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Abstract

Objective: This study aims to investigate the effect of in-store stimuli on customers' emotional purchasing, considering the role of mediator of immediate
emotions and the moderating role of brand association in Ofogh Kourosh chain stores in Gorgan.

Method: The present study is applied in terms of purpose and descriptive in terms of method, and seeks to provide practical solutions for improving
marketing and sales strategies in retail environments. In the methodological section, this study used a mixed approach that includes two basic stages. In the
first stage, library studies were conducted to examine the theoretical foundations and research background, in which the latest findings related to the subject
at the international and national levels were analyzed. In the second stage, field data were collected using the standard questionnaire of Kao et al. (2024).
After translation and localization, this questionnaire was approved by marketing and statistics experts, and its validity and reliability were measured in
Iranian society. The statistical population of the study included all customers of Ofogh Kourosh chain stores in Gorgan, which was determined to be 384
people using the Cochran formula and considering a 95% confidence level and a 5% error rate. Sampling was done using a simple random method and in
accordance with the principles of demographic diversity.

Findings: The findings of the study showed that in-store stimuli were effective in two main dimensions: first, environmental factors including store space
design, lighting, background music, and product layout, all of which had a significant effect on creating positive emotions in customers. Second, service
factors including personnel behavior, speed of service, and quality of interactions, which played a key role in shaping the shopping experience. The results of
structural equation analysis using SmartPLS software indicated that these stimuli lead to a significant increase in emotional purchases by creating immediate
emotions (such as happiness, excitement, and enthusiasm). In some cases, the intensity of this relationship reached a path coefficient of 0.72. Interestingly,
the findings did not confirm the moderating role of brand association in this relationship. This means that even customers who had a strong emotional
connection with the store brand showed similar behavior to other customers when faced with strong environmental stimuli. This finding could indicate
different customer prioritization in the store environment, where tangible environmental factors prevail over intangible brand associations.

Conclusion: This study shows that chain store managers can provide the basis for creating emotional shopping experiences by focusing on optimizing
environmental and service factors. Practical suggestions include periodic redesign of the store space, training employees for more effective interactions,
using appropriate lighting and music, and intelligent product layout. Also, given the lack of moderating effect of brand association, it seems that investing in
customer loyalty programs will have a limited effect on increasing emotional purchases in the short term.

Innovation: This research has several novel aspects: first, it simultaneously examines the three constructs of environmental stimuli, emotional impulses,
and emotional buying in an integrated framework; second, it tests the moderating role of brand association, which has received less attention in previous
studies; third, it localizes the measurement tool in the cultural context of Iran; and fourth, it provides empirical evidence from Iranian chain stores that can be
used as a basis for decision-making by managers in the country's retail industry. These findings can pave the way for developing more effective strategies,
especially in the current economic climate where increasing sales is one of the main priorities of economic enterprises.
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