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Abstract

The purpose of this study is to investigate the effect of social bundling on the immediate
purchase of Majid sports products with the mediating role of shopping madness and
emotional intelligence. The present study is an applied, descriptive-survey method. The
statistical population of the study included all customers of Majid sports products, which
is very wide, and the sample size was selected based on Morgan table (384 individuals).
The research participants were selected through the convenience sampling method. The
research tools included a 48-item questionnaire in 4 parts of emotional intelligence with
12 questions, social bundling with 9 questions, shopping madness with 10 questions, and
instant shopping with 17 questions. The validity of the questionnaire was confirmed by 5
university professors and the reliability was confirmed based on Cronbach's alpha of 0.82.
The collected data were analyzed based on the path analysis of structural equations with
AMOS software. The results showed the significant effect of social bundling on instant
shopping, shopping madness and emotional intelligence. Moreover, the results revealed
that shopping madness and emotional intelligence affect instant purchase. Accordingly,
social bundling has the greatest effect on emotional intelligence whereas the effect of
social bundling on shopping madness is the least effect. In general, it can be stated that
the use of bundling in accordance with emotional intelligence can lead to appropriate
psychological capital and then customer satisfaction, followed by instant purchase of the
store as much as possible.

Keywords: Social bundling, Instant Shopping, Shopping Madness, and Emotional
Intelligence.

1. Email: mohammadbashokouh@gmail.com
2. Email: naserpour70@gmail.com

Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public Licen



Bashokouh Ajirloo: Investigating the Effect of Social... 148

Extended Abstract

Background and Purpose

Today, with the growth of the trading industry and the increasing pace of common
social business trends, social bundling is a promising method to reduce the
problems of purchase prohibition that the consumers of traditional bundling were
not satisfied with (3). Bundling is widely used in goods and services industries
because it causes higher income and more sales through revenue management
strategies (2). Besides, it may lead to more instant purchases, resulting in an
improvement in the circulation of goods in a financial period, use of service
capacity, and ultimately profitability (1). Nowadays, the sports equipment
industry is one of the most important manufacturing industries in Iran, where
several stores sell sports equipment and products in each city, and in the current
situation, due to the economic crisis, these stores are for sale. The products
themselves have many problems and they should go towards appropriate sales
strategies, one of which is the use of social bundling, offering products in the form
of a special package with appropriate sales conditions and discounts. This can be
useful for both the store and the customer and is effective in instant purchases.
Further, in this process, the use of facilitating variables such as emotional
intelligence and shopping frenzy can be very effective. Since no study
simultaneously examine bundling variables, shopping frenzy and emotional
intelligence in relation to instant shopping, this study intends to fill this research
gap. Therefore, the present study deals with whether social bundling has an effect
on the instant purchase of sports products with the mediating role of shopping
frenzy and emotional intelligence.

Materials and Methods

In terms of purpose, the present study is applied research with a descriptive-survey
method. The statistical population of the study included all the customers of Majid
sports products, which is very wide, and the sample size was 384 individuals based
on Morgan's table. This study used the convenience random sampling method to
select participants and collect information. Since this method involves gathering
information from members of the society who are easily available to provide
information, therefore, they were present at the target stores and questionnaires
were distributed among those who were willing. The research tool included a 48-
item questionnaire in 4 parts: emotional intelligence, social bundling, shopping
frenzy and instant purchase. The validity of the standard questionnaire was
approved by 5 university professors and the reliability was confirmed by
Cronbach's alpha of 0.82. The collected data has been analyzed based on structural
equation path analysis with AMOS software.
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Findings

In this part, by using the mean and standard deviation of all variables, this study
investigated the level of responsiveness to each variable. The following results
were obtained: the variable of instant purchase with mean (3.40) and standard
deviation (0.540), social bundling with mean (3.35) and standard deviation
(0.653), emotional intelligence with mean (3.31) and standard deviation (0.640)
and finally, shopping frenzy with mean (3.24) and standard deviation (0.800).
Therefore, the instant purchase variable has the highest mean and the shopping
frenzy variable has the lowest mean.

To check the assumption of normality of the variables, the one-sample
Kolmogorov-Smirnov test (to check the variables individually) was used; The
results showed that the assumption of normality for all variables cannot be
rejected (P<0.05). Based on the findings, it can be seen that social bundling had
an effect on instant purchase with an impact factor of 0.40, social bundling on
emotional intelligence with an impact factor of 0.73, shopping frenzy on instant
purchase with an impact factor of 0.61, social bundling on shopping frenzy with
an impact factor of 0.24, emotional intelligence on instant purchase with an impact
factor of 0.35. Therefore, the impact of social bundling on emotional intelligence
with an impact factor of 0.73 was the highest and the effect of social bundling on
shopping frenzy with an impact factor of 0.24 was the lowest.

Conclusion

The results showed that, in general, social bundling had an effect on the instant
purchase of sports products with the mediating role of shopping frenzy and
emotional intelligence. In fact, social bundling has been effective on instant
purchase, social bundling on emotional intelligence, shopping frenzy on instant
purchase, social bundling on instant purchase, emotional intelligence on instant
purchase. Therefore, social bundling has the greatest effect on emotional
intelligence and social bundling has the least effect on shopping frenzy. It can be
mentioned that the detailed investigation and prevention of negative purchase
conditions can provide customers' satisfaction through instant purchase with
proper and principled planning and the creation of well-considered measures.
Loyalty and commitment to the company ultimately bring profitability to the
company. On the other hand, this condition can reduce the amount of thinking and
planning of the customer in the field of buying from the competitor by creating
more emotional intelligence of the customer and provide the ground for buying
more from the company. In fact, presenting goods in a special bundle and in a
special package and by presenting special sales plans creates conditions for
customers that increase the pleasure of shopping and encourage consumers to buy
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immediately. Besides, this psychological capital can provide grounds for reducing
purchases from competitors based on the satisfaction it has created. Therefore, it
can be stated that the use of bundling in accordance with emotional intelligence
can lead to appropriate psychological capital, and then customer satisfaction,
followed by instant purchases from the store as much as possible.
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Figure 1- Standardized parameters of the model
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