No

Variabel

Pertanyaan

STS
)

TS
)

N (3)

S@

SS
(©)

Sulit bagi saya untuk menolak
tawaran menarik secara daring.

Jika saya melihat sesuatu yang
baru di internet, saya ingin
membelinya.

Saya agak gegabah dalam
membeli barang di internet.

Saya terkadang membeli barang
secara daring karena saya suka
membeli barang tersebut, bukan
karena saya membutuhkannya.

10

Saya dapat bekerja secara efektif
untuk mencapai tujuan
keuangan jangka panjang.

Kontrol Diri

Saya mempertimbangkan
kebutuhan saya dengan cermat
sebelum melakukan pembelian.

Saya sering menunda tindakan
sampai saya mempertimbangkan
dengan saksama konsekuensi
dari keputusan pembelian saya

Lampiran II. Filter, Profil, dan Data Responden

No Jenis Kelamin Usia Pengguna Aktif E-commerce
1 | Perempuan Generasi Z (1997-2012) Ya
2 | Perempuan Generasi Z (1997-2012) Ya
3 | Perempuan Generasi Z (1997-2012) Ya
4 | Laki-Laki Generasi Z (1997-2012) Ya
5 | Perempuan Generasi Z (1997-2012) Ya
6 | Perempuan Generasi Z (1997-2012) Ya
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Jenis Kelamin

Usia

Pengguna Aktif E-commerce

7 | Perempuan Generasi Z (1997-2012) Ya

8 | Laki-Laki Generasi Z (1997-2012) Ya

9 | Perempuan Generasi Z (1997-2012) Ya
10 | Perempuan Generasi Z (1997-2012) Ya
11 | Laki-Laki Generasi Z (1997-2012) Ya
12 | Perempuan Generasi Z (1997-2012) Ya
13 | Laki-Laki Generasi Z (1997-2012) Ya
14 | Laki-Laki Generasi Z (1997-2012) Ya
15 | Laki-Laki Generasi Z (1997-2012) Ya
16 | Perempuan Generasi Z (1997-2012) Ya
17 | Perempuan Generasi Z (1997-2012) Ya
18 | Laki-Laki Generasi Z (1997-2012) Ya
19 | Perempuan Generasi Z (1997-2012) Ya
20 | Perempuan Generasi Z (1997-2012) Ya
21 | Perempuan Generasi Z (1997-2012) Ya
22 | Laki-Laki Generasi Z (1997-2012) Ya
23 | Perempuan Generasi Z (1997-2012) Ya
24 | Laki-Laki Generasi Z (1997-2012) Ya
25 | Laki-Laki Generasi Z (1997-2012) Ya
26 | Laki-Laki Generasi Z (1997-2012) Ya
27 | Laki-Laki Generasi Z (1997-2012) Ya
28 | Perempuan Generasi Z (1997-2012) Ya
29 | Perempuan Generasi Z (1997-2012) Ya
30 | Laki-Laki Generasi Z (1997-2012) Ya
3] | Perempuan Generasi Z (1997-2012) Ya
32 | Perempuan Generasi Z (1997-2012) Ya
33 | Perempuan Generasi Z (1997-2012) Ya
34 | Laki-Laki Generasi Z (1997-2012) Ya
35 | Perempuan Generasi Z (1997-2012) Ya
36 | Perempuan Generasi Z (1997-2012) Ya
37 | Perempuan Generasi Z (1997-2012) Ya
38 | Perempuan Generasi Z (1997-2012) Ya
39 | Laki-Laki Generasi Z (1997-2012) Ya
40 | Perempuan Generasi Milenial (1981-1996) Ya
41 | Perempuan Generasi Z (1997-2012) Ya
42 | Perempuan Generasi Z (1997-2012) Ya
43 | Perempuan Generasi Milenial (1981-1996) Ya
44 | Laki-Laki Generasi Z (1997-2012) Ya
45 | Perempuan Generasi Milenial (1981-1996) Ya
46 | Laki-Laki Generasi Z (1997-2012) Ya
47 | Perempuan Generasi Z (1997-2012) Ya
48 | Laki-Laki Generasi Z (1997-2012) Ya
49 | Perempuan Generasi Z (1997-2012) Ya
50 | Laki-Laki Generasi Z (1997-2012) Ya
51 | Perempuan Generasi Z (1997-2012) Ya
52 | Laki-Laki Generasi Milenial (1981-1996) Ya
53 | Laki-Laki Generasi Z (1997-2012) Ya
54 | Perempuan Generasi Z (1997-2012) Ya
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Jenis Kelamin

Usia

Pengguna Aktif E-commerce

55 | Perempuan Generasi Z (1997-2012) Ya
56 | Perempuan Generasi Z (1997-2012) Ya
57 | Laki-Laki Generasi Milenial (1981-1996) | Ya
58 | Perempuan Generasi Z (1997-2012) Ya
59 | Perempuan Generasi Milenial (1981-1996) Ya
60 | Laki-Laki Generasi Z (1997-2012) Ya
61 | Perempuan Generasi Z (1997-2012) Ya
62 | Laki-Laki Generasi Z (1997-2012) Ya
63 | Laki-Laki Generasi Z (1997-2012) Ya
64 | Perempuan Generasi Z (1997-2012) Ya
65 | Laki-Laki Generasi Milenial (1981-1996) Ya
66 | Perempuan Generasi Z (1997-2012) Ya
67 | Perempuan Generasi Milenial (1981-1996) Ya
68 | Laki-Laki Generasi Z (1997-2012) Ya
69 | Laki-Laki Generasi Milenial (1981-1996) | Ya
70 | Perempuan Generasi Z (1997-2012) Ya
71 | Perempuan Generasi Milenial (1981-1996) Ya
72 | Laki-Laki Generasi Z (1997-2012) Ya
73 | Laki-Laki Generasi Milenial (1981-1996) Ya
74 | Laki-Laki Generasi Z (1997-2012) Ya
75 | Laki-Laki Generasi Milenial (1981-1996) | Ya
76 | Laki-Laki Generasi Z (1997-2012) Ya
77 | Perempuan Generasi Milenial (1981-1996) Ya
78 | Perempuan Generasi Milenial (1981-1996) Ya
79 | Laki-Laki Generasi Milenial (1981-1996) Ya
80 | Laki-Laki Generasi Milenial (1981-1996) Ya
81 | Perempuan Generasi Milenial (1981-1996) Ya
82 | Laki-Laki Generasi Z (1997-2012) Ya
83 | Laki-Laki Generasi Z (1997-2012) Ya
84 | Perempuan Generasi Milenial (1981-1996) Ya
85 | Perempuan Generasi Milenial (1981-1996) Ya
86 | Laki-Laki Generasi Milenial (1981-1996) Ya
87 | Laki-Laki Generasi Milenial (1981-1996) Ya
88 | Perempuan Generasi Z (1997-2012) Ya
89 | Perempuan Generasi Z (1997-2012) Ya
90 | Perempuan Generasi Milenial (1981-1996) Ya
91 | Perempuan Generasi Z (1997-2012) Ya
92 | Perempuan Generasi Milenial (1981-1996) Ya
93 | Perempuan Generasi Z (1997-2012) Ya
94 | Perempuan Generasi Z (1997-2012) Ya
95 | Laki-Laki Generasi Milenial (1981-1996) | Ya
96 | Laki-Laki Generasi Z (1997-2012) Ya
97 | Perempuan Generasi Z (1997-2012) Ya
98 | Laki-Laki Generasi Milenial (1981-1996) Ya
99 | Perempuan Generasi Z (1997-2012) Ya
100 | Laki-Laki Generasi Z (1997-2012) Ya
101 | Laki-Laki Generasi Z (1997-2012) Ya
102 | Perempuan Generasi Z (1997-2012) Ya
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Jenis Kelamin

