BAB YV
PENUTUP

Pada Bab ini berisi kesimpulan yang diambil dari hasil analisis data yang
telah dilakukan sebelumnya. Di dalamnya juga terdapat implikasi atau manfaat
hasil penelitian bagi pihak manajemen, serta hambatan atau keterbatasan yang
ditemui selama proses penelitian berlangsung. Selain itu, peneliti juga memberikan
saran yang dapat dijadikan masukan untuk penelitian di masa depan, agar bisa
menjadi acuan bagi peneliti lain yang ingin mengembangkan penelitian ini lebih
lanjut. Peneliti berharap skripsi ini bisa memberikan kontribusi yang bermanfaat

bagi perusahaan dan juga penelitian selanjutnya.

5.1. Kesimpulan
Peneliti merangkum demografi 204 responden yang memiliki profil sebagai

berikut:

1) Sebagian besar responden adalah perempuan.

2) Responden terbanyak berprofesi sebagai pelajar atau mahasiswa.

3) Responden terbanyak memiliki pendapatan atau uang saku bulanan,
memperoleh Rp1.000.000 - Rp3.000.000 per bulan.

4) Responden terbanyak ada di pulau Kalimantan dan Daerah Istimewa
Yogyakarta menjadi dua wilayah dengan jumlah responden tertinggi

yang pernah melakukan pembelian di MINISO.
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Peneliti mengambil beberapa kesimpulan dari penelitian ini berdasarkan

hasil analisis data dan pembahasan pada bab sebelumnya:

1y

2)

3)

4)

Dengan menggunakan analisis deskriptif statistik, mean komunitas
media sosial berada pada sangat tinggi untuk setiap butir pernyataan.
Dengan menggunakan analisis deskriptif statistik, mean iklan media
sosial berada pada sangat tinggi untuk setiap butir pernyataan.

Dengan menggunakan analisis deskriptif statistik, mean niat pembelian
impulsif berada pada sangat tinggi dan tinggi untuk setiap butir
pernyataan.

Dengan menggunakan analisis deskriptif statistik, mean perilaku
pembelian impulsif berada pada sangat tinggi dan tinggi untuk setiap

butir pernyataan.

Peneliti mengambil beberapa kesimpulan dari penelitian ini berdasarkan

hasil analisis data dan pembahasan pada bab sebelumnya:

Y

Komunitas media sosial berpengaruh positif dan signifikan terhadap
niat pembelian impulsif (H1 diterima). Artinya, MINISO bisa
membangun dan menjaga komunitas media sosial yang positif,
membuat konsumen merasa nyaman, didukung, dan ikut terlibat, maka
banyak konsumen yang melakukan pembelian tanpa direncanakan
menjadi lebih besar. Strategi pemasaran yang fokus pada membangun
komunitas online seperti ini bisa mendorong konsumen untuk belanja

lebih sering secara spontan. Hal ini dapat menunjukkan bahwa semakin

79



bagus komunitas media sosial menurut konsumen, maka makin besar
pula keinginan mereka untuk belanja impulsif.

2) Iklan media sosial berpengaruh positif dan signifikan terhadap niat
pembelian impulsif (H2 diterima). Artinya, MINISO dapat
mempertahankan tampilan iklan yang konsisten di media sosial dengan
desain minimalis dan warna-warna lembut karena elemen visual
tersebut mampu menarik perhatian dan membangkitkan minat beli. Hal
ini menunjukkan bahwa semakin banyak iklan media sosial yang dilihat
oleh konsumen, semakin besar kemungkinan mereka untuk melakukan
pembelian impulsif.

3) Niat pembelian impulsif berpengaruh positif dan signifikan terhadap
perilaku pembelian impulsif (H3 diterima). Artinya, MINISO bisa
terus mempertahankan produk-produk yang memiliki desain menarik,
harga terjangkau, dan berbagai promosi, membuat konsumen merasa
tertarik hanya dengan melihatnya sekilas. Ketika produk-produk
tersebut juga dipromosikan melalui media sosial secara konsisten, daya
tariknya menjadi semakin kuat. MINISO dapat memanfaatkan situasi
ini dengan memperkuat aktivitas pemasaran digital dan menciptakan

keterlibatan melalui konten yang menarik serta komunitas daring.

5.2.  Implikasi Manajerial
Berdasarkan hasil penelitian ini, peneliti mengemukakan beberapa implikasi

manajerial sebagai berikut:
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1) Peneliti menunjukkan bahwa komunitas media sosial memiliki
pengaruh yang positif dan signifikan terhadap niat pembelian impulsif.
Oleh karena itu, MINISO perlu terus membangun komunitas yang
positif di media sosial, yang dapat membuat konsumen ikut terlibat dan
mendorong mereka untuk membeli secara impulsif.

2) Peneliti menunjukkan bahwa iklan media sosial memiliki pengaruh
yang positif dan signifikan terhadap niat pembelian impulsif, yang
menunjukkan bahwa MINISO harus terus melakukan penawaran
promosi yang beragam, iklan yang lebih menarik, dan melakukan iklan
berbayar dalam iklannya di Instagram.

3) Peneliti menunjukkan bahwa niat pembelian impulsif memiliki
pengaruh yang positif dan signifikan terhadap perilaku pembelian
impulsif. Ketika konsumen menunjukkan keinginan kuat untuk
membeli, yang menunjukkan bahwa MINISO perlu terus melakukan
penawaran yang beragam, memberikan banyak variasi produk dalam

penjualan onlinenya.

5.3. Keterbatasan dan Saran Penelitian
Peneliti menyadari beberapa kelemahan pada proses penyusunan. peneliti

mengemukakan beberapa kelemahan sebagai berikut:

1) Menghadapi tantangan dalam mencari responden. Meskipun telah
menyebarkan kuesioner lewat google form melalui berbagai platform

media sosial seperti WhatsApp dan Instagram, tingkat partisipasi yang
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rendah menyebabkan proses pengumpulan kuesioner memakan waktu

lebih lama, sekitar dua minggu.

Berdasarkan keterbatasan di atas, peneliti menyarankan kepada penelitian
selanjutnya untuk memberikan waktu yang lebih lama dalam pengisian
kuesioner, sehingga peneliti tidak terburu-buru dalam mengumpulkan

responden dan bisa secara rutin mengingatkan.

2) Tersebar di Daerah Istimewa Yogyakarta dan Kalimantan karena sesuai

dengan teman peneliti.

Penelitian selanjutnya diharapkan menggunakan populix sebagai media

penyebaran kuesioner yang lebih efektif agar tersebar.

3) Penelitian ini terbatas pada satu merek dan hanya melibatkan satu

kelompok generasi tertentu.

Penelitian berikutnya sebaiknya dilakukan dengan mencakup merek yang
berbeda dan melibatkan berbagai kelompok generasi, misalnya generasi
milenial. Hal ini penting agar dapat diperoleh pemahaman yang lebih luas
mengenai pengaruh merek-merek fashion terhadap preferensi dan perilaku
konsumen dari berbagai usia.
4) Terdapat 2 item pertanyaan yang dihapus pada variabel iklan media

sosial dan perilaku pembelian impulsif.
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Pada penelitian selanjutnya, diharapkan lebih berhati-hati dalam

menyusun pernyataan kuesioner sebelum dibagikan, agar responden

memahami indikator pernyataan lebih baik.

5) Penelitian ini masih memanfaatkan variabel serta struktur model yang
identik dengan penelitian terdahulu, sehingga kedalaman analisis
terhadap pengaruh masing-masing variabel belum tergali secara

optimal.

Peneliti selanjutnya disarankan untuk mempertimbangkan penambahan
variabel baru atau memasukkan peran mediasi guna memperdalam
pemahaman mengenai faktor-faktor yang mempengaruhi perilaku
pembelian impulsif. Misalnya, pengaruh langsung dari iklan terhadap

tindakan pembelian impulsif dapat menjadi fokus kajian lebih lanjut.
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Construct

Measurement

Reference

Social Media
Community

SMC 1. Social media help me to connect with the people.

SMC 2. T always like to interact with people on social
media.

SMC 3. It is always easy to find people of the same
interest group on social media.

SMC 4. Social Media Community help me in taking
purchase decision through their Likes and Comments on
products and services.

Social Media
Advertisements

SMA 1. Do you concur that when you saw a social media
commercial, you didn’t have any plans to purchase
anything?

SMA 2. Do you concur that the social networking site’s
product advertisements prompt you to consider making a
purchase?

SMA 3. Do you agree that sometimes you make a
purchase just because the discount offered in the social
media marketing appeals to you and isn’t offered in
physical stores?

SMA 4. Ongoing promotional offers with Instant benefits
such as cashback triggers my unplanned purchase.

Impulsif Buying
Intention

IBI 1. I feel the impulse to buy things other than or in
addition to my specified purchasing aim when I utilize
social media.

IBI 2. I find that when I utilize social media, I have an
unforeseen drive to purchase goods and services.

IBI 3. I have a tendency to make purchases when
exploring social networking websites that are unrelated to
my intended shopping list.

Impulsif Buying
Behavior

IBB 1. “Just do it” describes the way I buy things.
IBB 2. “Buy now, think about it later” describes me.

IBB 3. I usually have the need to make impulsive
purchases.

IBB 4. I can buy a good or service right away if I think I’1l
need it.

IBB 5. I end myself making more on- the-spot purchases
than I had anticipated.

IBB 6. I often buy stuff without hav ing any prior plans to
do so.

(Singh et al.,
2023)
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IBB 7. I purchase items that I had no idea existed before I
went shopping.

IBB 8. It is enjoyable to make impulsive purchases.
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Kuesioner

A. Pertanyaan Filter
1) Apakah Anda pengguna aktif (sering membuka) Instagram?
2) Apakah Anda mengikuti Komunitas MINISO di Instagram?
3) Apakah Anda pernah melihat Iklan MINISO di Instagram?
4) Apakah Anda dalam 3 bulan ini pernah membeli produk MINISO?

B. Profil Responden
1) Jenis Kelamin
a. Laki-laki

b. Perempuan

2) Rata-rata pendapatan (per bulan)
a. <Rp 1.000.000
b. Rp 1.000.000 - Rp 3.000.000
c. Rp 3.000.001 - Rp 5.000.000
d. Rp 5.000.001 - Rp 7.000.000
3) Pekerjaan

Pelajar/Mahasiswa

ISEE

Pegawai Swasta
Wiraswasta

PNS

& 0

e. Wirausaha
1. Freelancer
g. Lainnya
4) Pernah melakukan pembelian MINISO di provinsi mana ?
a. Aceh (Banda Aceh)
b. Bali (Denpasar)

c. Banten (Serang)
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o2

5 @ oo

—

—

e

=2

=

aa.
bb.
cc.

dd.

ccC.

ff.

gg.
hh.

Bengkulu (Bengkulu)

Daerah Istimewa Yogyakarta (Yogyakarta)
DKI Jakarta (Jakarta)

Gorontalo (Gorontalo)

Jambi (Jambi)

Jawa Barat (Bandung)

Jawa Tengah (Semarang)

Jawa Timur (Surabaya)
Kalimantan Barat (Pontianak)
Kalimantan Selatan (Banjarbaru)
Kalimantan Tengah (Palangkaraya)
Kalimantan Timur (Samarinda)

Kalimantan Utara (Tanjung Selor)

Kepulauan Bangka Belitung (Pangkal Pinang)

Kepulauan Riau (Tanjung Pinang)
Lampung (Bandar Lampung)
Maluku (Ambon)

Maluku Utara (Sofifi)

Nusa Tenggara Barat (Mataram)
Nusa Tenggara Timur (Kupang)
Papua (Jayapura)

Papua Barat (Manokwari)
Papua Barat Daya (Sorong)
Papua Pegunungan (Jayawijaya)
Papua Selatan (Merauke)

Papua Tengah (Nabire)

Riau (Pekanbaru)

Sulawesi Barat (Mamuju)
Sulawesi Selatan (Makassar)
Sulawesi Tengah (Palu)

Sulawesi Tenggara (Kendari)
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ii. Sulawesi Utara (Manado)

jj- Sumatera Barat (Padang)

kk. Sumatera Selatan (Palembang)
1. Sumatera Utara (Medan)

C. Komunitas Media Sosial

P Skala
No. ertanyaan ST
1. | Instagram membantu saya terhubung dengan orang lain.
2. | Saya suka berinteraksi dengan banyak orang di Instagram.
3. | Saya mudah menemukan banyak orang dengan minat yang
sama di Instagram.
4. | Saya terbantu dalam mengambil keputusan pembelian setelah
melihat like dan comment dari komunitas di Instagram.
D. Iklan Media Sosial
Pert Skala
No. ertanyaan TTRETRES

1. | Saya berniat untuk melakukan pembelian setelah melihat iklan

MINISO di Instagram.

2. | Iklan produk MINISO di /nstagram mempengaruhi keputusan

pembelian saya.

