suit when coming home from work, and we do not know how they look 
privately.” (Sarah, optical retailing, department manager)

Account for the 
relationship between 
shopper and 
companion
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C. Appendix Chapter 4

C-1: Experimental scenario descriptions
Group 1: Enthusiastic companion type
Imagine you want to buy a cordless vacuum cleaner for your home, and you happen to have 
some time available. Therefore, you would like to go to an electronics store today and ask 
a good friend if they would like to accompany you. As an answer you hear “Of	course–I’m	
always	up	for	shopping!”. You then immediately leave together for the store.

When you arrive at the electronics store, you immediately head for the vacuum cleaner 
department. As you do so, your companion asks: “Have	you	thought	about	what	your	new	
vacuum	cleaner	should	be	able	to	do?	Personally,	I	have	no	idea	what	they	are	capable	of	
these	days.”

In the vacuum cleaner department, your companion then immediately starts browsing the 
shelves and shows you various alternatives: “Look,	what	a	large	selection!	I’m	sure	we’ll	
find	something	for	you	here!	This	one	looks	great,	for	example!”. You find that the most 
prominently advertised attributes for cordless vacuum cleaners are as follows:
• Price
• Energy efficiency (charging speed and battery life)
• Handheld function
• Battery life (maximum runtime per use)

You take a closer look at the various alternatives and compare them together with your 
companion. He recommends that you listen to your gut feeling:	“Take	your	time	and	think	
about	it	again,	then	you	will	certainly	not	make	a	wrong	decision.	Just	pick	the	one	you	like	
best.”

Group 2: Expert companion type
Imagine you want to buy a cordless vacuum cleaner for your home, and you happen to have 
some time available. Therefore, you would like to go to an electronics store today and ask a 
good friend if they would like to accompany you. As an answer you hear “If	you	need	some	
advice,	of	course	I	will	come	with	you.” You then immediately leave together for the store.

When you arrive at the electronics store, you immediately head for the vacuum cleaner 
department. While you are doing this, your companion advises: “You	should	really	put	some	
thought	into	what	your	new	vacuum	cleaner	is	supposed	to	do.	Besides	the	price,	there	
are,	in	fact,	several	things	you	should	consider	before	buying.	Especially,	if	you	want	it	to	
have	a	handheld-function,	whether	you	care	about	longer	runtime	per	cycle,	and	whether	
they	actually	possess	a	battery	that	is	working	efficiently.	You	know,	especially	devices	with	
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excellent	energy	efficiency	last	much	longer	because	they	are	not	subject	to	so-called	‘memory	
effects’.	They	usually	re-charge	quicker,	too,	and	can	therefore	compensate	a	little	bit	for	
shorter	runtime.”

In the vacuum cleaner department, you realize that your companion was right. And the 
assortment is large. You start looking at the selection and consider it together with your 
companion, who points out: “Although	energy-efficient	 variants	may	 seem	a	bit	more	
expensive	at	first	glance,	the	investment	can	pay	off	in	the	long	run.	Especially	when	it	comes	
to	cordless	vacuum	cleaners,	there’	s	a	good	chance	that	today’s	extra	price	will	be	amortized	
over	the	product’s	lifespan	thanks	to	the	lower	energy	consumption.”

Group 3: Apathetic companion type
Imagine you want to buy a cordless vacuum cleaner for your home, and you happen to have 
some time available. Therefore, you would like to go to an electronics store today and ask a 
good friend if they would like to accompany you. As an answer you hear a slightly annoyed 
“Is	that	really	necessary?”. After you have used all your powers of persuasion and extended 
an invitation for a delicious ice cream afterwards, however, your companion agrees. You then 
immediately leave together for the store.

When you arrive at the electronics store, you immediately head for the vacuum cleaner 
department. Your companion, however, looks around for a place to sit down immediately 
after entering the market. They find one near the vacuum cleaner section and sigh as they sit 
down on an armchair. While your companion devotes themself to their smartphone there, you 
examine the large selection of cordless vacuum cleaners. You find that the most prominently 
advertised attributes for cordless vacuum cleaners are as follows:
• Price
• Energy efficiency (charging speed and battery life)
• Handheld function
• Battery life (maximum runtime per use).

