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ABSTRACT 

Academic research on retail atmospherics has explored the influence of specific retail external factors on an
individual  consumer's  shopping  behaviors  while  paying  little  attention  to  consumers  who  shop  with  others.
This paper investigates how companions, one of the human-related retail  factors, and external retail  factors
affect  consumers'  shopping  behaviors.  Previous  retail  studies  have  considered  the  positive  aspects  of
shopping  behaviors  as  outcomes  of  shopping  experiences,  even  though  consumers  may  negatively  react
toward retail external factors and companions. This study found that retail external factors, other customers,
and companions influence how consumers positively and negatively involve in shopping processes. Among
the three influence factors, companions have the most substantial impact on both the positive and negative
shopping engagement of consumers.  
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