3. | Penawaran promosi yang terus-menerus, seperti cashback,
diskon, buy I get 1, mendorong saya untuk melakukan

pembelian MINISO.
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E. Niat Pembelian Impulsif

Pert Skala
No. e STS [ TS | N sS
1. | Ketika saya menggunakan /nstagram, saya menjadi ingin
membeli produk MINISO yang tidak direncanakan.
2. | Saya memiliki keinginan membeli secara langsung saat
melihat konten MINISO di media sosial Instagram.
3. | Saya sering membeli produk MINISO saat
menggunakan /nstagram, meskipun barang tersebut tidak ada
dalam daftar belanja yang sudah saya rencanakan.
F. Perilaku Pembelian Impulsif
P Skala
No. ertanyaan ST =<
1. | Saya langsung membeli barang ketika menginginkannya.
Saya cenderung membeli sesuatu tanpa perencanaan
> sebelumnya.
Saya memiliki kecenderungan untuk melakukan pembelian
> secara spontan.
Saya kerap membeli barang melebihi apa yang telah saya
. rencanakan sebelumnya.
Saya sering membeli barang tanpa membuat rencana
> sebelumnya.
Saya sering membeli barang yang sebelumnya tidak terpikirkan
N saat berbelanja.
7. | Saya merasa senang saat melakukan pembelian impulsif.
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MINI
S0U

I
“PENGARUH KOMUNITAS, IKLAN, MEDIA
SOSIAL, DAN NIAT PEMBELIAN IMPULSIF

PADA PERILAKU PEMBELIAN IMPULSIF”

Pengaruh Komunitas, lklan Media
Sosial, dan Niat Pembelian Impulsif
pada Perilaku Pembelian Impulsif

Perkenalkan sava Rebecha Yuolia Damayanti dari Program Studi Manajemen, Fakultas Bisnis dan
Ekonomika, Universitas Atma Jaya Yogyakarta. Saat ini, sava sedang menempuh tugas akhir
sebagai syarat untuk menyelesaikan studi dengan melakukan penelitian mengenai “Pengaruh
Komunitas, Tklan Media Sosial, dan Niat Pembelian Impulsif pada Perilaku Pembelian Impulsif ™.
Penelitian ini bertujuan untuk memahami perilakue pembelian impulsif konsumen pada merek
MINISO. MINISO merpakan sebuah perusahaan milik jepang vang bergerak dibidang ritel
perdagangan dengan menyediakan barang — barang unik yvang tentunya banyak diminati
masyarakat.
Oleh karena itu, saya memohon waktu dan kesediaan Anda untuk menjawab seluruh pernyataan
dalam kuesioner ini.
Kriteria Responden:

. Generasi Z vang merupakan kelompok generasi tahun kelahiran 1997-2012 di Indonesia.

. Pengguna aktif media sosial Instagram.

. Pernah melthat tklan MINISO di media sosial Instagram.

1
2
3. Pengguna vang masuk ke dalam komunitas Instagram MINISO.
3
4. Pernah melakukan pembelian di MINISO dalam 3 bulan.

Apabila Anda termasuk dalam kriteria tersebut, saya sangat mengharapkan kesediaan Anda untuk
mengisi kuesioner ini. Waktu yvang diperlukan untuk mengisi 10-15 menit. Seluruh informasi vang
diberikan akan dijaga kerahasiaannya dan semata-mata digunakan untuk kepentingan penelitian ini
saja.

Terima kasih banyak atas bantuannva dan telah meluangkan waktunya untuk mengisi kuesioner ini.
Salam hangat,

Rebecha Yulia Damayanti

rebecha.damaiyanti@gmail.com Ganti akun &

* Menunjukkan pertanyaan yang wajib diisi
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Rekam rebecha.damaiyanti@gmail.com sebagai email yang disertakan dengan
respons saya

Apakah Anda termasuk dalam kelompok Generasi £ dengan tahun kelahiran 1997 — 2012 *
dan saat 1m1 termasuk ke dalam rentang usia 12 - 28 tahun?

@Ya
O Tidak

Berikutnya Kosongkan formulir

Pertanyaan i1 untuk memastikan bahwa responden vang dipilih sesuai dengan kriteria vang
dibutuhkan dalam penelitian.

Apakah Anda pengguna aktif (sering membuka) Instagram? *

@Ya
O'I'idak
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Apakah Anda mengikuti Komunitas MINISO di Instagram? *

P INT NOT!
< @ MINISO IPSEVENT NOTICE [a)

Does group dance work?

Yes i+ .
No N L

| have othes suggestians N &
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Apakah Anda dalam 3 bulan 11 pernah membeli produk MINISO? *

@ Ya
(O Tidak

Selama 3 bulan terakhir, berapa kali Anda berbelanja produk dari Miniso? *

O 1-2 kali
(® 2-5kali

(O lebih dari 5 kali

Kembali Berikutnya Kosongkan formulir

Identitas Responden

Bagian ini memuat informasi mengenai data diri responden. Silakan lengkapi sesuai dengan identitas
Anda.

Jenis Kelamin #

O Laki-Laki

@ Perempuan

Rata-rata pendapatan (per bulan) *
@ < Rp 1.000.000

O Rp 1.000.000 - Rp 3.000.000
O Rp 3.000.001 - Rp 5.000.000

O Rp 5.000.001 - Rp 7.000.000
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Pekerjaan *

@ Pelajar/Mahasiswa
O Pegawai Swasta
Wiraswasta

PNS

Wirausaha
Freelancer

O
@)
O
O

o Yang lain:

Pernah melakukan pembelian MINISO di provinsi mana ? *

() Aceh (Banda Aceh)

Bali (Denpasar)

Banten (Serang)

Bengkulu (Bengkulu)

Daerah Istimewa Yogvakarta (Yogyakarta)
DKI Jakarta (Jakarta)

Gorontalo (Gorontalo)

Jambi (Jambi)

Jawa Barat (Bandung)

Jawa Tengah (Semarang)

Jawa Timur (Surabaya)
Kalimantan Barat (Pontianak)
Kalimantan Selatan (Banjarbaru)
Kalimantan Tengah (Palangkaraya)
Kalimantan Timur (Samarinda)
Kalimantan Utara (Tanjung Selor)

Kepulauan Bangka Belitung (Pangkal Pinang)

O0OO0O0O0O0O0O0OO0OO0OO0OO0O0ObOO0O®

Kepulauvan Riau (Tanjung Pinang)
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OO0OO0OO0OO0OO0O0OO0OO0OO0OObObObObObObOOOO

Lampung (Bandar Lampung)
Maluku (Ambon)

Maluku Utara (Sofiff)

Nusa Tenggara Barat (Mataram)
Nusa Tenggara Trmur (Kupang)
Papuz (Jayapurz)

Papua Barat (Manokwari)
Papua Barat Daya (Sorong)
Papua Pegunungan (Jayawijaya)
Papua Selatan {Merauke)

Papua Tengah (Nabire)

Riau (Pekanbaru)

Sulawes: Barat (Mamuju)
Sulawesi Selatan (Makassar)
Sulawes: Tengah (Pali)
Sulawesi Tenggara (Kendari)
Sulawes: Utara (Manado)
Sumatera Barat (Padang)
Sumatera Selatan (Palembang)

Sumatera Utara (Medan)

Kembali Berikutnya
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Komunitas Media Sosial

Komunitas media sosial adalah lingkungan digital

vang terus berkembang memungkinkan orang-orang dapat terhubung satu sama lain,
berbagi informasi, dan saling berinteraksi, vang akhirnya menciptakan rasa
kebersamaan di antara para anggotanya.

Benkan zatn pilihan jawaban untuk masing-masing pernyatazn di bawah i seznal dengan skala
Likert yvang tersedia_

Keterangan skala disajikan di bawah ini:
1= Sangat Tidak Setuju

2= Tidak Setuju

3= Netral

4= Setuju

3= Bangat Sstuju

Instagram membantu sava terhubung dengan orang lain. *

Sangat Tidak Setuju @ o O o O Sangat Setuju

Saya suka berinteraksi dengan banyak orang di Instagram. *

Sangat Tidak Setuju O O O @ O Sangat Setuju

Saya mudah menemukan banvak orang dengan minat vang sama di Instagram. *

Sangat Tidak Setuju o O O O @ Sangat Setuju

Saya terbantu dalam mengambil keputusan pembelian setelah melihat [ike dan comment *

dari komunitas di [nstagram.

Sangat Tidak Setuu O O O @ O Sangat Setuju
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Iklan Media Sosial

Tklan media sosial adalah iklan yang mengarah pada digital dengan menggunakan platform
media sosial untuk membuat pengguna mengunjungi situs web.

Berikan satu pilihan jawaban untuk masing-masing pernyataan di bawah ini sesuai dengan skala
Likert yang tersedia.

Keterangan skala disajikan di bawah ini:

1= Sangat Tidak Setuju

2= Tidak Setuju

3=Netral

4= Setuju

5= Sangat Setuju

Saya berniat untuk melakukan pembelian setelah melihat iklan MINISO di Instagram. *

1 2 3 4 5

Sangat Tidak Setuju O @ O O O Sangat Setuju

Iklan produk MINISO di Instagram mempengaruhi keputusan pembelian saya. *
1 2 3 4 5

Sangat Tidak Setuju O O @ O O Sangat Setuju

Penawaran promosi yang terus-menerus. seperti cashback, diskon, buy I get 1, *
mendorong saya untuk melakukan pembelian MINISO.

1 2 3 4 5

Sangat Tidak Setuju O O @ O O Sangat Setuju
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Niat Pembelian Impulsif
Keinginan spontan yang muncul dalam setiap

individu tanpa merencanakan sebelumnya adalah niat pembelian impulsif.

Berikan satu pilihan jawaban untuk masing-masing pernyataan di bawah ini sesuai dengan skala
Likert yang tersedia.

Keterangan skala disajikan di bawah ini:

1= Sangat Tidak Setuju

2= Tidak Setuju

3= Netral

4= Setuju

5= Sangat Setuju

Ketika saya menggunakan Instagram, saya menjadi ingin membeli produk MINISO yang *
fidak direncanakan.

1 2 3 4 5

Sangat Tidak Setuju O O @ O O Sangat Setuju

Saya memiliki keinginan membeli secara langsung saat melihat konten MINISO di media *

sosial Instagram.

1 2 3 4 5

Sangat Tidak Setuju O O @ O O Sangat Setuju

Saya sering membeli produk MINISO saat menggunakan Instagram, meskipun barang ~ *
tersebut tidak ada dalam daftar belanja yang sudah saya rencanakan.

Sangat Tidak Setuju O O @ O O Sangat Setuju
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Perilaku Pembelian Impulsif

Pembelian impulsif sebagai pembelian produk berdasarkan gerak yang

dilakukan oleh hati dan bukan dari perencanaan sebelumnya.

Berikan satu pilihan jawaban untuk masing-masing pernyataan di bawah ini sesuai dengan skala
Likert yang tersedia.

Keterangan skala disajikan di bawabh ini:

1= Sangat Tidak Setuju

2= Tidak Setuju

3=Netral

4= Setuju

5= Sangat Setuju

Saya langsung membeli barang ketika menginginkannya. *
1 2 3 4 5

Sangat Tidak Setuju O @ O O O Sangat Setuju

Saya cenderung membeli sesuatu tanpa perencanaan sebelumnya. *
1 2 3 4 5

Sangat Tidak Setuju O O @ O O Sangat Setuju

Saya memiliki kecenderungan untuk melakukan pembelian secara spontan. *

Sangat Tidak Setuju O @ O O O Sangat Setuju

Saya kerap membeli barang melebihi apa yang telah saya rencanakan sebelumnya. *

1 2 3 4 5

Sangat Tidak Setuju O O O @ O Sangat Setuju

Saya sering membeli barang tanpa membuat rencana sebelumnya. *

1 2 3 4 5

Sangat Tidak Setuju O O O @ O Sangat Setuju

Saya sering membeli barang yang sebelumnya tidak terpikirkan saat berbelanja. *

Sangat Tidak Setuju O O @ O O Sangat Setuju

Saya merasa senang saat melakukan pembelian impulsif. *
1 2 3 4 5

smgaTidakseny O O ® O O saugatsenn
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Apakah