Usia

Pengguna Aktif E-commerce

103 | Perempuan Generasi Z (1997-2012) Ya
104 | Laki-Laki Generasi Z (1997-2012) Ya
105 | Laki-Laki Generasi Z (1997-2012) Ya
106 | Laki-Laki Generasi Z (1997-2012) Ya
107 | Perempuan Generasi Z (1997-2012) Ya
108 | Laki-Laki Generasi Milenial (1981-1996) | Ya
109 | Laki-Laki Generasi Z (1997-2012) Ya
110 | Laki-Laki Generasi Z (1997-2012) Ya
111 | Perempuan Generasi Z (1997-2012) Ya
112 | Perempuan Generasi Z (1997-2012) Ya
113 | Perempuan Generasi Milenial (1981-1996) Ya
114 | Perempuan Generasi Z (1997-2012) Ya
115 | Laki-Laki Generasi Z (1997-2012) Ya
116 | Perempuan Generasi Z (1997-2012) Ya
117 | Perempuan Generasi Milenial (1981-1996) | Ya
118 | Laki-Laki Generasi Milenial (1981-1996) | Ya
119 | Perempuan Generasi Z (1997-2012) Ya
120 | Laki-Laki Generasi Milenial (1981-1996) | Ya
121 | Laki-Laki Generasi Z (1997-2012) Ya
122 | Perempuan Generasi Z (1997-2012) Ya
123 | Laki-Laki Generasi Milenial (1981-1996) | Ya
124 | Laki-Laki Generasi Milenial (1981-1996) | Ya
125 | Perempuan Generasi Z (1997-2012) Ya
126 | Perempuan Generasi Milenial (1981-1996) Ya
127 | Perempuan Generasi Z (1997-2012) Ya
128 | Perempuan Generasi Z (1997-2012) Ya
129 | Perempuan Generasi Z (1997-2012) Ya
130 | Laki-Laki Generasi Z (1997-2012) Ya
131 | Laki-Laki Generasi Milenial (1981-1996) | Ya
132 | Perempuan Generasi Z (1997-2012) Ya
133 | Laki-Laki Generasi Milenial (1981-1996) | Ya
134 | Perempuan Generasi Z (1997-2012) Ya
135 | Perempuan Generasi Z (1997-2012) Ya
136 | Perempuan Generasi Z (1997-2012) Ya
137 | Perempuan Generasi Z (1997-2012) Ya
138 | Perempuan Generasi Z (1997-2012) Ya
139 | Laki-Laki Generasi Z (1997-2012) Ya
140 | Perempuan Generasi Milenial (1981-1996) | Ya
141 | Laki-Laki Generasi Z (1997-2012) Ya
142 | Laki-Laki Generasi Z (1997-2012) Ya
143 | Laki-Laki Generasi Milenial (1981-1996) | Ya
144 | Perempuan Generasi Milenial (1981-1996) Ya
145 | Laki-Laki Generasi Milenial (1981-1996) | Ya
146 | Perempuan Generasi Milenial (1981-1996) | Ya
147 | Perempuan Generasi Z (1997-2012) Ya
148 | Laki-Laki Generasi Z (1997-2012) Ya
149 | Perempuan Generasi Z (1997-2012) Ya
150 | Laki-Laki Generasi Milenial (1981-1996) | Ya

81




Jenis Kelamin
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151 | Perempuan Generasi Z (1997-2012) Ya
152 | Perempuan Generasi Z (1997-2012) Ya
153 | Laki-Laki Generasi Z (1997-2012) Ya
154 | Perempuan Generasi Z (1997-2012) Ya
155 | Perempuan Generasi Z (1997-2012) Ya
156 | Laki-Laki Generasi Milenial (1981-1996) | Ya
157 | Perempuan Generasi Z (1997-2012) Ya
158 | Perempuan Generasi Z (1997-2012) Ya
159 | Perempuan Generasi Z (1997-2012) Ya
160 | Perempuan Generasi Z (1997-2012) Ya
161 | Perempuan Generasi Milenial (1981-1996) Ya
162 | Laki-Laki Generasi Z (1997-2012) Ya
163 | Perempuan Generasi Z (1997-2012) Ya
164 | Laki-Laki Generasi Milenial (1981-1996) | Ya
165 | Perempuan Generasi Milenial (1981-1996) | Ya
166 | Laki-Laki Generasi Z (1997-2012) Ya
167 | Laki-Laki Generasi Z (1997-2012) Ya
168 | Perempuan Generasi Z (1997-2012) Ya
169 | Perempuan Generasi Z (1997-2012) Ya
170 | Perempuan Generasi Z (1997-2012) Ya
171 | Laki-Laki Generasi Z (1997-2012) Ya
172 | Laki-Laki Generasi Milenial (1981-1996) | Ya
173 | Perempuan Generasi Z (1997-2012) Ya
174 | Laki-Laki Generasi Z (1997-2012) Ya
175 | Perempuan Generasi Z (1997-2012) Ya
176 | Perempuan Generasi Z (1997-2012) Ya
177 | Laki-Laki Generasi Z (1997-2012) Ya
178 | Perempuan Generasi Z (1997-2012) Ya
179 | Perempuan Generasi Z (1997-2012) Ya
180 | Perempuan Generasi Milenial (1981-1996) Ya
181 | Perempuan Generasi Z (1997-2012) Ya
182 | Perempuan Generasi Z (1997-2012) Ya
183 | Laki-Laki Generasi Z (1997-2012) Ya
184 | Laki-Laki Generasi Z (1997-2012) Ya
185 | Perempuan Generasi Z (1997-2012) Ya
186 | Perempuan Generasi Milenial (1981-1996) Ya
187 | Perempuan Generasi Z (1997-2012) Ya
188 | Perempuan Generasi Z (1997-2012) Ya
189 | Perempuan Generasi Z (1997-2012) Ya
190 | Laki-Laki Generasi Z (1997-2012) Ya
191 | Laki-Laki Generasi Z (1997-2012) Ya
192 | Laki-Laki Generasi Milenial (1981-1996) | Ya
193 | Laki-Laki Generasi Z (1997-2012) Ya
194 | Perempuan Generasi Z (1997-2012) Ya
195 | Perempuan Generasi Z (1997-2012) Ya
196 | Perempuan Generasi Z (1997-2012) Ya
197 | Laki-Laki Generasi Milenial (1981-1996) | Ya
198 | Perempuan Generasi Z (1997-2012) Ya