You take a closer look at the various alternatives and consider your options. Out of the corner 
of your eye, you see that your companion keeps glancing nervously at their watch. Since you 
are indecisive, you ask your companion for their opinion. Rolling their eyes a bit, they reply,	
“I	really	have	no	idea.	Why	don’t	you	just	go	with	what	you	like	best?	Do	you	think	you’ll	
need	much	longer?”
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Group 4: Control group (no companion present)
Imagine you want to buy a cordless vacuum cleaner for your home, and you happen to have 
some time available. Therefore, you leave right away to visit an electronics store.

When you arrive at the electronics store, you immediately head for the vacuum cleaner 
department. You start looking at the large selection and realize that the most prominently 
advertised attributes for cordless vacuum cleaners are as follows:
• Price
• Energy efficiency (charging speed and battery life)
• Handheld function
• Battery life (maximum runtime per use).

You take a closer look at the various alternatives and consider your options.
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C-2: Questionnaire items used in the study

Shoppers’	emotions
(adopted from Byun & Mann, 2011)
• Positive emotions

 ̵ Happy
 ̵ Excited
 ̵ Thrilled

• Negative emotions
 ̵ Angry
 ̵ Irritated
 ̵ Frustrated
 ̵ Annoyed
 ̵ Stressed

Haste
• I would take my time to make a decision.
• I would hurry up making a decision.
• I would calmly ponder all my options.
• I would try to come to a decision as quickly as possible.

Abandonment
• Based on the situation described before, how would you most likely proceed?

Shopping	companion	evaluation
• My companion possessed high product expertise.
• My companion wasn’t really knowledgeable regarding the product.
• My companion enjoys going shopping.
• My companion is not having fun going shopping.
• My companion adds positively to my shopping experience.
• My companion is disturbing my shopping experience.
• My companion is active.
• My companion is passive.
• My companion is morally supportive.
• My companion helps my understanding of the product’s functionality.

Note: All multiple-item scales listed above were measured with 7-point scales (1 = strongly disagree, 7 = strongly 
agree). Abandonment was measured with a simple choice between “I would dedicate myself to the product 
selection” and “I would adjourn my decision”.
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Table C-1: Manipulation check results for different companion characteristics

Companion 
trait

Companion 
description

Type of companion vs 
(type of companion)

Mean  
Difference

Std. 
Error

Product 
expertise

„My companion 
has high product 
expertise.”

Enthusiastic companion Expert -2,240** ,229

Apathetic ,534* ,231

Expert Enthusiastic companion 2,240** ,229

Apathetic 2,774** ,232

Apathetic Enthusiastic companion -,534* ,231

Expert -2,774** ,232

„My companion 
is not well 
informed about 
the products.”

Enthusiastic companion Expert 1,976** ,248

Apathetic -,341 ,251

Expert Enthusiastic companion -1,976** ,248

Apathetic -2,316** ,251

Apathetic Enthusiastic companion ,341 ,251

Expert 2,316** ,251

Shopping 
enjoyment

“My companion 
enjoys shopping 
together”

Enthusiastic companion Expert ,327 ,221

Apathetic 3,201** ,223

Expert Enthusiastic companion -,327 ,221

Apathetic 2,874** ,224

Apathetic Enthusiastic companion -3,201** ,223

Expert -2,874** ,224

“My companion 
does not enjoy 
shopping at all.”

Enthusiastic companion Expert -,197 ,219

Apathetic -3,046** ,221

Expert Enthusiastic companion ,197 ,219

Apathetic -2,849** ,222

Apathetic Enthusiastic companion 3,046** ,221

Expert 2,849** ,222

Contribution 
to the 
shopping 
experience

“My companion 
contributes 
positively to 
my shopping 
experience”

Enthusiastic companion Expert -,673** ,229

Apathetic 2,505** ,231

Expert Enthusiastic companion ,673** ,229

Apathetic 3,178** ,232

Apathetic Enthusiastic companion -2,505** ,231

Expert -3,178** ,232

“My companion 
disturbs my 
shopping 
experience.”