Anda
termasuk
dalam
Selama 3
kelompgk Apakah Apakah oral bulan
Generasi Z Apakah Anda b
Anda Anda terakhir,
dengan Anda dalam 3 . Pernah melakukan
pengguna W pernah .~. | berapa kali . Rata-rata .
tahun . mengikuti . bulan ini Jenis . pembelian
NO . aktif . melihat Anda A pendapatan (per Pekerjaan .
kelahiran . Komunitas pernah . Kelamin MINISO di
(sering . Iklan . | berbelanja bulan) o
1997 -2012 MINISO di . | membeli provinsi mana ?
. .| membuka) MINISO di produk
dan saat ini Instacram? Instagram? Instacram? produk dari
termasuk ke gram: MM MINISO? T
dalam Miniso?
rentang usia
12 - 28
tahun?
1 . Daerah Istimewa
YA YA YA YA YA 2-5kali | Perempuan REgR0Ag00= Rp Pelajar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
2 . Daerah Istimewa
YA YA YA YA YA 2-5kali | Perempuan Rp 3.000.001 - Rp Pelajar/ Yogyakarta
5.000.000 Mahasiswa
(Yogyakarta)
3 . Pelajar/ .
YA YA YA YA YA 2-5 kali Perempuan < Rp 1.000.000 . Bali (Denpasar)
Mahasiswa
4 Daerah Istimewa
YA YA YA YA YA 1-2 kali Perempuan Rp 3.000.001 - Rp Freelancer Yogyakarta
5.000.000
(Yogyakarta)
5 . Kalimantan
YA YA YA YA YA 1-2kali | Perempuan | RP 1:000-000-Rp Pelajar/ Selatan
3.000.000 Mahasiswa .
(Banjarbaru)
6 Pelaiar/ Kalimantan
YA YA YA YA YA 2-5 kali Perempuan <Rp 1.000.000 J: Selatan
Mahasiswa .
(Banjarbaru)
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7 . Kalimantan
. .000.000 - R Pelajar/
YA YA YA YA YA 1-2 kali Perempuan Rp 130(%)000 00 P Mai;;iasrwa Selatan
T (Banjarbaru)
8 . . . | Rp3.000.001 - Rp Pelajar/
YA YA YA YA YA 2-5 kali Laki-Laki 5.000.000 Mahasiswa Banten (Serang)
9 . Pelajar/
YA YA YA YA YA 2-5 kali Perempuan <Rp 1.000.000 Mahasiswa Banten (Serang)
10 . Rp 1.000.000 - Rp Jawa Timur
YA YA YA YA YA 2-5 kali Perempuan 3.000.000 Perawat (Surabaya)
11 . . . Rp 5.000.001 - Rp Analis .
YA YA YA YA YA 1-2 kali Laki-Laki 7.000.000 keuangan Bali (Denpasar)
12 . Daerah Istimewa
. . . .000. - R Pelajar/
YA YA YA YA YA 25kali | Laki-Laki | <P LOWRAI-Rp ) Pelaar Yogyakarta
T (Yogyakarta)
13 . Daerah Istimewa
. .000.000 - R Pelajar/
YA YA YA YA YA 2-5 kali Perempuan Rp 13 000.000 P Ma;:;iasrwa Yogyakarta
R (Yogyakarta)
14 . . . Rp 1.000.000 - Rp Pelajar/
YA YA YA YA YA 2-5 kali Laki-Laki 3.000.000 Mahasiswa Banten (Serang)
15 . Kalimantan
. . .000. - P
YA YA YA YA YA 1-2kali | Laki-Laki | <P L0000 - RP Sgawal Selatan
il (Banjarbaru)
16 . Daerah Istimewa
y . . .000. - Pelajar/
YA YA YA YA YA l-2kali | Laki-Laki | P 130(‘))5)00005)0 Rp g Yogyakarta
il (Yogyakarta)
17 . Kalimantan
. . . Pelajar/
YA YA YA YA YA 1-2 kali Laki-Laki <Rp 1.000.000 Mahasiswa Selatan
(Banjarbaru)
18 Pelaiar/ Kalimantan
YA YA YA YA YA 1-2 kali Laki-Laki <Rp 1.000.000 Mahaiiswa Selatan
(Banjarbaru)
. . . Pelajar/ J Ti
19 YA YA YA YA YA 1-2kali | Laki-Laki | <Rp 1.000.000 Ma; ;if‘srwa (%Wu?ab;‘;“;r
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00 ya YA YA YA YA 2-5kali | Laki-Laki | <P 000 <RP | Pesawal D ey
2 va YA YA YA YA 2-5kali | Laki-Laki | < Rp 1.000.000 Pelajar/ DKI Jakarta
Mahasiswa (Jakarta)
22 Pelaiar/ Kalimantan
YA YA YA YA YA 1-2kali | Perempuan | < Rp 1.000.000 Maha;iswa Selatan
(Banjarbaru)
23 Pelaiar/ Kalimantan
YA YA YA YA YA 1-2kali | Perempuan | < Rp 1.000.000 Mahaiiswa Selatan
(Banjarbaru)
24 . Daerah Istimewa
YA YA YA YA YA 2-5kali | Perempuan LA St Pelajar/ Yogyakarta
3.000.000 Mahasiswa (Yogyakarta)
25 . ) . Daerah Istimewa
YA YA YA YA YA lebih dari 5 Laki-Laki Rp 3.000.001 - Rp Pelajar/ Yogyakarta
kali 5.000.000 Mahasiswa (Yogyakarta)
26 Pelaiar/ Kalimantan
YA YA YA YA YA 1-2 kali Laki-Laki <Rp 1.000.000 Maha;iswa Selatan
(Banjarbaru)
27 YA YA YA YA YA lebliﬁ?n > Perempuan Rp 13;0(%) 00(? (?0- Ry Mlzi:lljiiasr\{va Bali (Denpasar)
28 Pelaiar/ Daerah Istimewa
YA YA YA YA YA 1-2kali | Laki-Laki | <Rp 1.000.000 Maha;iswa Yogyakarta
(Yogyakarta)
29 Pelaiar/ Kalimantan
YA YA YA YA YA 1-2 kali Perempuan <Rp 1.000.000 Mahaiiswa Selatan
(Banjarbaru)
30 . . . Kalimantan
YA YA YA YA ya | lebihdariS o puan | <Rp 1.000.000 Pelajar/ Selatan
kali Mahasiswa (Banjarbaru)
31 Pelaiar/ Kalimantan
YA YA YA YA YA 1-2kali | Perempuan | < Rp 1.000.000 Maiaiiswa Selatan
(Banjarbaru)
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32 lebih dari 5 Pelajar/ Sulawesi Utara
YA YA YA YA YA Kali Perempuan <Rp 1.000.000 Mahasiswa (Manado)
33 Kalimantan
YA YA YA YA YA 1-2 kali Perempuan Rp 3.000.001 - Rp PNS Selatan
5.000.000 .
(Banjarbaru)
34 . Rp 5.000.001 - Rp Pegawai DKI Jakarta
YA YA YA YA YA 1-2 kali Perempuan 7.000.000 Swasta (Jakarta)
35 . Daerah Istimewa
YA YA YA YA YA 05 TRE | wsrgfe | 0 QRSN Pelajar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
36 . . . | Rp 1.000.000 - Rp Pelajar/ Jawa Barat
YA YA YA YA YA 2-5 kali Laki-Laki 3.000.000 Mahasiswa (Bandung)
T va YA YA YA YA I2kali | Laki-Laki | <Rp 1.000.000 Pelajar/ ) Kalimantan Barat
Mahasiswa (Pontianak)
38 Pelaiar/ Kalimantan
YA YA YA YA YA 1-2 kali Laki-Laki <Rp 1.000.000 J: Selatan
Mahasiswa .
(Banjarbaru)
39 . Daerah Istimewa
YA YA YA YA YA -2 kali | Laki-Laki | P 3:000.001-Rp | Pegawai Yogyakarta
5.000.000 Swasta
(Yogyakarta)
40 . . . | Rp5.000.001 - Rp Pelajar/ Jawa Tengah
YA YA YA YA YA 2-3 kali Laki-Laki 7.000.000 Mahasiswa (Semarang)
41 . Daerah Istimewa
YA YA YA YA YA 1-2 kali | Perempuan REREICUIY 5D Pelajar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
42 . Rp 3.000.001 - Rp Pegawai
YA YA YA YA YA 2-5 kali Perempuan 5.000.000 Swasta Banten (Serang)
43 . Rp 1.000.000 - Rp Pelajar/
YA YA YA YA YA 2-5 kali Perempuan 3.000.000 Mahasiswa Banten (Serang)
44 ) . . Daerah Istimewa
lebih dari 5 . . Rp 1.000.000 - Rp Pelajar/
YA YA YA YA YA Kali Laki-Laki 3.000.000 Mahasiswa Yogyakarta
(Yogyakarta)
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45

Rp 1.000.000 - Rp

Pelajar/

Daerah Istimewa

YA YA YA YA YA 1-2 kali Perempuan 3.000.000 Mahasiswa Yogyakarta
(Yogyakarta)
46 . Pelajar/ Sulawesi Utara
YA YA YA YA YA 2-5 kali Perempuan <Rp 1.000.000 Mahasiswa (Manado)
47 . Daerah Istimewa
YA YA YA YA YA 1-2kali | Perempuan Vg LG = Pelajar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
48 . Daerah Istimewa
YA YA YA YA YA 2-5kali | Perempuan Vi LT OERGy Pelajar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
49 . Daerah Istimewa
YA YA YA YA YA 1-2 kali Perempuan 150 LUOTURD = 1397 Pelaj .ar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
50 . Rp 3.000.001 - Rp Pelajar/ Jawa Tengah
YA YA } & YA YA 2-3 kali g7 5.000.000 Mahasiswa (Semarang)
51 Pelaiar/ Kalimantan
YA YA YA YA YA 2-5 kali Laki-Laki <Rp 1.000.000 J: Selatan
Mahasiswa .
(Banjarbaru)
52 lebih dari 5 Rp 5.000.001 - Rp Pegawai Jawa Tengah
YA YA YA YA YA kali Perempuan 7.000.000 Swasta (Semarang)
53 lebih dari 5 . . | Rp5.000.001 - Rp Pegawai DKI Jakarta
YA YA YA — g kali Laki-Laki 7.000.000 Swasta (Jakarta)
54 . Kalimantan
YA YA YA YA YA 2-5kali | Perempuan N el RP Pegawal Selatan
5.000.000 Swasta .
(Banjarbaru)
55 Pelaiar/ Kalimantan
YA YA YA YA YA 1-2kali | Laki-Laki | <Rp 1.000.000 claja Selatan
Mahasiswa .
(Banjarbaru)
56 . . . Rp 1.000.000 - Rp Pegawai DKI Jakarta
YA YA YA YA YA 1-2 kali Laki-Laki 3.000.000 Swasta (Jakarta)
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57 . Kalimantan
YA YA YA YA YA 1-2 kali | Perempuan Rp 3.000.001 - Rp Pelajar/ Selatan
5.000.000 Mahasiswa .
(Banjarbaru)
58 . Rp 1.000.000 - Rp Pelajar/ .
YA YA YA YA YA 1-2 kali Perempuan 3.000.000 Mahasiswa Bali (Denpasar)
59 Kalimantan
YA YA YA YA YA 2-5 kali Laki-Laki g gLl =t Wiraswasta Selatan
7.000.000 .
(Banjarbaru)
60 Kalimantan
YA YA YA YA YA 1-2kali | Perempuan Vi LT OERGy Mahasiswa Selatan
3.000.000 .
(Banjarbaru)
61 Pelaiar/ Kalimantan
YA YA YA YA YA 1-2kali | Perempuan | < Rp 1.000.000 A Selatan
Mahasiswa .
(Banjarbaru)
62 . Daerah Istimewa
YA YA YA YA YA 2-5 kali Perempuan R Pelaj .ar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
63 lebih dari 5 Rp 1.000.000 - Rp Pelajar/ Jawa Tengah
YA YA M YA YA kali Perempuan 3.000.000 Mahasiswa (Semarang)
64 Kalimantan
YA YA YA YA YA 25kali | Perempuan | <P 3:000.001 - Rp PNS Selatan
5.000.000 .
(Banjarbaru)
65 . Kalimantan
YA YA YA YA YA 1-2 kali | Perempuan R & Pelajar/ Selatan
7.000.000 Mahasiswa .
(Banjarbaru)
66 . . Kalimantan
YA YA YA YA YA Lol CTil Perempuan Rp 3.000.001 - Rp Wirausaha Selatan
kali 7.000.000 .
(Banjarbaru)
67 . Daerah Istimewa
YA YA YA YA YA 2-5kali | Perempuan Rp 3.000.001 - Rp Pelajar/ Yogyakarta
5.000.000 Mahasiswa
(Yogyakarta)
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68

Daerah Istimewa

YA YA YA YA YA 1-2 kali Perempuan Rp 1.000.000 - Rp Pelaj .ar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
69 . . . Kalimantan
YA YA YA YA ya | e0mdAiS ki raki | <Rp1.000.000 Pelajar/ Selatan
kali Mahasiswa .
(Banjarbaru)
70 . . . Daerah Istimewa
YA YA YA YA YA el dfm > Perempuan <Rp 1.000.000 Pelaj .ar/ Yogyakarta
kali Mahasiswa
(Yogyakarta)
71 Kalimantan
YA YA YA YA YA 1-2 kali Perempuan < Rp 1.000.000 Wiraswasta Selatan
(Banjarbaru)
72 . Daerah Istimewa
YA YA YA YA YA AR ey T N Pelajar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
3 YA YA YA YA YA 2-5kali | Perempuan | < Rp 1.000.000 Pelajar/ Bali (Denpasar)
Mahasiswa
74 . Rp 1.000.000 - Rp Pelajar/ Kepulauan Riau
YA YA M YA YA g <l Perempuan 3.000.000 Mahasiswa (Tanjung Pinang)
75 . Kalimantan
YA YA YA YA YA 1-2Kali | Perempuan | <P 1:000.000-Rp Pegawa Selatan
3.000.000 Swasta .
(Banjarbaru)
76 . Kalimantan
YA YA YA YA YA 1-2 kali | Perempuan REREO00IO00 D Pegawai Selatan
3.000.000 Swasta .
(Banjarbaru)
77 Pelaiar/ Kalimantan
YA YA YA YA YA 1-2kali | Laki-Laki | <Rp 1.000.000 claja Selatan
Mahasiswa .
(Banjarbaru)
78 lebih dari 5 Rp 1.000.000 - Rp Pelajar/ DKI Jakarta
YA YA YA YA YA kali | Perempuan 3.000.000 Mahasiswa (Jakarta)
79 . . Kalimantan
YA YA YA YA YA lebih djdn > Perempuan Rp 1.000.000 - Rp Freelancer Selatan
kali 3.000.000 .
(Banjarbaru)
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80 . Rp 5.000.001 - Rp Pelajar/ DKI Jakarta
YA YA YA )7 i [P V7 7.000.000 Mahasiswa (Jakarta)
81 . Rp 3.000.001 - Rp Pegawai Jawa Tengah
YA YA YA YA YA 1-2 kali Perempuan 5.000.000 Swasta (Semarang)
82 Daerah Istimewa
YA YA YA YA YA 2-5kali | Perempuan e Karyawan Yogyakarta
3.000.000
(Yogyakarta)
83 . Rp 1.000.000 - Rp Pelajar/
YA YA YA YA YA 2-5 kali Perempuan 3.000.000 Mahasiswa Banten (Serang)
84 . Rp 1.000.000 - Rp Pelajar/
YA YA YA YA YA 2-5 kali Perempuan 3.000.000 Mahasiswa Maluku (Ambon)
85 . Daerah Istimewa
YA YA YA YA YA Bl LD sl Ul Pelajar/ Yogyakarta
3.000.000 Mabhasiswa
(Yogyakarta)
86 . Rp 1.000.000 - Rp Pelajar/ Jawa Timur
YA YA } & YA YA 1-2 kali g7 3.000.000 Mahasiswa (Surabaya)
87 . . . Kalimantan
YA YA YA YA YA gbih d?rl > Perempuan Rp 1.000.000 - Rp Pelaj .ar/ Selatan
kali 3.000.000 Mahasiswa .
(Banjarbaru)
88 . Pelajar/ Sulawesi Utara
YA YA YA YA YA 2-5 kali Perempuan <Rp 1.000.000 Mahasiswa (Manado)
¥ va YA YA YA YA 25kali | Laki-Laki | P00 “RP 1 Wiraswasta | Bali (Denpasar)
90 . Kalimantan
YA YA YA YA YA 2-5kali | Perempuan el 1P Pelajar/ Selatan
5.000.000 Mahasiswa .
(Banjarbaru)
91 . . . Rp 1.000.000 - Rp Pelajar/ DKI Jakarta
YA YA YA YA YA | |-l 3.000.000 Mahasiswa (Jakarta)
92 . Kalimantan
YA YA YA YA YA 1-2Kali | Perempuan | 1P 3:000-001 -Rp Pegawal Selatan
5.000.000 Swasta .
(Banjarbaru)
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93 . Daerah Istimewa
YA YA YA YA YA 1-2 kali Perempuan Rp 1.000.000 - Rp Pelaj .ar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
94 Pelaiar/ Kalimantan
YA YA YA YA YA 1-2kali | Perempuan | < Rp 1.000.000 J: Selatan
Mabhasiswa .
(Banjarbaru)
95 . . . | Rp3.000.001 - Rp Pegawai DKI Jakarta
YA YA YA YA YA 1-2 kali Laki-Laki 5.000.000 Swasta (Jakarta)
96 Pelaiar/ Papua
YA YA YA YA YA 1-2 kali Laki-Laki <Rp 1.000.000 J: Pegunungan
Mahasiswa ..
: (.T ayawijaya)
T va YA YA YA YA I2kali | Laki-Laki | <Rp 1.000.000 Pelajar/ ) Kalimantan Barat
Mahasiswa (Pontianak)
98 . ) . Daerah Istimewa
YA YA YA YA yA | 1e0IdariS |\ okitaki | <Rp1.000.000 Pelajar/ Yogyakarta
kali Mahasiswa
(Yogyakarta)
99 Pelaiar/ Daerah Istimewa
YA YA YA YA YA 1-2 kali Laki-Laki <Rp 1.000.000 J: Yogyakarta
Mahasiswa
(Yogyakarta)
100 . . . | Rp5.000.001 - Rp Pegawai DKI Jakarta
YA YA YA YA YA 1-2 kali Laki-Laki 7.000.000 Swasta (Jakarta)
101 YA YA YA YA YA 2-5kali | Laki-Laki | <Rp 1.000.000 Pelajar/ DKI Jakarta
Mahasiswa (Jakarta)
102 Kalimantan
YA YA YA YA YA 1-2 kali Laki-Laki Rp 57'0(?&0(? 01 O_ Rp Freelancer Selatan
T (Banjarbaru)
103 lebih dari 5 Rp 3.000.001 - Rp Pelajar/
YA YA YA YA YA Kali Perempuan 5.000.000 Mahasiswa Banten (Serang)
104 . Daerah Istimewa
YA YA YA YA YA 1-2Kali | Perempuan | <P 1:000-000-Rp Pelajar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
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105 Pelaiar/ Kalimantan
YA YA YA YA YA 1-2 kali Perempuan <Rp 1.000.000 Maha;iswa Selatan
(Banjarbaru)
106 . Daerah Istimewa
YA YA YA YA YA 1-2kali | Perempuan Rp 13;0(%) 00(? (?O- Rp Mﬂ;ﬁg\{va Yogyakarta
VYr” (Yogyakarta)
107 Pelaiar/ Kalimantan
YA YA YA YA YA 2-5 kali Laki-Laki <Rp 1.000.000 Mahaiiswa Selatan
(Banjarbaru)
108 . . . Daerah Istimewa
YA YA YA YA YA lebllﬁ (ﬁm > Perempuan Rp 35'05)&05) 010- Rp Ml;ilaaiiasr\{va Yogyakarta
) T (Yogyakarta)
109 . Rp 1.000.000 - Rp Pelajar/ Sulawesi Selatan
YA YA | & YA YA A " 4 3.000.000 Mahasiswa (Makassar)
110 . Daerah Istimewa
YA YA YA YA YA 25kali | LakidLaki | <P LOWLON0 - RP MI;;?; f‘sréva Yogyakarta
— (Yogyakarta)
111 . Daerah Istimewa
YA YA YA YA YA 1-2 kali Perempuan Rp 35'0(%) 00(? 010_ Rp Mlzi:lljiiasr\{va Yogyakarta
T (Yogyakarta)
112 . . . | Rp 1.000.000 - Rp Pelajar/ DKI Jakarta
YA YA YA YA YA I-2kali | Laki-Laki 3.000.000 Mahasiswa (Jakarta)
113 . Rp 1.000.000 - Rp Sulawesi Utara
YA YA YA YA YA 1-2 kali Perempuan 3.000.000 Freelancer (Manado)
. . i T h
114 YA YA YA YA YA l-2kali | Laki-Laki | <Rp 1.000.000 Miifé]?srv/va J(asvz : af:fga‘)
115 Kalimantan
YA YA YA YA YA 2-5 kali Perempuan Rp 35'0(())(? 00(()) 01 O- Rp Wirausaha Selatan
T (Banjarbaru)
116 Pelaiar/ Kalimantan
YA YA YA YA YA 2-5 kali Perempuan <Rp 1.000.000 Maha;iswa Selatan
(Banjarbaru)
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117