82




No Jenis Kelamin Usia Pengguna Aktif E-commerce

199 | Laki-Laki Generasi Z (1997-2012) Ya

200 | Laki-Laki Generasi Z (1997-2012) Ya

201 | Perempuan Generasi Z (1997-2012) Ya

202 | Perempuan Generasi Milenial (1981-1996) | Ya

203 | Laki-Laki Generasi Z (1997-2012) Ya

204 | Perempuan Generasi Z (1997-2012) Ya

205 | Perempuan Generasi Milenial (1981-1996) Ya

206 | Laki-Laki Generasi Z (1997-2012) Ya

207 | Perempuan Generasi Z (1997-2012) Ya

208 | Laki-Laki Generasi Z (1997-2012) Ya

209 | Laki-Laki Generasi Z (1997-2012) Ya

210 | Laki-Laki Generasi Z (1997-2012) Ya

211 | Laki-Laki Generasi Z (1997-2012) Ya

212 | Laki-Laki Generasi Z (1997-2012) Ya

213 | Laki-Laki Generasi Milenial (1981-1996) | Ya

214 | Perempuan Generasi Milenial (1981-1996) | Ya

215 | Laki-Laki Generasi Z (1997-2012) Ya

216 | Laki-Laki Generasi Z (1997-2012) Ya

217 | Perempuan Generasi Z (1997-2012) Ya

218 | Laki-Laki Generasi Z (1997-2012) Ya

219 | Perempuan Generasi Z (1997-2012) Ya

220 | Perempuan Generasi Z (1997-2012) Ya

221 | Perempuan Generasi Z (1997-2012) Ya

222 | Laki-Laki Generasi Z (1997-2012) Ya

223 | Perempuan Generasi Z (1997-2012) Ya

224 | Perempuan Generasi Z (1997-2012) Ya

225 | Perempuan Generasi Z (1997-2012) Ya

226 | Perempuan Generasi Z (1997-2012) Ya

227 | Perempuan Generasi Z (1997-2012) Ya

228 | Perempuan Generasi Z (1997-2012) Ya

229 | Laki-Laki Generasi Z (1997-2012) Ya

230 | Laki-Laki Generasi Z (1997-2012) Ya

231 | Perempuan Generasi Z (1997-2012) Ya

232 | Perempuan Generasi Z (1997-2012) Ya

233 | Laki-Laki Generasi Z (1997-2012) Ya

Data Responden
Intl Int2 Int3 Int4 Infl Inf2 Inf3 Inf4 VEI1

4 5 4 4 4 4 4 4 5
4 4 5 3 5 3 4 4 4
4 3 5 4 4 4 4 4 4
4 4 4 4 4 4 4 4 4
5 5 5 4 5 4 4 5 4
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SC3
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Lampiran III Hasil Analisis Data

Model
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1. Outer Loading

Outer Loadings

[=] Matrix

‘ Attitudin... Function... Moderati..  Online I‘ Psycholo...| Self-cont...

Int3

Int4

NAS1
NAS2
NAS3
NAS4

Sc2

AL1

0 anc
- Attitudinal Loyalty towards E-commerce Platfrom l
. TOY

0.744

0.584

0.817

0.752

0.709

0.590
0.906
0.878
0.636
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Outer Loadings

] Matrix

Int3
Int4
NAS1
NAS2
NAS3
NAS4
5C1
SC2
SC3
Self-contr...
T1

T2

K,

| T4

| VE1
VE2
VE3

2. Nilai AVE

Attitudin... Function.. Moderati..  Online l.. Psycholo.. Self-cont...

0.744
0.584
0.817
0.752
0.709
0.590

1.910

0.748
0.774
0.595

Construct Reliability and Validity

0.906
0.878
0.636

0.774

0.770

0.751

0.557

114

| Matrix i+ Cronbach’s Alpha |ii% rho A |i# Composite Reliability %% Aw
Cronbach... rho A Composi.. Average Variance Extracted (AVE)
éAttitudina... 0.864 0.869 0.896 0.553
Functiona... 0.933 0.939 0.942 0.523
Moderati... 1.000 1.000 1.000 1.000
Online Im... 0.881 0.894 0.908 0.586
Psycholo... 0.910 0.918 0.925 0.532
Self-contr... 0.743 0.801 0.854 0.665



3. Cross Loading
Discriminant Validity
| Fornell-Larcker Criter... || Cross Loadings ||| Heterotrait-Monotrait ... =% H

Attitudi... Function.. Moderati..  Online ... Psycholo... Self-cont...

AL1 0.806 0.646 -0.559 0.558 0.664 0.597
AL2 0.769 0.638 -0.568 0.589 0.673 0.594
AL3 0.715 0.670 -0.587 0.576 0.654 0.615
AL4 0.733 0.672 -0.629 0.558 0.668 0.568
ALS 0.719 0.698 -0.642 0.603 0.689 0.601
AL6 0.800 0.745 -0.685 0.676 0.778 0.720
ALY 0.653 0.553 -0.468 0.462 0.579 0.516
C1 0.751 0.802 -0.747 0.673 0.819 0.743
c2 0.679 0.768 -0.730 0.627 0.777 0.727
C3 0.635 0.728 -0.675 0.555 0.710 0.625
c4 0.509 0.580 -0.484 0438 0.584 0.526
E1 0.676 0.762 -0.708 0.626 0.795 0.667
E2 0.508 0.592 -0.487 0422 0.623 0.533
E3 0.736 0.791 -0.748 0.690 0.802 0.718
IB1 0.744 0.761 -0.696 0.818 0.776 0.688
B2 0.657 0.693 -0.666 0.862 0.694 0.633
B3 0.555 0.561 -0.591 0.703 0.569 0.532
B4 0.550 0.581 -0.575 0.682 0.581 0479
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Discriminant Validity

| Formnell-Larcker Criter... ||| Cross Loadings ||| Heterotrait-Monotrait ... |i2% H

Attitudi... Function.. Moderati.. Online ... Psycholo.. Self-cont...

IB5 0.566 0.581 -0.615 0.762 0.604 0.515
IB6 0.599 0.601 -0.605 0.820 0.588 0.529
IB7 0.424 0.450 -0.502 0.692 0.455 0.401
Inf1 0.700 0.767 -0.697 0.636 0.759 0.682
Inf2 0.697 0.762 -0.668 0.634 0.742 0.670
Inf3 0.655 0.726 -0.617 0.597 0.707 0.638
Inf4 0.487 0.584 -0.471 0.393 0.540 0.496
Int1 0.736 0.825 -0.737 0.684 0.784 0.712
Int2 0.688 0.796 -0.714 0.622 0.758 0.680
i Int3 0.623 0.744 -0.704 0.676 0.711 0.623
Int4 0.524 0.584 -0.472 0.461 0.560 0477
NAS1 0.732 0.817 -0.714 0.638 0.769 0.721
NAS2 0.645 0.752 -0.675 0.594 0.694 0.678
| NAS3 0.662 0.709 -0.652 0.566 0.702 0.600
l NAS4 0.476 0.590 -0.484 0.374 0.508 0.497
5C1 0.747 0.794 -0.740 0.675 0.795 0.906
s5C2 0.737 0.767 -0.680 0.636 0.770 0.878
SC3 0.464 0.537 -0.432 0.406 0.533 0.636
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Discriminant Validity
| Fornell-Larcker Criter... || Cross Loadings ||| Heterotrait-Monotrait ... |1x% H

Attitudi.. Function.. Moderati..  Online ... Psycholo... Self-cont...