Enthusiastic companion Expert ,778** ,240

Apathetic -2,282** ,242

Expert Enthusiastic companion -,778** ,240

Apathetic -3,060** ,243

Apathetic Enthusiastic companion 2,282** ,242

Expert 3,060** ,243
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Companion 
trait

Companion 
description

Type of companion vs 
(type of companion)

Mean  
Difference

Std. 
Error

Level of 
activity

“My companion 
is active.”

Enthusiastic companion Expert -,398 ,221

Apathetic 2,876** ,223

Expert Enthusiastic companion ,398 ,221

Apathetic 3,274** ,224

Apathetic Enthusiastic companion -2,876** ,223

Expert -3,274** ,224

“My companion 
is passive.”

Enthusiastic companion Expert ,603* ,231

Apathetic -2,439** ,233

Expert Enthusiastic companion -,603* ,231

Apathetic -3,042** ,234

Apathetic Enthusiastic companion 2,439** ,233

Expert 3,042** ,234

Type of 
support 
(moral vs. 
functional)

“My companion 
is a moral 
support for me.”

Enthusiastic companion Expert -,682** ,230

Apathetic 2,190** ,232

Expert Enthusiastic companion ,682** ,230

Apathetic 2,872** ,233

Apathetic Enthusiastic companion -2,190** ,232

Expert -2,872** ,233

“My 
companionship 
helps me better 
understand the 
functionality of 
the products.”

Enthusiastic companion Expert -2,159** ,229

Apathetic 1,420** ,231

Expert Enthusiastic companion 2,159** ,229

Apathetic 3,578** ,232

Apathetic Enthusiastic companion -1,420** ,231

Expert -3,578** ,232

*. The mean difference is significant at the 0.05 level; **. The mean difference is significant at the 0.01 level

Table	C-1	continued
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Table C-2: Structural model explaining Haste (relying on the MLR estimator)

Dependent variable Independent variable βstd Standard error R²

Positive emotions Enthusiastic companion 0.0931 ; 0.429**2 0.1851 ; 0.1792 0.180

Expert companion 0.134*1 ; 0.470**2 0.1801 ; 0.1732

Apathetic companion -0.336**1 0.1811

Negative emotions Enthusiastic companion -0.178**1 ; -0.551**2 0.1821 ; 0.1862 0.300

Expert companion -0.239**1 ; -0.612**2 0.2051 ; 0.2112

Apathetic companion 0.373**1 0.1851

Haste (direct effects) Enthusiastic companion 0.143*1 ; -0.210**2 0.2171 ; 0.2582 0.393

Expert companion 0.0231 ; -0.330**2 0.2161 ; 0.2652

Apathetic companion 0.353**1 0.2271

Positive emotions -0.157* 0.126

Negative emotions 0.288** 0.122

*significant at p < 0.05; ** significant at p < 0.01.  
1 compared against control group ; ² compared against apathetic shopping companion

Table C-3: Structural model explaining Abandonment (relying on the DWLS estimator)

Dependent variable Independent variable βstd Standard error R²

Positive emotions Enthusiastic companion 0.0891 ; 0.420**2 0.1801 ; 0.2042 0.175

Expert companion 0.133*1 ; 0.464**2 0.1831 ; 0.2092

Apathetic companion -0.332**1 0.1921

Negative emotions Enthusiastic companion -0.180**1 ; -0.552**2 0.2131 ; 0.2372 0.298

Expert companion -0.237**1 ; -0.609**2 0.2081 ; 0.2362

Apathetic companion 0.372**1 0.2201

Abandonment  
(direct effects)

Enthusiastic companion 0.0101 ; -0.0752 0.1831 ; 0.2152 0.326

Expert companion -0.0101 ; -0.0952 0.1901 ; 0.2222

Apathetic companion 0.0851 0.1961

Positive emotions -0.345** 0.075

Negative emotions 0.228* 0.069

*significant at p < 0.05; ** significant at p < 0.01.  
1 compared against control group ; ² compared against apathetic shopping companion
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