Daerah Istimewa

YA YA YA YA YA 2-5 kali Perempuan Rp 1.000.000 - Rp Pelaj .ar/ Yogyakarta
3.000.000 Mahasiswa (Yogyakarta)
118 . Kalimantan
YA YA YA YA YA 1-2 kali | Perempuan RR O Pelajar/ Selatan
3.000.000 Mabhasiswa (Banjarbaru)
119 Kalimantan
YA YA YA YA YA 1-2 kali | Perempuan N G Freelancer Selatan
3.000.000 (Banjarbaru)
120 Pelaiar/ Kalimantan
YA YA YA YA YA 1-2 kali Laki-Laki <Rp 1.000.000 Maha;iswa Selatan
(Banjarbaru)
121 Pelaiar/ Daerah Istimewa
YA YA YA YA YA 1-2 kali Laki-Laki <Rp 1.000.000 Mahaiiswa Yogyakarta
(Yogyakarta)
122 . Daerah Istimewa
YA YA YA YA YA 2-5 kali Perempuan e | 2 Pelaj .ar/ Yogyakarta
3.000.000 Mahasiswa (Yogyakarta)
123 . Daerah Istimewa
YA YA YA YA YA 1-2Kali | Laki-Laki | RP 1:000.000-Rp Pelajar/ Yogyakarta
3.000.000 Mahasiswa (Yogyakarta)
124 YA YA YA YA YA 1ebl}ﬁ§fm > Perempuan <Rp 1.000.000 Miifiiasr\{va Sul(leigsssigtan
125 . Daerah Istimewa
YA YA YA YA YA 25kali | Laki-Laki | <P 1:000.000-Rp Pelajar/ Yogyakarta
3.000.000 Mahasiswa (Yogyakarta)
126 YA YA YA YA YA 2-5Kali | Perempuan | < Rp 1.000.000 Pelajar/ Jawa Tengah
Mahasiswa (Semarang)
127 Pelaiar/ Daerah Istimewa
YA YA YA YA YA 2-5 kali Perempuan <Rp 1.000.000 Mahaiiswa Yogyakarta
(Yogyakarta)
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128 i p . Daerah Istimewa
YA YA YA YA YA 1-2 kali Perempuan Rp 35'08)&05) 010 Rp Se V%i:;:l Yogyakarta
o (Yogyakarta)
129 . . . Kalimantan
lebih dari 5 Rp 1.000.000 - Rp Pelajar/
YA YA YA YA YA ! Perempuan ) Selatan
kali 3.000.000 Mahasiswa (Banjarbaru)
130 1-R Pelaiar/ Kalimantan
YA YA YA YA YA 1-2kali | Laki-Laki | RP2O0O00 <RP | el Selatan
N (Banjarbaru)
131 Pelaiar/ Kalimantan
YA YA YA YA YA 1-2kali | Perempuan | < Rp 1.000.000 Wkl Selatan
(Banjarbaru)
132 ) Kalimantan
YA YA YA YA YA 12Kali | Perempuan | <P 57'0(?&05)010 RP 1 Wirausaha Selatan
o (Banjarbaru)
133 . Kalimantan
. Pelajar/
YA YA YA YA YA 2-5 kali Perempuan <Rp 1.000.000 Mahasiswa Selatan
(Banjarbaru)
134 . Rp 3.000.001 - Rp Pelajar/ DKI Jakarta
YA YA Y3 YA YA 2-Neald Perempuan 5.000.000 Mahasiswa (Jakarta)
jar/
135 YA YA YA YA YA 1-2kali | Perempuan | < Rp 1.000.000 Mi;fifsrwa Banten (Serang)
136 . Kalimantan
g .000. -R Pelajar/
YA YA YA YA YA 2-5 kali Perempuan Rp 130(%)00(? (? 0 P Ma;:;iasrwa Selatan
el (Banjarbaru)
Pelajar/ DKI Jakarta
BT ya YA YA YA YA I-2kali | Perempuan | <Rp1.000.000 | o Gakarts
138 . Daerah Istimewa
. . .000. -R Pelajar/
YA YA YA YA YA I-2kali | Laki-Laki | <P 130(())5)008)(?0 S Yogyakarta
T (Yogyakarta)
. Pelajar/ DKI Jakarta
139 YA YA YA YA YA 1-2kali | Perempuan | < Rp 1.000.000 Ma; ;;f‘srwa ( Jakzr tz;
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140 . Daerah Istimewa
YA YA YA YA YA 1-2 kali Perempuan Rp 1.000.000 - Rp Pelaj .ar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
141 . . . Kalimantan
YA YA YA YA ya | e0mdAiS ki raki | <Rp1.000.000 Pelajar/ Selatan
kali Mahasiswa .
(Banjarbaru)
142 Pelaiar/ Kalimantan
YA YA YA YA YA 1-2kali | Perempuan | < Rp 1.000.000 A Selatan
Mahasiswa .
(Banjarbaru)
143 . . . | Rp 1.000.000 - Rp Juragan . .
YA YA YA YA YA 1-2 kali Laki-Laki 3.000.000 pempek Jambi (Jambi)
144 . . . Kalimantan
YA YA YA YA ya | lebRdaniS T i paki | <Rp1.000.000 Pelajar/ Selatan
kali Mahasiswa .
(Banjarbaru)
145 . Kalimantan
YA YA YA YA YA 12 kali *| ofmpuantir B O SRD Pegawai Selatan
5.000.000 Swasta .
(Banjarbaru)
146 . Rp 5.000.001 - Rp Pelajar/ Jawa Timur
YA YA s YA YA g kel Perempuan 7.000.000 Mahasiswa (Surabaya)
147 . Rp 3.000.001 - Rp Pelajar/ Jawa Barat
YA YA YA YA YA 1-2 kali Perempuan 5.000.000 Mahasiswa (Bandung)
148 . . . Kalimantan
YA YA YA YA yA | lebihdaris oy puan | <Rp 1.000.000 Pelajar/ Selatan
kali Mahasiswa .
(Banjarbaru)
149 . . . Rp 5.000.001 - Rp Sumatera Utara
YA YA YA YA YA 1-2 kali Laki-Laki 7.000.000 Freelancer (Medan)
150 . Kalimantan
YA YA YA YA YA l-2Kali | Perempuan | RP 1:000-000-Rp Pelajar/ Selatan
3.000.000 Mahasiswa .
(Banjarbaru)
151 ) . . Daerah Istimewa
lebih dari 5 Rp 1.000.000 - Rp Pelajar/
YA YA YA YA YA Kali Perempuan 3.000.000 Mahasiswa Yogyakarta
(Yogyakarta)
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152 lebih dari 5 Rp 1.000.000 - Rp Pelajar/ Jawa Barat
YA YA YA )~ ) s JPN Y 3.000.000 Mahasiswa (Bandung)
153 . Kalimantan
YA YA YA YA YA 2-5kali | Laki-Laki | Rp1:000.000 - Rp Pelajar/ Sclatan
3.000.000 Mahasiswa .
(Banjarbaru)
154 . Daerah Istimewa
YA YA YA YA YA Il | s | R T Pelajar/ Yogyakarta
7.000.000 Mabhasiswa
(Yogyakarta)
155 Pelaiar/ Daerah Istimewa
YA YA YA YA YA 1-2kali | Laki-Laki | <Rp 1.000.000 V: Yogyakarta
Mahasiswa
(Yogyakarta)
156 lobih dari 5 Pelaiar/ Daerah Istimewa
YA YA YA YA YA . Laki-Laki | <Rp 1.000.000 V: Yogyakarta
kali Mahasiswa
(Yogyakarta)
157 . Kalimantan
YA YA YA YA YA 25kali | Laki-Laki | 1P >:000.001 -Rp | = Pegawai Sclatan
7.000.000 Swasta .
(Banjarbaru)
158 . Daerah Istimewa
YA YA YA YA YA 1-2 kali Perempuan Rp 1.000.000 - Rp Pelaj .ar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
159 . Kalimantan
YA YA YA YA YA 1-2kali | Perempuan | 1P 1.000-000-Rp Pelajar/ Selatan
3.000.000 Mahasiswa .
(Banjarbaru)
160 . Rp 1.000.000 - Rp Pelajar/ Jawa Tengah
YA YA YA — YA I-2kali | Perempuan 3.000.000 Mahasiswa (Semarang)
161 . Daerah Istimewa
YA YA YA YA YA l-2Kali | Perempuan | RP 1:000-000-Rp Pelajar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
162 . . . Daerah Istimewa
lebih dari 5 Rp 1.000.000 - Rp Pelajar/
YA YA YA YA YA Kali Perempuan 3.000.000 Mahasiswa Yogyakarta
(Yogyakarta)
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163