Int3 0.623 0.744 -0.704 0.676 0.711 0.623
Int4 0.524 0.584 -0.472 0.461 0.560 0477
NAS1 0.732 0.817 -0.714 0.638 0.769 0.721
NAS2 0.645 0.752 -0.675 0.594 0.694 0.678
NAS3 0.662 0.709 -0.652 0.566 0.702 0.600
NAS4 0476 0.590 -0.484 0.374 0.508 0.497
5C1 0.747 0.794 -0.740 0.675 0.795 0.906
sC2 0.737 0.767 -0.680 0.636 0.770 0.878
: SC3 0.464 0.537 -0.432 0.406 0.533 0.636
Self-contr..  -0.801 -0.880 1.000 -0.799 -0.867 -0.776
T1 0.760 0.687 -0.626 0.683 0.774 0.642
T2 0.726 0.678 -0.608 0.644 0.770 0.648
13 0.712 0.713 -0.643 0.620 0.751 0.653
| T4 0.503 0.493 -0.411 0.418 0.557 0.439
VE1 0.769 0.748 -0.656 0.640 0.715 0.634
| VE2 0.660 0.774 -0.677 0.642 0.730 0.730
VE3 0.504 0.595 -0.503 0.419 0.566 0.516

4. Fornell-Lacker Criteriom

Discriminant Validity

| Fornell-Larcker Criter... ||--] Cross Loadings | 2| Heterotrait-Monotrait ... |14 Het

Attitudin... Function.. Moderati.. Online I... Psycholo... Self-cont...

Attitudina... 0.744

Functiona... 0.892 0.723

Moderati... -0.801 -0.880 1.000

Online Im... 0.778 0.802  -0.799 0.766

Psycholo... 0.908 0953  -0.867 0.810 0.729

Self-contr... 0.813 0.870  -0.776 0.718 0.870 0.816
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5. Composite Reliability

Construct Reliability and Validity

| Matrix |:¥ Cronbach's Alpha | rho A |:1¥ Composite Reliability |:i#
Cronbach’s Alpha rho A Composite Reliability Average ...

Attitudina... 0.864 0.869 0.896 0.553

Functiona... 0.933 0.939 0.942 0.523

Moderati... 1.000 1.000 1.000 1.000

Online Im... 0.881 0.894 0.908 0.586

Psycholo... 0.910 0.918 0.925 0.532

Self-contr... 0.743 0.801 0.854 0.665

6. R Square Adjusted
R Square
| Matrix |14% RSquare |i:% R Square Adju

R Square R Square Adjusted

Attitudina.. 0.832

0831

Online Im... 0.694

7. Path Coefficients

Path Coefficients

0.690

Copy to Clipboard:

| Mean, STDEV, T-Values, P-.. | .-] Confidence Intervals | 2] Confidence Intervals Bias ... | i:] Samples

Original Sample (O) T Statistic.. P Values
Attitudinal Loyalty towards E-commerce Platfrom -> Online Impulsive Buying 0.341 2.703 0.007
Functionality Components -> Attitudinal Loyalty towards E-commerce Platfrom 0.290 1.847 0.065
Moderating Effect 1 -> Online Impulsive Buying -0.243 3.491 0.001
Psychological Components -> Attitudinal Loyalty towards E-commerce Platfrom 0.631 4.085 0.000
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examine hvw functional and psychological dimensions of the OCSE influsnce online impalsive buying within &
commerce platforms. We will investigate eustomers’ attitudinal bovalty as o mediator between the OCSE and
ankine impulsive baying behavior, and the customers” self-conerol as a moderatar between customers” activodinal
lyalty ard online impulsive buying. To analyze these relatbanships we will conduct an online survey (n = 1489
with customers of twi leading Chinese e-commerce platforms: Jindang and Taoba. The findings from structural
equation modeling indicate o pasitive relatdonship betwesn the ested dimensions of the OCSE and customers”
anline impulsive baying. We also find a mediating role of custnmers” acinsdimal loyalty and negative moderation
af customers’ self-control Thearetically, the findings contribute to the literatare regarding online impulsive
‘buying and the anline customer experience. For managers, the findings stress the importance of sthical man-
agement with regard to the anline shopping experences.

1. Imtresduction impulsive buying (Gushi, 20200 and eighty percent of adolescents in the

U.5. are estimated to have made impulsive purchases online (Cares,

Online shopping i & comman, globally found activity (Ecjavec and
Blanfreda, 2021; Shao et al, 2022). In 2030, retail e-commerce sales
worldwide amounted to 4.28 trillion United States (U5, ) dollars and this
iz prajectad te grow to 5.4 tdllion US. dellars in 2022 (Coppela, 20318
Within this vast market, customers will often make spontaneous, un-
planned, unreflective and unthoughtiul purchases (Flabib and Qavyum,
2018; el Malabe, 2021 and this is referred to as ‘online
impulsive buying” (Wo et al, 2020)% For instance, customers in the
Unitex] Kingelom (UK sperd approximately £1 billion per month on

2018), Other studies reveal that up o 40% of all online purchases
worldwide can be classified as impulsive (Chan et al,, 20017; Verhagen
anel van Dolen, 2011).

In this regard, some studies suggest that o poasitive [Le, pleasurablea,
aldictive, satisfactory) online customer shopping experience (OCSE)
may increase customers’ immersion in the shopping activity (Anshua
et al, 2022) and have an enhancing impact on the customers” online
impulsive buying behaviors {Barar =t al., 20 . 20000,
PLSE refers to the cumulative psychological d'l'm:l af custamer
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interactions with a variety of virtual teuchpoints (Bleier et al., 2015
Movak et al, 2000; Rose et al, 3012), including both functional and

paychalogical dimengions (Klaes, 20070), E-commerce platforms gener-
ally lean towards developing a positive OCSE that is condudve o
attracting and retaindng a loyal customer base, consequently obiaining
success and growth (Berry et al, 2002, Blejer et al, 201% De Keyser
et al., 20200 Thus, it is eritical to understand the relationship between
the OCSE and impulsive buying in order to develop insights into both the
customer base and the e=commernce business as a whole (Kuppelwicser
and Klaus, 203{0).

This fundamental understamding is of particalar importance be online
p-Commerce managers; they have to balance the pressure of increasing
their sales with the desire and need to act in an appropriate and ethical
manner and not exploit the impulsive shopping tendencies that are
associated  with negative consumerside effects such a5 over-
comsumption, sustainability challenges and fnancial repercussions that
may result from reckless spending (Bleser et al., 2009; Kuppelwiescr and
Elaus, 20030; Novak et al., 2000; Rose et al., 30013). Itis alss impartant o
highlight that a high degree of impulsive online shopping increases
environmental waste; rash purchasing decisions bead consumers to ac-
uire material things that they truly do not nesd, and then, as a result,
they abandon said items, causing major ramifications for sustainable
EOITmErce,

The current understanding of how the OCSE affects anline impulsive
buying, and consequently vur understanding of this eritical phenome-
non is Limdted (Kranzbihler et al., 2008; Kuppelvwicser and Elaus, 20000
The few studies that are available have been primarily focusesd on the
functional aspact of the OCSE (Schlogser et al, 2006; Verhoef et =1,
20015Y, with little attention paid to the psychological aspect. In order
develop a haolistic understanding of the impact of the OCSE on anline
imipulsive buying decisions, it is essential to investigate the effect of bath
the Functional and psychological dimension: of the OCSE; this particular
aspect of the research is very lacking at present (Pandey and Thaw ly,
2018},