Rp 3.000.001 - Rp

Pelajar/

Daerah Istimewa

YA YA YA YA YA 1-2 kali Perempuan 5.000.000 Mahasiswa Yogyakarta
T (Yogyakarta)
164 . . . | Rp5.000.001 - Rp Pegawai Jawa Tengah
YA YA YA YA YA 1-2 kali Laki-Laki 7.000.000 Swasta (Semarang)
165 . Kalimantan
YA YA YA YA YA 2-5kali | Perempuan Rp 35'05)(?(')0(? 010- Rp Pse V%::Zl Selatan
v (Banjarbaru)
. j 1 i
1661 ya YA YA YA YA 25kali | Perempuan | <Rp 1000000 | e S Moadoy
167 Pelaiar/ Kalimantan
YA YA YA YA YA 1-2kali | Perempuan | < Rp 1.000.000 Maha;iswa Selatan
(Banjarbaru)
168 . Daerah Istimewa
YA YA YA YA YA 2-5 kali Perempuan Rp 13;0(;)(?(')05) (?0_ Rp Miiljiiasr\{va Yogyakarta
o (Yogyakarta)
169 Pelaiar/ Daerah Istimewa
YA YA YA YA YA 1-2 kali Perempuan <Rp 1.000.000 Maha;iswa Yogyakarta
(Yogyakarta)
170 . Kalimantan
YA YA YA YA YA 1-2kali | Perempuan | RP 3500()0()60(;)()10_ Rp Mlzigf‘srv/va Selatan
- el (Banjarbaru)
171 . Kalimantan
YA YA YA YA YA 12 Relfy | Perempiian. | P 13'05’&05’80' Rp MI;;E‘; f‘srv/va Selatan
el (Banjarbaru)
172 . . . Kalimantan
lebih dari 5 Rp 3.000.001 - Rp Pelajar/
YA YA YA YA YA kali | Perempuan 5.000.000 Mahasiswa (B:I;lj‘rtgzm)
173 YA YA YA YA YA 1-2 kali Perempuan <Rp 1.000.000 Miifi?sr\iva Banten (Serang)
174 . . . Rp 5.000.001 - Rp Pegawai Jawa Barat
YA YA YA YA YA 1-2 kali Laki-Laki 7 .000.000 Swasta (Bandung)
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175 . Kalimantan
YA YA YA YA YA 1-2 kali | Perempuan Rp 1.000.000 - Rp Pelajar/ Selatan
3.000.000 Mahasiswa .
(Banjarbaru)
176 . Daerah Istimewa
YA YA YA YA YA 1-2 kali | Perempuan RR O Pelajar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
177 . Rp 1.000.000 - Rp Pelajar/ DKI Jakarta
YA YA YA YA “ LGl || et 3.000.000 Mahasiswa (Jakarta)
178 . . . Kalimantan
YA YA YA YA YA el d?m > Perempuan R B Pegawai Selatan
kali 3.000.000 Swasta .
(Banjarbaru)
179 . Rp 1.000.000 - Rp Pelajar/ Jawa Tengah
YA YA | . YA YA \ & 3.000.000 Mahasiswa (Semarang)
180 Pelaiar/ Kalimantan
YA YA YA YA YA 1-2 kali Laki-Laki <Rp 1.000.000 J: Selatan
Mahasiswa .
(Banjarbaru)
181 . Kalimantan
YA YA YA YA YA 2 5kali |APEICD AR B OO00Y - Rp Pegawai Selatan
3.000.000 Swasta .
(Banjarbaru)
182 . Rp 5.000.001 - Rp Pelajar/ Jawa Barat
YA YA YA YA YA 1-2 kali Perempuan 7.000.000 Mahasiswa (Bandung)
183 . Kalimantan
YA YA YA YA YA e kol Tt el g Pelajar/ Selatan
3.000.000 Mahasiswa .
(Banjarbaru)
184 . Daerah Istimewa
YA YA YA YA YA 2-5kali | Perempuan Rp 3.000.001 - Rp Pelajar/ Yogyakarta
5.000.000 Mahasiswa
(Yogyakarta)
185 lebih dari 5 . . Rp 3.000.001 - Rp Jawa Tengah
YA YA YA YA YA Kali Laki-Laki 5.000.000 Freelancer (Semarang)
186 . Daerah Istimewa
YA YA YA YA YA 1-2Kali | Perempuan | RP3:000-001 -Rp Pelajar/ Yogyakarta
5.000.000 Mahasiswa
(Yogyakarta)
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187 . Rp 3.000.001 - Rp Pelajar/ .
YA YA YA YA YA 2-5 kali Perempuan 5.000.000 Mahasiswa Bali (Denpasar)
188 . Daerah Istimewa
YA YA YA YA YA 2-5 kali Perempuan Rp 1.000.000 - Rp Pelaj .ar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
189 Pelaiar/ Daerah Istimewa
YA YA YA YA YA 1-2 kali Perempuan < Rp 1.000.000 J: Yogyakarta
Mabhasiswa
(Yogyakarta)
190 . Rp 3.000.001 - Rp Pelajar/ DKI Jakarta
YA YA ) / R Iy | FongpisuEm 5.000.000 Mahasiswa (Jakarta)
191 . . . | Rp5.000.001 - Rp Pelajar/ Jawa Tengah
YA YA | YA YA 2 L 7.000.000 Mahasiswa (Semarang)
192 Daerah Istimewa
YA YA YA YA YA 2-5kali | Perempuan S SN, 2Js Wiraswasta Yogyakarta
5.000.000
(Yogyakarta)
193 . . . Rp 1.000.000 - Rp Pelajar/ Kalimantan Barat
YA YA k YA YA 1-2 kali Laki-Laki 3.000.000 Mahasiswa (Pontianak)
194 . Pelajar/ Sulawesi Utara
YA YA YA YA YA 1-2 kali Perempuan <Rp 1.000.000 Mahasiswa (Manado)
195 Pelaiar/ Daerah Istimewa
YA YA YA YA YA 2-5 kali Laki-Laki <Rp 1.000.000 J: Yogyakarta
Mahasiswa
(Yogyakarta)
196 . Kalimantan
YA YA YA YA YA 12 kali | Laki-Laki | <P 1.000:000-Rp | Pelajar/ Selatan
3.000.000 Mahasiswa .
(Banjarbaru)
197 . Daerah Istimewa
YA YA YA YA YA 2-5kali | Perempuan Rp 1.000.000 - Rp Pelajar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
198 . Daerah Istimewa
YA YA YA YA YA 1-2Kali | Perempuan | <P 1:000-000-Rp Pelajar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
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199 lebih dari 5 Pelajar/ Kalimantan
YA YA YA YA YA . Perempuan <Rp 1.000.000 J: Selatan
kali Mahasiswa .
(Banjarbaru)
200 . . . Daerah Istimewa
YA YA YA YA YA lebih dfm > Perempuan <Rp 1.000.000 Pelaj .ar/ Yogyakarta
kali Mabhasiswa
(Yogyakarta)
201 . Kalimantan
YA YA YA YA YA 1-2kali | Perempuan N G Pegawal Selatan
3.000.000 Swasta .
(Banjarbaru)
202 . Daerah Istimewa
YA YA YA YA YA 1-2kali | Laki-Laki | R 1:000.000-Rp Pelajar/ Yogyakarta
3.000.000 Mahasiswa
(Yogyakarta)
203 Pelaiar/ Daerah Istimewa
YA YA YA YA YA 2-5 kali Laki-Laki <Rp 1.000.000 J: Yogyakarta
Mahasiswa
(Yogyakarta)
204 Pelaiar/ Kalimantan
YA YA YA YA YA 2-5 kali Perempuan <Rp 1.000.000 J: Selatan
Mahasiswa .
(Banjarbaru)
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K Media Sosial (X1) Iklan Media Sosial (X2) |Niat P (2) |Perilaku pulsif (Y)
KMS1 0,783
KMs2 0,773
KMs3 0,806
KMs4 0,794
IMS1 0,884
IMs2 0,870
IMS3 0,697
NPI1 0,894
NP2 | 0,871
NPI3 0,873
PPI1 0,809
PPI2 0,865
PPI3 0,870
PPl4_ | 0,822
PPIS 0,890
PPI6 0,814
PPIT 0,831
Ki itas Media Sosial (X1) Iklan Media Sosial (X2) |Niat Pembelian Impulsif (Z) |Perilaku Pembelian Impulsif (Y)
KMS1 0,783 0,349 0,338 0,243
KMS2 0,773 0,446 0,424 0,482
KMS3 0,806 0,503 0,469 0,488
KMS4 0,794] 0,526 0,495 0,401
IMS1 0472 0,884 0,700 0,626
IMS2 0493 0,870 0636 0,590]
IMS3 0,507 0,697 0,490 0,340|
NPI1 0,436 0,687 0,894 0,623
NPI2 0,538 0,658 0,871 0,621
NPI3 0,495 0,832 0,873 0,699
PP 0417 0,559 0578 0,809
PPI2 0,396 0516 0575 0,865
PPI3 0,432 0,540 0,584 0,870
PPI4 0,473 0,563 0,654 0,890
PPIS 0466 0535 0647 0,814
PPI6 0,420 0,517 0,615 0,831
PPI7 047 0,559 0578 0,809
Cronbach's Alpha rho_A Ci [Average Variance Extracted (AVE)
K itas Media Sosial 0,800 0,807 0,868 0,623
Iklan Media Sosial 0,756 0,787 0,860 0,675
Niat Pembelian Impulsif 0,853 0,853 0,911 0,773
Perilaku Pembelian Impulsif 0,932 0,933 0,945 0,711
R Square R Square Adjusted
Niat Pembelian Impulsif 0,582 0,578
Perilaku Pembelian Impulsif 0,544 0,541

Original Sample (O) Sample Mean (M) Standard Deviatiof T Statistics (|O/STDEV|) |P Values
Komunitas Media Sosial -> Niat Pembelian Impulsif 0177 0,185 0,064 2,738 0,006
Iklan Media Sosial -> Niat Pembelian Impulsif 0.645 0,632 0,063 10,228 0,000
Niat Pembeli pulsif > Perilaku Pembeli p 0.737] 0.738 0,050 14,828 0,000
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Measuring social media impact on Impulse
Buying Behavior

Prakash Singh'*, Bhuvanesh Kumar Sharma?, Lokesh Arora® and Vimal Bhatt*

Abstract: In today's ever-evolving business landscape, understanding the shifting
buying behaviers of consumers has become a formidable challenge for businesses
worldwide. To navigate these changes successfully, businesses are increasingly
turning to Secial Networking Sites (SNS) to attract, connect with, and engage
customers profitably. However, analyzing the influence of social networking sites on
Impulse Buying Behavior (IBB) among customers is challenging for businesses and
significant for their sustainability in the market. The main purpose of the present
research work is to analyze the influence of social media on Impulse Buying
Behavior (IBB) among customers in Saudi Arabia. The present quantitative study
was conducted by sending a survey questionnaire to 342 Saudi Arabian consumers
who are also users of social media. Data analysis was done using the PL5-SEM
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technique using smart PLS 4.0 software. The findings of the study suggested that
Social Media Advertising (SMA) significantly influenced Impulse Buying Intention
(IBI), but no effect was reported by the Social Media Community (SMC) on Impulse
Buying Intention (IBI). However, the overall model explained 50 percent Impulse
Buying Intention (IBI) and 33 percent Impulse Buying Behavior (IBB). The study will
enable marketers, scholars, and researchers to understand the concept of Impulse
buying by offering managerial implications and future research directions.

Subjects: Consumer Psychology; Consumer Behaviour; Internet / Digital Marketing /
e-Marketing; Industry & Industrial Studies; Information Technology

Keywords: Consumer; Impulse Buying Behavior (IBB); Impulse Buying Intention (IBI);
Social media; Social Media Community (SMC); Social Media Advertisement (SMA)

1. Introduction

Social Networking Sites (SM5) play a significant role in influencing consumers’ purchasing decisions
{Wegmann et al., 2023; Xiang et al., 2022). This influence often leads to spontaneous purchases while
casually scrolling through these platforms, which can be termed as impulse buying (Han, 2023). The
prevalence of social media has contributed to a rise in impulse buying behavior (Johan et al,, 2023).
This phenomenon, known as “Impulse buying,” refers to the sudden and unplanned decision to make
a purchase (Amos et al.,, 2014; Stern, 1962). The modern culture places a high emphasis on shopping,
but it's cruciol te be aware that excessive and uncontrolled buying con lead to undesirable conse-
quences. Social networking sites play a key role in amplifying the tendency toward impulsive buying
among their users (Pohlevan Sharif et al., 2022; She et al., 2021). Since the early 2000s, the use of social
networking sites has skyrocketed, and businesses have capitalized on this trend by implementing
social commerce strategies, resulting in increased revenue (Xiang et al., 2022).

In today's techneological scenario, social media has emerged as the main choice for the recom-
mendation of all brands 'products (Akram et al, 2018). Based on previous research, users are
clearly fariliar with SM5 such as YouTube, Focebook, Twitter, and Instagram (Siriaraya et al., 2019).
As millions of users are actively using social networking sites, it is a great source of promation of
products and services as per the interests of users. SNS also provide the oppertunity to connect
users with each other (Aragoncillo & Orus, 2018; Shiva & Singh, 2019). Through 5M5, businesses
influence the buying decision of users. Evident from existing studies that consumer buying beha-
vior is highly influenced by Impulse behavior, and Impulse involves factors like consumer psyche,
social, economic, and consumer attitude. In other words, we can say thot impulse buying is not
just unplanned purchasing (Stern, 1962). Unintended purchasing hoppens when a customer has
a feeling of influential and insistent but unpredictable wish to buy something promptly due to
some emotional connotation (Chen & Wang, 2016; Rook, 1987). Unintended purchasing can be
prompted by inodeguate deliberation of the conseguences of spending (Zafar et al., 2021).
Consumers behave impulsively towards a diverse range of products such as automobiles, candy,
and fashion (Bansal & Kumar, 2018; Sharma et al,, 2018). Consumer buying behavior is sometimes
not a response towards a reasoned action; however, it may be prompted by an added straight and
instant stimulus. In precise, impulsive buying involves an unexpected need to buy something
without intent or idea (Lee & Yi, 2008b). Likewise, Li (2015) defines impulsive behavior as buying
instinctively due to physical closeness and emactional attachment to the wanted product resulting
in individual fulfillment (Hashmi et al., 2019; Li, 2015). Maore than ninety percent of individuals wha
make unplanned purchases accept that they did not plan to buy initially, and forty percent of
overall consumer spending goes to impulse buying (Gaille, 2017). The driving forces influencing
impulse purchases are sales promotion offers, accounting for 88% of the total impulse purchose
(Gaille, 2017; Hashmi et al, 2019; Li, 2015). Similarly, sixty percent of female consumers have
recently made an impulse purchase. Demographically, a higher-income young consumer has
a higher percentage of impulse purchases (Gaille, 2017).
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The business environment has transformed due to technical know-how; it has familiarised many
newest revolutions, such as social networking sites. Though individuals use these platforms
primarily for interacting with others, they also exchange their thoughts, ideas, and involvernents
about various products and services on social media (Khokhar et al., 2019). Moreover, Buying and
acquiring knowledge about products or services on virtual platforms have become a universal
exercise (Shorma et al., 2018). Now, the promotion of products is not just limited to traditional
media such as print and electronic media. Businesses are using Social media to promote their
products and services (Rehmaon et al., 2014). Becouse companies can quickly reach customers
through emails, content, web-based activities, and display promaotions throughout the world, these
technologies have proven guite advantagecus for online shops (Rehman et al., 2014). Focebook
and Instogram are the two most popular social networking sites which engage millions of people.
Eventually, the favourite for big brands for prometion (Sharma et ol., 2018). Instagram has
70 percent more engagement than Facebook, especially among the young generation. Showing
videos and pictures of the brands with influencers on Instagram drives impulse purchases (Lo
et al, 2016).