Scholars argue that a positive OCSE during past inlerschons may
inflwence the customers’ attitudinal layalty, and that this will in tem
impact customers’ shopping bebavior (Chaudhuri and Helbrook, 20013
Cachern-Martinez and Vazxdques-Casiellee, 2021} This argument is based
on the notion that cusdamers’ attitudes towards certain online brands
are reguisites for actual behaviors (Anshu e al, 2022) Based an their
interactional experiences, customers develop a specific mental frame-
wark and an emotional attachment with e-commerce platforms that
serve to regulate their purchaging behaviors through cognitive and af-
Fective channels [(Gentile of =1 2007, Bleser o0 ol 3019), Weustomers
demonstrate a positive disposition towards certain e-commerce plat-
forme, they are more likely to engage in impulsive buying behaviors
Bandyopadhyay and Martell, 2007, Ermnzbihler et al, 2018; Rose
elal, 2012). Despite the extant literature indicating the mediating robe
of customers” attitudinal loyalty between the OCSE and online impulsive
buying, there has been little research undertaken that has examined this
rale empdrically [(Sris wa and Eaul, 2018; Anchu et al, 20330

Additionally, existing research demonstrates that customers with
greater self-controd, despite being attitudinally loyal to e-commeroe
platforms, can resist the urge to engage in impulsive buying (Kuhn,
2013 amad thus mitigate the risks associated with this activity. Increased
welf-control enables customers to manage their thosghts, emotions and
behaviors, enabling them to make more deliberate and considerate
purchages (Yim, 2017, [yver = al, 2020), Nopetheless, the existing
literature on the OCSE and online impulsive buying is not sufficient
enough to be able to clarify the extent to which customers” self-controd
can maderate the relationship between customer attitudinal loyalty and
online impulsive buying (Vohs and Faber, 2003; lyer et al, 20200
Considering the significance of the 0CSE within e-commerce platforms,
it iz imperative ta cultivate a Aner underdtanding of the dynamics of
thess relationships, for both academics and practitioners alike ([yer
et al., 2020; Kuppelwieser and Klaws, 2020; Anshuo et al., 3022).
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Accordingly, our study aims fo examine e inflience of funotional amd
prpchological dimenstons of the CSE on online impalsive buying. In addi-
tiore, the study intends to Gnvestipnte the comrelofions behween custoeners”
ottitudinal doyalty o the OCSE and onfine fmpufsive buping, and the
muoderation of customers ' self-controd between customers ' abtitudinal Toyalty
ond oaline impudlsive Buying.

Our empirical study is bassd upon an online survey comprising 1489
respondents, all of whom had made purchases from the Jindong and
Taabao online sores, two of the largest e-commernce platforms in China.
The Chinese context was chosen becawse China currently leacls the
global e-commerce market, having not anly a 42 percent market share
(Mamyika et al, 2017) but also a sizable proportion of Chinese con-
sumers who regularly make purchases through e-commerce platorms
fAlibaba, 2016; JD.com, 2019).

Ohuir findings indicate that both the functional and psychalogical di-
mensions of the OCSE positively impact customers” online impulsive
buying and that this relationship is pantially mediated by customers”
attitudinal boyalty toward online e-commerce platforme. We also find
inlications that customers” self-control negatively moderates the rela-
tionship between customers” attitudinal bovalty ancd online impulsive
buying.

With this study, we make three contributions; firstly, we expand
upon the boundaries of customer experience literature by highlighting
how both dimensions of the OCSE are eritical to gain a holistic under-
standing of the OCSE construce. Secandly, we affer empirical evidence
demanstrating that the OOSE is a critical determinant of impulsive
buying and indicating thet both functional and psychological di-
mensinns of the OCSE act as strong stimuli for the customers to make
impulsive purchases on online ecommerce platforms. The  third
contribution is to establish the mediating and moderating mechanisms
by which the OCSE components influence online impulsive buying
decisions.

From 2 practical perspective, we argue that businesses should
maximize revense by fostering healthy online shopping environments,
environments that do not rely on impulsive behavior in order 1o be
prafitable.

2. Conceptual underpinnings
2 1. Impulsve buying in online comext

Impulsive buying denotes o rather fast amd bedonically complex
purchasing behavior by which is meant that the impulse leading to the
purchise being made amits any careful, deliberate evaluation of alter
native or fulure conssgquences [Sharma et al., 2000). As swch, impulsive
buying can be wiewed as a type of frrational behavior by customers
(Chumg et al, 2017). Naotably, a bll_l.lirl,u decizion can be classified as
impulsive if it meets three criteria: first, the decision is spontonecas amd
unplonned. Second, the buyvers have litfe regord for the consequences of
their purchmsing decisions, and third, the purchasing decision is triggered
by some rresistble mod difficult-to-control dispositionml. stheationod ar
soodemographic fempiotions. These templations may wnge customers
toward obtaining immediate gratification, or a stronger emotional
attachment to the desired praduct, and they produce an intense, sudden,
persistent and difficult-te-resist impulse to purchase something imme-
diately. (Park et al., 20132; Rook, 1987; Spiterd Cornish, 2030 Verhagen
amcl van Dolen, 200170,

A oonsiderable amount of financial resowrces are used by ecom-
meree platforms in arder to create, design and manage virtual shopping
environments that will appeal to the OCSE (Verhoef et al, Z009) 1f
ecommerce platforms are successful in generating a positive OCSE,
customers may achieve a low state where they become deeply engaged
in online navigation and forget about other matters (Barar e al., 2020
Movak et al, 2000). While this state of flow may increase impulsive
buying decidons (foffman and Movak, 1996), exiging research is
insufficient in determining whether and how the OCSE influences online
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impulsive buying decisions. Some evidence does exist with regard to the
functional dimension of the OCSE as an antecedent of online impulsive
buving (Floh and Madlberges, 2013), but a holistic understanding of
both the functional and peychalogical dimensions of the DCSE requires
additional research {Klaus, 2001735,

22 Oniine cistomers’ shopping sxperience

Customer experience has become a central topic in marketing
research due to the fact that businesses are increasingly realizing that
their success largely depemds on providing positive shopping experi-
ences to their customers (0 cer and Jaakkela, 30200 A a lEluLt_,
businesees ulilize more of their financial resources b create positive and
memiable customer experiences that can mustivate customers bo spend
maore money on procducts (Bleier of al., 2015 Ross epal, 20121 Positve
customer experience plays a eritical role in generting desirabde out-
comwes for businesses, such as strong emotional attachment with brands,
und increwsed] customer satisfuction leading to customer byalty [Arshu
et al., 2022

Extending the discussion reganding customer experience within the
omline context, the OCSE refers to the cumulative psychological effect of
customer interackians swith varions virtusl I.|:|1.|r_1'|m|':rl|: (Bleter et al.,
20045z Wovak et al., 2000; Kose et 2k, 2012). The OCSE is a multifaceted,
huslistic and subjective process that occurs through the interactions be-
tween customers and the online environment (Trevinal and Stencer,
2011 For example; products available on ecommerce platforms
pussess certain qualities that customers subjectively perceive, The vir
tual intersctions of customers impact the affective and cognitive states
that will eventually affect their shopping behaviors (Caches oo barnes
and % ...':-:| e Casselles, I21).

Researchers have identifisd different dimensions within the OCSE
construct (Bleier ot al., 200 % Cachero-Martinez and WiaeuesCosielles
2021: Melean e al., 2018) and these can be divided into frnctional and
psyu.'hulugiﬂl dimensions CKlaus, 3013) Kiaas (2013) anrued that the
fumctional dimension comprise usability, communication, social presence,
product presence and interactivity of websites, whereas the psychologicnl
dinension comsists of trust, value for money amd context familiarivy.
Further, Panday and Chawla {2018) adapted the compenents of func-
tianal and peycholagical dimensions from the context of book shepping
b cnline shopping for clothes. They used four compoenents, comprising
interactivity, informativensss, visual engagement and ease of navigation
and search within the functional dimension of the OCSE, and =ix come
ponents were wsed within the psychological dimension of the OGSE,
thise being edistrst, enegative beliels, eself in efficacy, elogisic
ease, e-convenience amd e-enjoyment (Pandey and © fa, 2018%

In this study, we adapt and combine the components from bath
studies {Klaus, 2017% Pandey and Chawla, 2018) in order o research
product purchasing in the context of e-commerce platforms. In partie.
ular, we include all four components of the functional dimension high-
Lightesd by Pancdey and Chawla (2018) and three prominent com ponents
of the psychological dimension: trust, convenience and enjoyment
(Klzus, 20135 Pandey and Chawla, 2018). We chase three components
from the psychological dimension because e-negative beliefs and e-s=lf
efficacy are mot easily distinguishable Fom trusg they all celate w
customer percepiion of the reliability of e-commerce platforms. In tum,
e-logristic sase indicates the pereeived comvenience of the customer
reganding their shopping joumey, which is effectively covered by the
CONVENDEmoE companent.

23 Oniline customers’ athituding loyalty and sef control

Given the extant ftersture regarding online impulsive buying and
the OCSE, it is reasonable e assume that beth functional and psycha-
logical components of the OCEE may influence online impulsive buying
(Pancley and Chawla, D1E; Euppelwieser and Klaus, 2020). Thiz in-
fluence, however, can occur via some medistion amd moderation
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meschanisms that are not currently well understood. Notably, customers”
attitudingl loyalty might mediate the relationship between the OCSE
and anline impulsive buying because the GCSE is expected o influence
customers” lovalty attitudes; this will affect their shopping behaviors,

such as online impulsive buying (Srivastava amd Kaul, 2016, Anshua

et al, 20ZZ), Since customers with greater self-control make more
thoughtful decisions regarding their purchases, s1f-control can moder-
ate the relationship betwesn attitpdinal loyalty and online impulsive
buying (Iyer et al, 2020; Vohs anc Faber, 20030

Customers' attitadinal loyalty refers to the desire of the customer to
continue their relationship with certain busineses - irrespective of the
bower prices affered by competitors -and the customers’ likely recom-

mencations of these prodhscts to otbers [Chawdhuri and Holbroak,
200170, 1t includes a “degree of dispositional commitment in bterms of
LINmE Ui value asgaciated with the brand™ (Chaudher amd ol

brook, 2001, p. B2). Attitudinal layalty encompasses bath cognitive and
affective components of the relationship with e-commerce platforms.
Cagnitively, it reflects the mental framing of the customer when taking
into scoaunt the relationship with certain e-commerce  platforms
(Gentile ot al, 2007). It represents an emotional attachment that gen-
erates a higher allegianoe and engages the customer with the e.cam-
merce platiorms; this results in higher attitudinal loyalty (Bleies o1 al,
2019).

Owverall, customers” attitudinal loyalty represents the inclination of
the customer to prefer one platform over other platdforms and relates 1o
feelings of atachment and willingness o recommend the platform 1o
other customers [Jones and Tayior, 20F kL Srivastava and Kaul (2016)
foune that the costomer experience impacts purchasing decisions by
way of attitudinal boyalty. Their fndings imply that customer experience
management is perhaps the most critical ingredient of gaining customer
hoyalty; if customers are more attitudinally loyal to specific platforms,
they will spend more time browsing these platforms, increasing the
chiances of their engagement in impulsive buying decisions (Anshu et al
2022,

Customer selfcontrol refers 1o ane's ability to regulate thoughes,
emations amd behaviors in the face of undesiable impulses and temp-
tations (Kobe, 20013) Selfcontrol enables individuals to maintain
meticulous psychological behavior with the end resull being that they
deny  themeslves immediate benefits in exchange for achieving
long-term benefits {¥im, 200 7). Customers with high self-control exhibit
thoughtiul and predetermined behaviors with a high level of planning
amel foresight [Kuhn, 200 3). Thus, self-controd is an essential companent
enalling people b fraverse from the present to the desired state.
Applying the same logic to purchasing behavior, it is logical thar
self-control comes into play when making variow purchase decisions.
When self-control abilities are depleted, customers are ||1cu|_l,l 2 |:||_:|I: for

unwise and unplanned purchasing behavior {1ve
Faber, 2003). Cl.uu.uneniwlth]nwsel[—mmudar\elmppﬂlmmmnuw
thoughts, making them more likely o engage in impulsive buving
(Baumeisier, HH02).

3. Hypothesis development
A.1. Relatonship between the OCSE and anline impulsive buying

In the functional dimension of the OCSE, the interactivity companent
repards shopping as a social experience. Customers can intersct with
ather customers amd staff of eecommerce platforms through wictoal
means o ob@in more information during the shopping process. They
can seek advice from other wsers, read product reviews and interact with
intelligent virtual agents, such as Alexa, te aid their buying decisions
{Ganesh et al, II:I] Virtual interactions on e-commerce platforms are

ial in accomp ing customers” shopping goals. They Eacilitate the
extchange of l\elmla:nl |r.|ﬁ'.|rmulm1. between different actors in a timely

manner in order o make buving decisions. Hence, the customer's
interactional experience with the content, features, design and interface
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of an e-commerce platform may influence online impuokive buying be-
baviars (Mollen and Wilson, 20100,

[nformativeness denates the extent to which a website provides
customers with helpful information (Lim and Ting, 2012) Informa-
tiveness is generally objective, impersonal and result-odented, and it
encompasses the unctional aspect of web design components [Vechoe!
el al., 20150 As custeaners tend o spend more time on e-commerce
platforms that provide all required information in an easily accessible
mamnnet, the plathorms put eHort inlo designing their prodoct pages so
that customers can get accurate, detailad and relevant information abaut
products, features, policies and prices (1 H114), all of
which may encourage the custoamer to make purchasing decisions, often
impulsively (Mahadevan, 2000 Schlosser et al., 2006; Yerhoef et al.,
2005

Visual engagemsent refers to the appealing design of the virtual
ervviranment of the e-commerce platform that provides a pasitive online
experience [Lin el al, 20173), Characteristics, such as color scheme,
website quality and style are essential to atfract customers™ atbention
and keep them i ¢l in the hite (Bressolles e al, 2014k
E-oommercs platforms create wirtual communities, chats, of message
boards to enhance the OCSE in the virtual seorld (3 0ariin et al, 2015 It
has been argued that the sesthetic outlovk amd the victual produact
display of e-commerce platforms act (o Eacilitate online engagement
[Sunclstrom et al, 2019) and that digital design components such as
using an appealing font type, different shapes, colors and photos all
make the online interactional experience more saisfying (Bressolles
vloal. 20140 Combined with this, a higher level of visual engagement
may posilively impact the affective state of the customer and is more
likely to result in online impuldve buying decigsions (2lartin e al.,
2015k