Consurmer research has increasingly fecused on impulsive buying within the context of social
networking sites (Nasir et al,, 2021; Rohman & Hossain, 2023; Rohman et al., 2023). Consequently,
social commerce has become inherently associoted with impulse buying, as consumers often
make unplonned product decisions while engoged with social media (Han, 2023; Madhu et al,,
2023). Notably, previous studies have shown that sociol networking sites encouroge consumers to
bypass traditional decision-making evaluation steps, frequently leading to impulsive buying beha-
viors (Djafarova & Bowes, 2021; Han, 2023; Pellegrino et al,, 2022; Wu et al., 2020; Yi et al,, 2023).
Although impulse buying has been widely discussed in acodemia from different perspectives, there
is a lack of investigation available on the impact Social Media Community (SMC) driving Impulse
Buying Behavior (IBB). Zhao et al. (2019) argued that SMC events such as online shopping carnival
contributes to driving impulse purchases, resulting in the introduced call to action feature that
induced impulse buying en Instagram (Li, 2015; Sharma, 2019; Sharma et al., 2018). It was also
argued that celebrity interaction with their followers and their posts drives the oudience to
purchase the endorsed products impulsively (Handayoni et al, 2018; Zafar et ol, 2021; Zhao
et al, 2019). However, limited research is available with special attention to how the SMC drive
impulses purchase. Additionally, dearth of informatien available on social media driving impulse
buying in Soudi Arabia is rare. Therefore, the study tries to fill the gop by addressing various
aspects of SMC and Social Media Advertisement (SMA) and further, their impact on Impulse Buying
Intention (IBI) in the context of Saudi Arabia consumers to measure the impact of social media on
Impulse Buying Behavior (IBB).

The present study is an otternpt to measure the impact of social plotforms on impulse buying
behavior among Saudi Arabian consumers. Therefore, the present research is an effort to fulfil the
identified gap in the existing literature and assist businesses in understanding the impulse buying
behavior of Saudi consumers. The study has been categorised into six sections. The first section
outlines the significance of conducting this study. The second section includes a literature review
and starts with the theoretical underpinnings reloted to the research theme, followed by
a literature review on Social Medio Community, Social Media Advertisements, and Impulse
Buying Behavior. The review of the literature further helps to find the research gap that eventually
led to hypothesis development and conceptual moedelling. The next section explains in detail the
methods and materiols adopted in this study to select the sample size, the survey scale adoption
to develop the survey guestionnaire, and the hypothesis testing procedures. Subseguently, the
fourth section explains the results and data analysis. Section fifth includes key discussions of the
study followed by sub-sections, namely managerial implications, limitations of present research
work, and directions for future research. Lastly, the conclusion summarises this study with con-
cluding remarks on how this study is different from existing studies, followed by references at
the end.

Poge 3 of 21

134



Singh et ol., Cogent Business & Manogement (2023), 10: 2262371 ﬂ-_‘ cog.ent - bUSIﬂDSS & mana gcm Ont
https:/idoi.org/10.1080/23311975.2023.2262371

2. Literature review

2.1. Theoretical underpinnings

During the 1940s, the concept of “Impulse Buying” first evolved as unsubstantioted actions
{Aragoncillo & Orus, 2018). Few existing studies defined Impulse buying as an unexpected act that
contrasts with intentional buying that is developed locking thoughtful attention to its continuing
cencerns. It can be further understood as unreasonable behaviors (Ahn et al, 2020; Li & Jing, 2012;
Moon et al,, 2017; Pradhan, 2016; Zhang et al., 2018). In further studies, writers such as Stern (1962),
Applebaurn (1951), and Kollat and Willett (1969), have drawn out the thought by establishing that
unplanned buying developed after the contact to inducement. Applebaum (1951) explained it as an
unplanned purchase by customers while shopping in a store and stimulated them to purchase after
looking at promational compaigns in the stere. Buying may frequently not function as a logical act but
be prompted by a more direct and instant stimulus. Impulsive buying causes an unexpected desire to
purchase something lacking a prior plan or dispesition. Impulsive behavior has been defined as buying
instinctively due to famniliority and sensitive ottachment to the anticipated products cousing personal
fulfilment (Hoshmi et al., 2019; Lee & Yi, 2008b; Li, 2015). This concept stimulated various researchers
to conduct research studies on it, and subsequently, many faced issues in assessing it (Kollat & Willett,
1969). However, numerous authors discussed that outlining impulse buying based on unintended
buying is slightly unsephisticated (Kollat & Willett, 1969; Rook, 1987, Stern, 1962) and departed a stoge
ahead more by disagreeing that all impulsive buying can be deliberated as unintended, not all
unintended buying can be deliberated as impulsive buying (Koski, 200&). Unintentional buying might
happen as consumers are looking to purchose various products not odded in the ongoing sales
promations launched by sellers, and during their store visits to stores, the moment they find
a better deal, they buy it instantly. However, unintentional buying is not predictably supplemented
by a burning desire or a robust encouraging state of mind that is usuolly connected to a purchasing
instinct (Amos et al, 2014). Moreover, vis-a-vis the theoretical underpinning of the preceding works of
literature, numerous studies implemented Stimulus-Organism-Respense (5-0-R) as their basic context
to exomine online unplanned buying behavior. Though online impulse buying fascinated the consid-
eration of researchers and schelars in the field of sociol commerce, the theoretical foundation of
online impulse buying behavior study is presently in its embryonic stage and dispersed. Evolving new
concepts in this field of study is deliberated as one of the perplexing concerns for future research
related to Information Systems (Busalim & Hussin, 2016).

Sociol media has the potential to impact on Impulse buying nature of consumers. It can play
a noteworthy part in stirring impulse buying behavior ameng consumers. Furthermore, it alse influ-
ences the shopping behavior of consumers (Xiang et al., 2016). Users over social networking sites post
a comprehensive range of involvements, oscillating from what they are in the temperament on
that day, to enthusiastically assessing goods and services i.e., products they want to use (Anderson
et al, 2011). This further leads to impoct others sociol media users through writing comments by
sharing depictions of their existing procurements and offering helpful commendations to potential
buyers. These activities displayed by social medio users can fuel unintentional and impulse buying
(Xiong et al., 2016). Hence, theoretically, and empirically, further research exertions are desirable to
examine the reascens for online impulse buying behavier to enhance scholars and researchers’ under-
standings of impulse buying behavior and the impact of social media on it. Most of the prevailing
studies cost off website-related foctors os precursors of impulse buying behovior study, and little
consideration was given to social medio and marketing related factors. Impulse buying has been
researched for decades in the field of marketing research; consequently, it is significant to investigate
the impact of sacial media on Impulse buying (Busalim & Hussin, 2016).

The 5-0-R framework was first proposed in 1929 which stands for Stimuli (S), Organisms (0} and
Response (R} by Woodworth in his scholarly work (Woodworth, 1929). In this model, “Stimulus” defines
the environmental factor arousing the organismic and internal states (Song et al., 2021). “Organism”
indicates to humnans’ offective and mental intermediate states that mediate the impact of the stimulus
on individual customer’ responses (Wu & Li, 2018). "Response” states that consumers' final purchase
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Figure 1. Conceptual model
demonstrating the impact of
Social Media Community {SMC),
Social Media Advertisements
(SMA), and Impulse Buying
Intention {IBI) on Impulse
Buying Behavior (IBB).

Stimulus (5) —————— = Organism (Q) ————— = Response (R)

decisions and buying behaviers are based on sentimental and mental states (Sherman et al., 1997). As
stated by Mehrabian and Russell (1974), the retail shopping atmosphere encompasses stimuli (S) that
impact organisms (0} & result in methodology er prevention response (R) behaviors concerning the store
and in behaviors like store searching, intentien to purchose, & repurchase intention. Stimuli is created by
retailers using advertisernents and marketing communications to ignite the customers’ behavior, and
further leads to generate responses by cultivating impulse buying behavior among customers. This
5-0-R framework explores the environmental cues (e.g. music, crowding, color, lighting, layout &
frogrance) and their ossociated impacts on customers’ internal states & external responses in retail
store ecosystems (e.qg., Koo & Ju, 2010; Mehrabian & Russell, 1974; Richard, 2005; Wang et al,, 2010). The
5-0-R is chronological in noture (Kiihn & Petzer, 2018), in occordance with the stimulus which is the initial
stage of customers’ state of organism & ultimate response behavier in o consumption or shopping
backdrop. Social media marketing—and impulse buying—concerned aspects are external stimuli that
can activate the 5-0-R process (Zhang et al, 2018). The current study has proposed ond developed
a conceptual framework based on the 5-0-R model (see Figure 1).

2.2. Hypothesis development and conceptual modelling

This section explores the underlined factors that influence the impulse buying behavier of con-
sumners in Soudi Arobio. Unfortunately, previous studies did not explain the impulse buying
behavior of Saudi Arabio consumers. Hence, present research work attempts to shed light on the
relationship between Secial Medio Community, Social Medio Advertisement, Impulse Buying
Intention, and Impulse Buying Behavior in Soudi Arobion context.

2.2.1. Social Media Community (SMC) and Impulse Buying Intention (IBI)

The influence of social media on consumers’ purchasing behaviors is significant, particularly when
it comes to the emergence of impulsive buying tendencies (Barger et al,, 2016; Rydell & Kucera,
2021). This impact is rooted in the way social media platforms have reshaped consumers' buying
preferences, with the central catalyst being the Social Media Community (SMC) (Rydell & Kucera,
2021). Social media platforms have revolutionized the consumer landscape by enabling users to
effortlessly create and share content, occess valuable information, and top into the lasting
influence of SMCs within their online networks. This phenomenon has played o substantial role
in nurturing impulsive buying behaviors among users of social media (Rydell & Kucera, 2021).
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Online SMCs have evelved into dynamic societal framewarks where participants freely exchange
associations and connections, providing a platform for individuals who share similar ideas, values,
attitudes, thoughts, and feelings (Nambison & Watt, 2011). As a result, SMCs have fundamentalty
transformed the traditional approach to seeking product information and recommendations
(Olbrich & Holsing, 2011; Pagani & Mirabello, 2011). With the growing popularity of SMCs, their
capacity te disseminate information, share product knowledge, and influence impulsive buying
behaviors has become increasingly apparent (Chen et al., 2011). This evolution aligns with the
rapid expansion of internet users, prompting businesses to adopt information systems that engage
and acguire customers through online communities (Lu & Hsiao, 2010). The role of online com-
munities within social media platforms has become exceptionally dynamic, offering consumers
a space to exchange product reviews and recommendations, thereby shaping their purchasing
decisions (Miller et al., 2009). As a result, online customers have come to place higher trust in
reviews and opiniens found on social media platferms compared to information provided by
companies, perceiving these reviews as more reliable (Segran, 2017).

The relationship between Sociol Media Community (SMC) and Impulse Buying Intention (IBI) is
a dynomic interplay that significantly influences purchase decisions within the realm of sociol media.
SMCs serve as vibrant digital ecosystems where individuals connect, share, and interact, ultimatety
fostering a sense of community. Within these communities, the sharing of opinions, product reviews,
and recommendations exerts a profound impact on consumers’ 1B (Heinemann, 2023; Reynolds et al.,
2023). As social media users engage with content created by their peers and like-minded individuals
within these communities, the allure of spontoneous ond unplonned purchoses intensifies.
Cansequently, the manifestation of IBI within SMCs can haove substantial consequences on the purchase
decisions of social media users. These digital communities not only shape consumer preferences but
also play o pivotal role in steering purchase choices, ultimately influencing the products and brands that
individuals opt for within the social media marketplace (Daniel et ol., 2018; Dessart et al., 2015).

Considering this extensive review of literature, we have formulated the following hypothesis to
better understand the relationship between these variables:

H1: Social Medio Community positively influences Impulse Buying Intention among Saudi Arabian
consumers.

2.2.2. Social Media Advertising (SMA) and Impulse Buying Intention (IBI)

The rapid expansion of social media usoge and the widespread access to internet-enabled devices
have empowered billions of individuals to freely share their past purchasing experiences on social
media platforms. This surge in user-generated content has disrupted the landscape of impulse buying
{Islom et al., 2021; Parsons et al,, 2014; Prentice et al., 2020). Social Medio Advertising (SMA) has
evolved from simply being a presence on social networking platforms to an indispensable component
of contemperary business strategies. In today's business environment, nearly oll companies are
striving to establish a digital footprint across various social media platforms. These platforms nat
only serve as effective tools for promoting products and services but also play a pivotal role in
cultivating impulsive buying tendencies among users. Additionally, factors such as age, gender, and
socio-economic cenditions of consurmers have been found to influence the relationship between SMA
and 1BI (Chawla, 2020; Rodgers et al., 2014; Varghese & Chitra, 2022; Yang et al,, 2021). Furthermore,
SMA, coupled with social media users’ comments and feedbock, hos o transformative effect on
consurmer purchasing behavior (Chawla, 2020; Yang et al., 2021). Marketers often employ engaging
content formats, such as memes, images, audio, short videos, and blogs, in SMA effarts to captivate
users and influence their impulse buying behavior. SMA's ability to target individual customers based
on their demographic profiles surpasses the capabilities of traditional media (Rodgers et al., 2014).
SMA serves as a dynamic plotform for information sharing, collaboration, and relationship-building for
bath marketers and users. It has proven to be an innovative tool that provides real-time custormer
feedback on brands, products, offers, and services (Fouser et al,, 2011).
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The interplay between Social Media Advertising (SMA&) and Impulse Buying Intention (IBI)
unfelds as o dynamic force shaping purchase decisions within the realm of social media (Volpi
& Clark, 2019). SMA leverages the vast reach of social media platforms to showcase products and
services through captivating content fermats, enticing users to maoke impulsive purchasing
decisions (Wegmann et al., 2023; Xiong et al.,, 2022). This persuasive advertising strategy not
only captures the ottention of social medio users but alse influences their IBI by presenting
compelling product narratives and tempting offers (Hozari et al, 2023; Lou & Yuan, 2019).
Consequently, the prevalence of SMA within social media environments has profound conse-
quences on purchase decisions, as users are enticed to act on their impulse buying tendencies
(Korkmoz & Seyhan, 2021). In essence, SMA serves as a catalyst for IBI, amplifying its influence
and driving censumers towards spontaneous purchases on social media platforms (Lavuri &
Thaichan, 2023; Pahlevan Sharif et al., 2022; She et al., 2021).