Given that anline customers accomplish their shopping goals in the
wirtual workl, eccommerce platiorms generally design web pages that
make them easy to navigate and search. To this effect, ease of product
wearch, availability of relevant information, valuable personalized sug-
westions and navigability across different products will influence cus-
tommers’ search actions and pll.l:rd'la.ﬁng behavior (Ha and Stoel, 20025
Integration of various interactional woals and features within the web
pages of the -commerce platform will Eseilitate easy product search and
Easter completion of purchasing orders, thereby improving the OCSE and
imcreasing the chances of impulsive buying (Floh and Madlberger
2013

Based on these arguments, we hypothesize that:

solless: et al.,

H1. There is a positive relotionship between (o)) interactivity, (b) mfor
mativeness, (¢} wail engopement, and (d} navdgmion and cearch ease
components of the funcional dimension af the OCSF and online impulsive
begyirag.

In the psychological dimension, the trus component denotes
customer confidence in the e-commerce platforms in that the busines
will deliver the promised value {Cheung et al., 2004; Urban et al., 20007
Greaber trust mitigates the negative impacts of lack of personal contact,
physical distance and anonymity of shopping online (Kimiagan and
Malabe, 20271 ) Trus reduces the extent of uncertainty which is generally
associated with buying online (Pandey and Chawla, 2018). On the
conirary, if customers feel threatened that their confidential persaonal
and fimancial information may be compromized while shapping on
e-commerce platforms, they are more likely to be disloyal and dissatis-
Fed (012 and Steel, 200Z) Trust in the anline environment s critical
throughowt the purchasing process and it adds hedonic value it the
custiomer experience is positive, a5 well as impacting impulsive buying
behaviors [Flaous amd Maklaon, 20075), Customers that have brust in the
company will spersd more ime browsing the different praducts that are
offered by said company, thus increasing the chances of a higher degree
of spendling impulsively (Ha and Stoel, 2012; Klaus, 20013)

The convenience companent of the OCSE is attributed to the freedom
of making purchases withaut strict geagraphical or time limitations, It
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allows customers to shop at their chosen time, day and location. Con-
venience is more promounced for customers whose time i scarce
because of their greater commitment te other sctvities (Fagih, 201685
Conversely, customers who feel frustrated due o experiences on webs
sites that have too many graphical elements or complicated designs may
feed dispirited about spencding time on e-commerce platforms (Pandey
and Chawla, 2018 Henoe, greater convenience given by e-commerce
platforms will increase the chances of impulsive buying by the cus
tomers (Chan et al, 2017

The enjryment compenent of the peyehelogical dimension of the
OCSE refers b the affective aspect of the web design. Procluct webpages
are designed in such @ way that they provide immediare pleasure (o the
customer when the customer is s=arching, comparing amd buving
prodiscts frem an e-commerce platform (Pandey and Chawla, 2018) The
enjovment that the customer may feel during their anline purchasing
Journey may arcuse their emaotions ancd influence their online shopping
behavior (Eranzbithler et 2l., 2018). Moreover, shopping from e-com-
merce platforms eliminates physical and emotional hassles which are
caused by shopping through ather channels while still providing the
exciteanenl and pleasure of store-like environments (Novak e al, 20000,
Additionally, e-commerce platforme also use chat rooms, search engine
oplimization and advanced technologies to enhance customers’ enjoy-
ment during their time shopping (Pandey and Chawla, 2018). While
enjoying virtual interactions for an extended perdod, customers may
experience i flow state, making online impulsive buying decisions more
Iibel.}' {Hoffman and NMaval, 1996).

Using the backdrop of these arguments, we propose the following
hypathesis
H2. There is o positive relotionsfip betwesn peychalogical components of
the OCSE—{a) trust, (B) comvenience, and {c) enfoymene—and ondine
impulsive buying.

3.2, Mediotion of customers ' atitudinagd boyalty

Scholars argue that the OCSE may indirectly impact customers” on-
line impulsive buying through the mediation of customers” attitudinal
boyalty (Sevasiave and Kaul, 2016; Anzhu et al., 2022). They contencd
that this mediation channel exists because the OCSE significantly affects
cufiomers” cognition and affection (Gentile &t al., 2007; Bleder et al,
201497, which are the two building boecks of customers” attitodinal ancd
influences enline impulsive buying bevalty (Srivastava and Kaul, 2016).
By drawing on these assertions, we posit that cusbomers’ attitudinal
loyalty mediates the relationship betveeen functional and psychalogical
dimendons of the OCSE and online impulsive buying.

Firstly, prior resenrch suggests that postive intersctional experi-
ences of the customer will influence the cognitive aspect of attitudinal
hoyalty by way of shaping mental framings about relationships with e
commerce platforms. Each time a customer interwcts with  wicrtoal
towchpoints on e-commerce platforms, their exiding mental Fames
about that platform are changed and refined (Gentile oo ol 2007). Thus,
customers will have positive mental images of platforms if e-commerce

platforms  corsider customer  sensitivities and  preferences  whilss
degigning the web pages (Srinivasan et al., 2002), Customer inberactions
cian abso impact the affective aspect of attitedinal lovalty by enhancing
the custamer’s emotional attachment to the platforms (Bleier o al,
20190,

Sepondly, informativeness transmits the wvalue of a cuslomer's
experience in an objective and outcome-oriented manner (Schiosser

2006; Verhise! o al, 3009) and confributes to the customer's

et al,
pending buying decisions by infloencing their attitudes and cognitive
infaormation processing (Gentile et al, 20070 If customers believe that
ecommerce platforms provide sufficient information in an easly
accessible manner in onder that purchasing decisions can be made, they
will form a positive attitsde (Lic and Shoom, 2009), This pesitive atti-
tude will guide the relativnship between customers and platferms in the
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loag term {Rose et al, 20013

Third, visual engagement, reflected through the overall design,
comient and graphical outlook of a website may influence the affective
aspect of the customers” attitudinal loyalty (Eim et al, 2004% If the
wisual putlook resonates with the expectation and likes of customers,
then positive emotions and associations will be promoted amoeng them.
Experiencing positive emations is likely to generate good customer
satisfaction and loyalty (Ir lles et al, 20014; Martin et al., 2015;
Tandon et al., 2017).

Fourth, ease of navigation and search for the required information on
eoommerce platforms enhances the customers’ comfort level so that
they may collect the required information and make purchasing de-
cisions (Chan et al., 2017} Ease of website navigation significantly re-
duces customers” mental and physical efforts, customers who may
otherwise view online shopping as time consuming and costly. Cus-
toamers are likely to have negative attitudes owards e-commerce plat-
forms that offer information in a complicated manner [Elaius and
Mz 20137 and they may feel emotionally exhawsted if they have o
spend more time searching for the required information. it is probable
that this could negatively infl their aetitudes towards e e
platiorms for future relationships [Fandey and Chawla, 2018). This
implies that exse of navigability and search positively impacts cus-
tomiers’ attitudinal loyalty (Delyulf et ol 2006; Ha and Stoel, 2002).