In light of this comprehensive review of literature, we have formuloted the fellowing hypothesis
to investigate the relationship between these variables:

H2: Social Media Advertising positively influences Impulse Buying Intention among Saudi Arabian
ConsUMers.

2.2.3. Impulse Buying Intention (IBI} and Impulse Buying Behavior {IBB)

Impulse Buying Intention (IBI} and Impulse Buying Behavior (IBB) share an intricate and
consequential relationship in the context of consumer behavior, particularly within the dynamic
londscape of sociol medio and digital commerce. As consumers navigate the realms of both
online and traditional commerce, the term “impulse buying” has become increasingly familiar,
transcending the boundaries of these shopping environments. Social media has emerged as
a key player in the cultivation of impulse buying behavior among its users {Chowlo, 2020;
Varghese & Chitro, 2022; Yang et al., 2021). Within this digital spoce, sociol media users often
find themselves influenced not only by their own experiences but also by the interconnected
relationships they form with their peers and the broader online community. These interactions
further fuel their Impulse Buying Intention (IBI), creating a continuous cycle of impulse-driven
purchasing tendencies (Joseph & Enid, 2022). However, it's noteworthy that recent studies,
such os Joseph and Enid {2022), suggest o shift in the londscape, with indications that the era
of inducing impulse buying through social medio may be transitioning to a new phase marked
by more challenging market demands, potentially questioning the obligatory impact of social
media on consumers’ IBl. Furthermore, the convenience of online shopping, facilitated by
E-Commerce platforms, has encouraged consumers to make purchases impulsively (Al-Zyoud,
2018). Impulse buying, characterized by the act of succumbing to immediate and compelling
motives, often leads to a complex emctional struggle, with consumers disregarding the con-
sequences of their purchoses (4l-Masri, 2020). For marketers, comprehending the factors that
influence impulsive buying is essential, as it equips them with insights into attracting more
consumers te purchase their goods and services (Al-Masri, 2020). Additionally, the rise of social
media has redefined marketing communication, turning social media users into potential
consumers and active participants in marketing strotegies (Al-Zyoud, 2018). Mevertheless,
a research gap remains regarding o comprehensive exploration of how social media influences
impulse buying, particularly among Saudi Arabian consumers (Al-Zyoud, 2018).

The increasing demand for products adhering to Islamic standards has further motivated
researchers to delve into the purchasing behavior of Saudi Arabian consumers, given the country's
prominent role in Islom (Karoui & Khemakhem, 2019). This exploration has revealed that religion,
specifically Islomic values, plays a substantial role in shaping consumer behavior. In addition to
culturaol, social, and psychological factors, positive emotional variobles such as pleasure, happi-
ness, honor, pride, and self-satisfaction significantly impact purchasing behavior, aligning with
hedonic values closely reloted to impulse buying (Hashmi et al., 2019). Moreover, several factors,
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including hedonic motivation, website quality, trust, and variety-seeking behavior, have been
identified as influencers of impulsive buying (Al-Zyoud, 2018). The growth of social media in
Soudi Arabio, with approximately 25 million active users, calls for o deeper exploration of this
phenomencn within the Soudi Arobian context (Al-Zyoud, 2018). The advent of the internet and
social media has revolutionized consumer-company interactions, enabling seamless networking
and transactions.

Social networking sites have created o space for consumers to share a wide range of experi-
ences, including their shopping endeavers, leading to an unexpected surge in impulse buying
behavior (Xiang et al, 2016). Marketers have recognized the significance of social networking
sites in reaching and engaging their target customers, using these platforms to promaote products
ond services effectively (Tanuri, 2010). Prior research has highlighted that consumers consistently
experience impulsive impulses during their shopping journeys, both online and offline, often unable
to resist these urges despite their best efforts (Baumeister, 2002; Beatty & Ferrell, 1998; Dholakia,
2000; Rook, 1987). Online marketing, especially through social media, triggers stimuli that simplify
impulsive buying (Modhavaram & Laverie, 2004). Impulse buying occurs when a consumer experi-
ences an unexpected, intense, and persistent urge to make an immediote purchase (Rook, 1987).
In the context of enline impulse buying, studies have affirmed that the desire to buy impulsively
significantly influences impulse buying (Ortiz et al., 2017). Therefore, stimulating consumers' urge
to buy impulsively, particularly through social media, is essential in promoting impulse buying
behavior. The more stimuli consumers are exposed to, the stronger their urge to buy impulsively
becomes, ultimately intensifying impulse buying behavior during enline shopping over social media
platforms and websites (Huang, 2016; Kusmaharani & Halim, 2020; Lin et al., 2022; Zafar et al.,
2021; Zhang et al., 2018).

In summary, a clear and intricate relationship exists between Impulse Buying Intention (IBI)
and the desire to buy impulsively, forming the foundation for the following hypothesis:

H3: Impulse Buying Intention positively influences the Impulse Buying Behavior of Saudi Arabian
ConNsUMEers.

2.2.4. Conceptual model

Conceptual model as shown in Figure 1 was built on the contributions received from 5-0-R model.
The model was proposed by Woodwerth in 1929. The model is an advancement of Pavlov (2010)
classical theory of stimulus-Response model. The 5-0-R model helps in understanding what causes
individuals' behavior and can therefore be used to address human behavior issues.

In general, the 5-0-R model is used to inspect the relationship between stimulus and response,
as well as how organisms offect those relations. Therefore, the present study odopted the
5-0-R model to determine various stimulus and their impact on consumer behavior. We have
used social media advertisement (SMA) and social media community {SMC) as marketing stimuli,
that leads te Impulse buying intention (IBI) representing Organism (0}, that finolly leod to
response (R) in terms of Impulse buying or using the products and services unplanned.

3. Methods and materials

3.1. Data collection instrument

A close-ended questionnaire was developed and flooted omong Soudi Arabion censumers. The
questionnaire consists of two parts; the first part was focuses on the respondents' general
informatien, such as their age, sex, and shopping frequency, and the secend focuses on the
specific questions related to the variables under investigation. Questions were asked on the five-
point Likert scale from strongly agree to disagree strongly, where 1= strongly disagree, and 5=
strongly agree. An online survey was conducted to collect the primary data. The questionnaire
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iterns were adopted from the work of Verplanken and Herabadi (2001); Sharma et al. (2018), the
similar studies which were published in Indian centext. This ensures the validity and the reliability
of the instrument.

3.2. Pilot survey and data collection

Before executing the final survey, a pilot study was conducted on 43 respondents to check the
instrument reliability and content validity. Additionally, the questionnaire was also checked and
verified by professors and industry professionals to ensure the content validity of the gquestion-
naire. During the pilot survey, those items showing low Cronbach alpha values (<0.70) were
removed from the further analysis. Finally, the survey was executed to a large sample for dato
collection. A survey link from google Forms was emailed to approximately 2549 respondents.
These are mostly the students and social media connections such as followers and those who
follows the outhors from Soudi Arabia. Out of 2549 respondents, we received 342 responses
within six months of conducting the survey. Incomplete filled responses were removed during
scrutiny, which was opproximately 83. 5o, the final somple selected for the study was 259
respondents. These responses were sufficient to conduct further analysis. The description of
the sample is described in Table 1.

3.3. Sample size justification

The study adopted the thumb rule proposed by Hair et al. (2019) to select the sample size. The
sample size should preferably be five to ten times os large as the number of variables in the
study, according to the thumb rule that has been used to determine sample size in multivariate
research (including multiple regression analyses). The guestionnaire contained 25, thus 250
people would have to complete the survey to undertake the minimum sample size necessary
for the multivariote analysis. As o result, the sample size was suitable for carrying out the
statistical analysis.

The dermographic details of the respondents are shown in Table 1. As demonstrated, a mixed
bag of samples was selected for the study. The sample comprised 9.1 percent male and 30.9 per-
cent of female respondents. Similarly, 40 percent of respondents belong to the age group of 27 to
35, Followed by 25.1 percent and 23.6 percent of 36 to 4% and 18 to 26 years of age. Only
11.2 percent of respondents were above 45 or above. All respondents had at least one social
media account; most used Instagram as their preferred social media channel. Most respondents
(62.2 percent) were light to medium social media users (19.3 percent used & to 9 hours daily).
Approximately 60 percent preferred social media for online shopping and were mostly interested
in purchasing books, followed by fashion accessories and mobile and other electronic devices from
social media.

3.4. Data analysis and hypothesis testing

The collected data were analyzed using the PLS-5EM method with the help of Smart PLS 4.0
software. The description of the somple collected through an online survey is shown in
Table 2. For hypothesis testing, the study aodopted a cross-sectional research design to
measure the constructs such os sociol media community, social media odvertisement,
impulse buying intention and impulse buying Behavior; the study adopted a previously vali-
doted scale recommended by researchers and academicians (Verplanken & Herabadi, 2001).

4. Hypothesis testing

The study employs covarionce-based structural equation modeling (PLS-5EM) to test the hypoth-
esis and fitness of the model by using smart PLS 4.0 version software. Most researchers recom-
mend PL5-SEM to analyze the data due to its various benefits over other software; in controst to
CB-SEM, PL5-5EM does not take into account normal distribution and has the highest potential for
concurrently evaluating the connections of all included factors, even in small sample sizes (Hair
et al,, 2016).
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Table 1. Description of the sample selected for the study

5. No Variables Categories Frequency Percent
1 Gender Male 174 59.1
Farmale &0 30.9
z Do you have social | Yes 1558 100
rmedia account? o o o
E] which sociol media | Facebook 63 26.6
aocount you have? Twitter 95 67
Linkedin El 138
Inslagram 129 49 8
Ary athar o 0
4 Haw frequently you | Less thon an haur 29 11.2
use sacial media? in o day
2 ta 5 haours in 161 62.2
o day
& ta 9 haurs in 50 19.3
o day
Mare than 9 hours 15 73
in o day
5 Which age bracket | 18-26 yeors 61 236
do you fall? 27-35 yeors 104 502
36-44 years &5 251
Above 45 years 29 11.2
6 Do yau prefer social | Yes 155 59.8
E‘;‘;‘:i ;‘g’;“”"” ™ 104 40.2
¥ Which category of | Fashion and 59 228
products you prefer | occessories
Ej‘j‘f”‘i'&_‘gﬁf""”‘ Mabiles, Tabiets, 42 162
ond accessaries
Faabweor 12 4
Baoks 118 450G
Mavies, Music, and 9 35
video games
Holiday packages 19 7.3
Total 259 100

Table 2. Construct reliobility and validity

Cronbach’s Composite Composite Average
Alpha Reliability Reliability Variance
(rho_a) {rho_c) Extracted (AVE)
IBB B8y _Ba9 Aairy 0582
1EL 240 B39 904 0757
SMA 810 821 E-11-) 0639
SMC 859 _BES 04 0701

SMC= Social Media Community, SMA = Social Media Advertiserment, 1Bl= Impulse Buying Intention, IBE= Impulse

Buying Behovior

141
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4.1. Common methed bias

The same respondents’ dota was obtained for both dependent and independent conceptions
using a single instrument, resulting in Common method bias (CMB) or common method
varigtion. We used the lotent facter test and Harman's one-factor test were all used to
evaluate the CMB. The test findings showed that all of the items were properly loaded into
their respective constructs and that there was no preponderance of a single factor that
accounted for most of the variotion. The latent factor test results also show no difference of
maore than 0.2 in the factor loading of the items on their underlying latent construct (Podsakoff
et al, 2003).

4.2, Measurement model

Testing the measurement model's validity and reliability was done in this study (Hair et al., 2016).
Table 3's results showed that Cronbach’s alpha, composite reliability, and foctor loadings were all
over the threshold of 0.70. Average varionce extracted (AVE) values for all reflective constructs
exceeded the criterion of 0.50. These findings line up with earlier research (Hair et al., 2016).
Table 3 presents comprehensive findings.

Additionally, the Fornell and Larcker criteria and the heterotrait-monotrait (HTMT) correlation
ratio were used to evaluate discriminant validity (DV). All square root of AVE values in the Fornell
and Larcker criteria were greater than the correlation values of the constructs (Refer Table 4).

Every HTMT reading fell below the threshold of 0.85. (Refer Table 5). These findings demonstrate
that DV is not problematic for this study (Fornell & Larcker, 1981).

4.3. Structural model

Table 6 illustrates the outcome of the structural model. According to that, the value of R? that
indicates the total varionce of the dependent variable explained by the independent variable is
0.500 for impulse buying intention ond 0.336 for impulse buying Behavior. These values exceed the
recommended value of 0.1. Additionally, it was discovered that, with the exception of the H1, the
majority of the factors’ standardized regression path weights were greater than 0.2, and the effect
size (f2) volues, which ossess whether independent variobles have a sizable impact on dependent
variables, were significant (f2 > 0.02). H2 and H3 were accepted out of three hypotheses, but H1
was rejected. Finally, the SRMR (Standardised Root Mean-square Residual) score of 0.045 indicated
thot the model had o satisfactory fit. This measurement compares the difference between the
actual correlation and the projected correlation as on adjustment assessment for the model.

The model results indicated in Figure 2 stotes that the sociol medio community does not
significantly affect impulse buying intention and impulse buying Behavior. Whereas social media
advertisement significantly affects impulse buying intention and impulse buying Behavior. The
results alse concluded that impulse buying intention significantly offects impulse buying Behavior.
Therefore, increasing social media advertisernents leads to increased positive impulse intentions,
which further leads to increosed consumer impulse behavior. The study results indicate
a significant positive effect of sociol medio odvertisements on impulse purchase intention.
However, the sociol medio community doesn't significantly impact impulse buying intention.
Therefore, it can be said that effective advertising on social medio with a sound customer
engagement strategy can influence impulse buying.

In contrast, the social media community doesn't consider it an important tool to influence
impulse buying. Both SMC and 5MA significantly covariate and explain 59.3% wvarionce of each
other. Therefore, it can be interpreted that effective advertising on social media can influence
community opinion towards companies’ products and services which may drive the consumer's
impulse Behavior.
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Table 3. Constructs with factor loadings

Factor loadings

Constructs

Variables

Social Medio Carnmunity (SMC)

(1

Social media help me to con
nect with the peopls.

0851

(2

1 always like Lo interact with
people on social media.

0.E51

3

1t is always easy to find people
of the same interast graup on
sacial media.

0.E48

(&

social Media Community help
me in taking purchase deci
sian through their Likes and
Carmments on products and
services.

0,799

Sacial media advertisement {SMA)

Do you concur that when you
saw a social medio cammer
cicl, you didr't have ony plans
La purchase anything?

0713

(2}

Do you concur that the social
networking site's product
advertisernents prompt you to
consider making a purchase?

0831

(31

Do you agree that sometimes
you moke o purchose just
because the discount offered
in the social media marketing
appeals to you and isn't
offered in physical stores?

08459

(&

Ongoing prometional offers
with Instant banefits such as
cashback triggars my
unplanned purchase.

0.77g

Impulze Buying Intention
(el

[

(=

I feal the impulse Lo buy
things other than or in addi
tion to my specified purchas
ing aim when 1 utilize social
media.

0842

(2}

[ fird that when 1 utilize sacial
media, [ have an unforeseen

drive to purchase goods and

services.

0,893

(3

I have o tendency to make
purchases when exploring
sociol netwaorking websites
that are unreloted Lo my
intended shapping list.

0ETS

143

(Cantinued)

Page 12 of 21



Singh et al.,, Cogent Business & Management (2023), 10: 2162371 :&:-_- cogent «~husiness & management
https://doi.org/10.1080/23311975.2023.2262371

Constructs Variables Factor loadings
Impulse Buying Behavior {[BE} (1} "Just do it deseribes the way 0.725
1 buy things.
(2} “Buy now, think about it later” 0.802
describes me.
(3} 1 usuclly have the need to 0.752
make impulsive purchases.
(4} 1 ean buy a good or sarice 0.745
right aweay if 1 think I'll need it.
(5} 1 end miysell making rmare on 0.757
the-spat purchases than | had
anticipated.
(6} 1 often buy stuff withaut hav 0.768
ing any prior plons to do so.
(7} 1 purchase iterns that | had noe 0.760
iden existed before [ went
shopping.
(8} 1t is enjoyoble to make 0.785
impulsive purchases.

Table 4. Discriminant validity: Fornell-Larcker criterion

IBB IBI SMA SMC
IBB 0763
1B1 0580 0.870
SMA 0581 0704 0.800
SMC 0311 0470 0.588 0.838

SMC= Social Media Community, SMA = Social Media Advertisement, 1BI= Impulse Buying Intention, IBE= Impulse
Buying Behaoviar.

Table 5. Heterotrait-monotrait ratio (HTMT) - matrix

IBB IBI SMA SMC
IBB
1EL (e
SMA (AR 0840
SMC 0338 0.543 0.691

5. Discussions

The result of the analysis stated that Social Media Community (SMC) does not significantly impact
the Impulse Buying Intention (IBI} with a path coefficient value (Beta) of 0.086 ot 5 percent
significance level. Therefore, the first hypothesis, H1: Social Media Community positively influences
the Impulse Buying Intentien omong Saudi Arabian consumers, was not occepted. The results
pointed out that there is no positive impact of the Social Media Community on Soudi Arabian
consumers’ impulse buying intentions despite the increasing trend of social platforms and virtual
communities in Saudi Arabia. Despite many literature suggested the massive odoption of social
media in Soudi Arabia due to various advantages such as easy access and share information and
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Figure 2. Path diagram.

Table 6. Hypothesis testing results

Relationship- | Hypothesis Path R? fz SRMR
Construct Coefficient
SMC =+ [B] H1 0.086" 0.010
ShA = 1BI H2 53 0.558
B[ = BB H3 LS80 0.506
IBI 0500
IBB 0336
0046
**p < 0.01, N5 =Non-Significant
IBB11
1BI1 1812 (813 1BB12
} /1 ¥
- 074 gy
0.642 0875

' SMC 0.086

&

ShiAd

knowledge (Chen et al., 2011), Managing social relations and sharing information with others,
online communities, and Social Networking Sites (SNSs) have become effective web technology (Lu
& Hsigo, 2010), create and share valued knowledge with other users (Filler et al., 2009), sharing
ideas, thoughts, and knowledge in a fraction of o second (Molly McLure & Samer, 2005) and better
custormer engagement (Ridings & Gefen, 2004). Still, due to high uncertainty avoidance index of
Soudi Arabia consumer, aveidance of uncertainty and risk is very high. They may only show trust
ond readiness for any new technology if they have enough information about the product to avoid
uncertainty (Asiri, 2020; Sheikh et al,, 2017). This could be the potential reason for non-acceptance
of the H1.
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The impact of SMC on IBI Social media marketing manages customer relations, public relations,
promoting products, etc (Stephen & Galak, 2010; Tanuri, 2010). Socicl Media Platforms that include
social media communities, online discussion forums, and blogs impact the marketing performance
of companies (Stephen & Gaolok, 2010). Hence, there is o need to understand the reosons why SMC
has no positive influence on Soudi Arabian consumers.

In contrast to H1, Social Media Advertisements (SMA) significantly influence Impulse Buying
Intention {IBI) os the value of the path coefficient is 0.653 at 0.01 significant level. Additionally,
55.8 percent variance in IB1 is explained by SMA (f). Therefore, the second hypothesis, H2: Social
Media Advertisement positively influences Impulse Buying Intention among Saudi Arabian con-
surners, was occepted. The results support that SMA positively influences Soudi Arabian consu-
mers' impulse buying intentions. Moreover, Saudi Arabians, on average, spend more than 2 hours
and 30 minutes on social media a day across different devices such as a laptop or smartphones.
Among Soudi Arabian users, using sociol media as a platform for shepping, primarily through
Instaogram, Twitter, and Facebook, is very common (Asiri, 2020). In the context of E-Commerce or
shopping through social media in Soudi Arabig, it includes factors such as quality of information,
system, service, trust, relationship, and knowledge sharing {Alkenani, 2019). Consumers begin to
actively participate in social e-commerce after ensuring that the information from the plotform is
of good quality and necessary and appropriate information is available on the said platform
{ALNefaie et al., 2019). While purchasing from social media, service elements such as quality of
service, assurance, empathy, convenience, and reliability impact consumers’ impulsive buying
behavior. These factors contribute to the trust and relationship established on the platform; trust
is one of the core elements that encouroge Soudi Arabion consumers to purchase from social
media platforms like Instagram (Asiri, 2020). Lastly, Saudi Arabia consumers are motivated to join
social media commerce because of knowledge sharing, which is the foundation for commercial
activities that consumers participate in (Alkenani, 2019).

Social Media Marketing positively influenced impulse buying behavior among Jordanian consu-
mers, especially wormen. Moreover, the various products and services offered through social
networking sites attract shoppers' impulsive purchasing behavior. Hence, companies might con-
sider emphasising more on SMA to attract and retain consumers profitably, in the long run, more
efficiently. Similarly, Impulse Buying Intention (IBI) significantly predicts the actual Impulse Buying
Behavior (1BB) with o path coefficient value of 0.580 at 0.01 significance level. Also, 50.6 percent
wvariance in BB explained by IBI (f*) further validates the claim. Therefore, the third hypothesis, H3:
Impulse Buying Intention positively influences the Impulse Buying Behavior of Soudi Arabian
consumers, was accepted. The results indicote that Saudi Arabion censumers are shifting towards
impulse buying with a transformation in their buying Behavior due to the positive influence of
impulse buying intention. A similar study alse confirms the influence of impulse buying in which
key factors affecting Impulse buying in Saudi Arabia were identified. These key factors include
lower perceived risks such as rewords and discounts, product ratings frem other consumers, and
the perceived proximity of the product to reality, like zoomable pictures or real-like representations
of the products (Moser et al., 2019). Additionally, in another study by Karoui and Khemakhem
{2019), it is suggested that Soudi Arobion consumer buying behavior was influenced by hedonic
variables such as pleasure and happiness. These factors also affect the impulse buying behavior of
Saudi Arabian customers (Hashmi et al,, 2019; Karoui & Khemakhem, 2019).

In general, dimensions of impulse buying include hedonic inspiration, variety seeking, website
quality and belief (Al-Zyoud, 2018). Due to external stimuli, consumers experience an instant
desire to purchase without any prior planning. This unexpected and frequent wish to purchase is
termed Impulse buying, is hedonically difficult ond may boost responsive engogement. Besides,
impulse buying is inclined to ensue with moderated concern for its significance on consumer
buying (Rook, 1987). A connection between the hedonic values of Saudi Arabio consumers and
impulse buying has been drawn, and the faoctors affecting the success of social media in Soudi
Arabia are reported. 5till, the research gap on how sociol media influences impulse purchasing in
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Soudi Arabio calls for further studies on the topic (Alkenani, 2019; Hashmi et al, 2019; Karoui &
Khemakhern, 2019). Presently customers are managing social interactions and relations through
online forums and communities that directly impact customers’ impulsive buying behavior. Hence,
companies and marketers in Soudi Arabia might consider investigating the disruptive behavioral
changes in the impulse buying nature of Saudi Arabion consumers.

5.1. Managerial implications

The present research proposes a few administrative recommendations for advertisers. To inspire and
increase the tendency of impulse buying amongst consumers, companies should develop an environ-
ment wherein consumers caon positively respond to impulse buying. To improve the attitude of Soudi
customers, businesses can strain reasoned action purchasing and some attractive non-monetary
promotion efforts (Rook & Fisher, 1995). The present study reveals that impulse buying behaviors of
Saudi Arabian consumers are influenced by Social Media Advertising. Hence, it is recommended that
advertisers and marketers should expand their social media marketing to enhance the tendency of
impulsive buying among consumers. In the present global business scenario, the impulse buying trend
is growing and consistent with previous studies, Saudi Arabion consumers show a positive response
towards social medio advertisernents (Winters, 1986). Further, it is recommended to the companies
that they should create a very good corporate image through social medio advertisements and
connect their corporate website with social media platforms so that customers can further authenti-
cate the information shared by the companies. Additionally, it will enhance the confidence and belief
of their customers. Social media advertisement should be planned so that it can create a long-lasting
and unfargettable imprint in the mind of consurmers (Baek et al., 2014).

5.2. Limitations of the study and future research directions

However, despite its involvement, this study also has some restrictions. First, the study is grounded on
one geographic location, and as an outcome of this, consequences are not completely extropelated
and might be evident to be effective only in this background. Consequently, it is endorsed that future
studies can be conducted in cross-cultural environments to enhance generalizability. Second, the
collected sample size is only 259 respondents, and further studies should be conducted with a larger
sample. Furthermore, upcoming studies can identify the role of gender-related transformations along
with the varied culture of various countries across the glebe. For future studies, schelars can examine
the impact of social media advertising on the buying behavior of customers with respect to various
types of products or services. Additicnally, researchers might discover other variables which can also
moderate the path between social media advertising and behavioral intention. These variables, which
have not been addressed in the present study, such as product, place, price, promotion, firm-related
factors, customer mood, demographics, available time, money and further its impact on impulse
buying, con be oddressed in future research. Therefore, upcoming studies may possibly consider
cultural modifications to assess the roles of gender-related mental and behavioral medifications.

6. Conclusion

The research aimed to measure the impulse buying tendency and investigate the influence of
social media on impulse buying intention of customers in the context of Soudi Arabio. The
sample considered for the study was social media users. The key findings of this research
contradict the preceding study conducted by Chen et al. (2011). Despite so many advantages
of the Sociol Medio Community, they identify the product information ond recommend it to
others (Olbrich & Holsing, 2011; Pogani & Mirabello, 2011). The flexibility of getting the dota can
be easily shared with community members sharing product knowledge doesn’t induce impulsive
tendencies ameng social media users (Chen et al., 2011). The hypothesis results also conclude
that sociol medio odvertisements are significantly influencing impulse buying intention.
Businesses use attractive content to grab the target market’s attention through memes, images,
audio, videos, and blogs for SMA and try to influence consumers to stimulate impulse buying
behavier. Bansal and Kumar (2018) suggested that apart from Social Media Advertisement, trust,
wehbsite quality, and hedonic motivation when used together, will have a substantial impact on
impulse buying intention.

Page 16 of 21

147



Singh et al., Cogent Business & Manogement (2023), 10: 2262371
hittps://dei.org/10.1080/23311975.2023.2262371

- cogent -business & management

The study examined the effects of oge and gender on impulse buying intention. It was also
observed that age ond gender don't have a significant impact on impulse buying intention.
Impulse buying intention decreases with an increase in respondents’ age when shopping on social
platforms. However, there is no evidence to occept the impact of gender on impulse buying
intention. Hence the respondents connot be differentioted based on gender. Finally, the study
concluded that Saudi Arabian consumers are not impulsive buyers and secial media has a limited
or nominal impact on their impulse buying behavior. Saudi Arabian consumers carefully plan their
purchases in advance and only buy the products and services they think they need, and those
products and services have some utility for them. Social media helps to find like-minded people
that eventually form an online Social Media Community (Rydell & Kucera, 2021; Segran, 2017). It
has been found that the SMC doesn't significantly affect Impulse buying intention. Concurrently,
Social media users are also exposed to flooded advertisements on social media pages of various
companies offering preducts and related information, which certify the power of sociol media on
consumers’ buying behavior. Therefore, the impact of the SMC and SMA on IBB further needs to be
investigated in more detail in varied geographical and sectoral settings so that contemporary
businesses may get a cutting edge by developing competitive advantages and surviving in their

respective markets for a lenger period.
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