Bused on the above reasaoning, we propase the following hypothesis

H3. There is a positive refationship between the functional components of
the DESE— (al interac tvity, (h infi vess, () visal engag cnd

(el} novigation and search ence—mnd the customers” atiteding loyalty to-
wrrds an e-commerce platform

Trust, convenience and the enjoyment components of the pEychas
lagical dimension of the CSE can alo impact the attitudinal loyalty of
customens towands e-commerce platforms. [F customers have srong trust
in the credibility and reliability of an e-commerce platform o deliver the
promised value, they are likely to exhibit a positive attitude towards the
platform (Flaas and Maklan, 2013). A% a result, costomens perceive
themselves as bess uncertain about their relationships with e-commerce
platforms (Klaus, 2015) and become more satisfied with the platform’s
practices that ensure the customer’s privacy and conficdentiality is
maintained o high order (Fanleyand Chawla, 201E). Thus, with more
satisfaction and higher emational attachment emanating from the trust,
customers are expected to exhibit higher attitsdinal lovalty towards an
e=pommerce platform (i and Stoel, 2002).

The convenience of completing the buying process on e-commerce
platforms alsn impacts npon the attitude of the costomes. Convenienee
allows customers (o search for products easily, compare features and
prices across multiple =commerce platforms anad to complete the buying
transaction within a short time. Consequently, customers view online
shopping as being hassle-free, less time-consuming, and cheaper (Chan
et al, 2017), Customers are expected o have greater attitucdinal layalty
as they may perceive e-commerce platforms o be more convenient and
they believe that they can make the best wse of their scarce time and
respurces to buy prodects at the time and location of their choosing
(Fagih, 2016). Ultamately, if ssarching on web pages of e-commerce
platforms gives immediate pleasure and enjoyment o cestomers, they
are likely to have a positive attitsde through the affective channel.
Arousal of positive emotions and elimination of emational and physical
barriers during the shopping process heads o favorable attitades to-
wards e-commerce platforms (De Keyser et al., 2020; K
2018,

Acoordingly, we propase the fellowing hypothesis:

uhler efal.,

H4. There is @ positfve refationship between poychalogical components of
the QCSE-—(a) trust, (B) co e, and (e} enjoy arad customens'
mitimdingl lyalty fowards an e-commerce platform.

Prive research undertaken reganding customess” behaviors, with the
rools of the research based in psychology, widely acknowledges that
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attitides aml behaviors are § sected and interdes | {Chen
et al. 20210 This stream of research stresses that costome s’ attitudes
towards particular abject, such as e-commerce platforms, are significant
predictors of their behaviors (Ajzen, 1991). However, scholars suggest
that the relationship between attitudes and behaviors is not a straight-
forward and it may change in different conditions [
BMalafe, 2021: Kim and Eim 22). Henee, an inclividueal customer may
demanstrate a negative behavior, despite having a positive attitwde, and
wice versa; they may exhibit positive behavior despite having negative
attitisde (Chen et al., 20217].

Menetheless, customers with a positive attitude towards o pacticolar
entity have a reflection of higher attitudinal loyalty and grmberpmltlw
emations and they will wish to continee relationships (Jones and T
200F; Srivastava and Kaul, 2016) Swch customers generally exhibit a
gr:mleulof:nvnlmnt with the e-commerce platforms and do nat
engage in variety-seeking behavior to search for products from multiple
platforms (Fussell Bennet et al., 2007) Attitudinally loyal customers
spencd maore time on a given e-commerce platform than non-loval cus
tomers (Molinillo et al, 2020% and while having extendesd and intense
virtual i lawyal get inte a flow state by bosing their
sense of Hme and surroundings, thus increasing their potential e be
involved in impulsive buying behavior (Hotiman and Movak, 1996),

Henece, we propese the following hypothesis:

HE. Customers” attitudingd Iopaity towards the e-commerce plaform is
positively associmed with online impulsive huying,

The arguments mentioned above from the extant literature suggest
ot impactant relationships (1) the OCSE i an important antecedent of
customers” attitudinal boyalty (Eranzbdihler ot al., 2018), and (i) cus
tomers’ attitudinal loyalty lesds to a higher likelihood of online
impulsive buying. The OCSE is amociated with bath cognitive and af.
fective aspects of attitudinal loyalty; this increases the chances of online
impulsive buying by producing positive emotions or reducing the cus
tomer's information processing neads (Gentile e al, 2007} Customers
use their affective and cognitive perspectives to svaluate the verbal and
virtual stimuli during their shopping jowrney, impacting their attitucles,
watisfaction and value {Gecher aned Jaakkola, 2020). The customer
experience resulls are stored in the customer’'s long-term memory as
formed attitudes that will help them interpret the incoming sensary data
From stimuli (Fose o2 ol 200 2) In other wards, these asertions indicate
that functional and psychological components of the OCSE may indis
rectly influence anline impulsive buying through the mediation of the
customer's attitucdinal loyalty (Srivasiava and Eaul, 2006).

Dirawing an these core assertions, it can be argued that the impact of
different components of the fundional and psychalogical dimensions of
the OCSE an anline impulsve buying is mediated by customers” attitu.
dinal loyalty (Fussell forpettet ol 2007). To give an example; a greater
bevel of interactivity of ecommerce platforms enriches the existing be
liefs of the customer and influences the affective evaluation of all
interactional experiences (Mollen and W n. 20100 Similadly, infor
mativeness impacts wpon the customer's biases by enhancing their
confidence and ensuring that they believe all required information will
be readily available to enable them o make decisgons (Verhoe! o al,
2015).

Prior research has found that visual engagement impacts the affec.
tive aspect of the OCSE while the ease of navigation and search in-
fluences  the cognitive aspect of  customers’  predispositions
(Kuppelwisse i K 2020} Comp af tha fi I elimen-
sion of the OCSE impact the customer's attitudinal loyalty towands
e-commerce patforms (Klaus, 20015) and prior research alse provicdes
evidence that attitedinal loyalty ]Eﬁd!iﬂi higher likelihood of impulsive
buying (Hoffman and Novak, 159 Aolin 2020). In summary,
these arguments suggest that attitudinal loyalty mediates the pasitive
relationship between the OSCE and online impulsive buying (Russell
Bennett ot al., 07 Srivastava amnd Kaul, 2016).

Base on the above reasoning, we propose the following hypothesis:

ncl

bo et al.,
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H&. The relationships bebaeen the functional components af the DOSE
fa) interactivity, (b) informativeness, [c} wisual engagements, and (d) nov
igmticn and search ease—and ondine impuilsive buying is medioted by the
mititudingl loyalty towards an e-commerce platform.

Twao arguments from the prios literature dress that attitadinal oy
alty may mediate the relationship between components of the psycho-
leygrical dimension and anline impulsive buying. Firstly, it is known that
gaining the trust of the customer wha is using the e-commerce platform,
and enhancing their enjoyment whilst using it, will also enhance their
attitudinal loyalty towards said platforms (e, Ha and Sioel, 2013
Chan et al., 2007; De Keyser et al, 2020). Secondly, schalars contend
that attitudinal bevalty generates positive emolions among cuslomers,
increases their interactional time with e-commerce platforms amd places
the customers inte a flow state while shopping online (Foffman and
Movak, 1954; Koufaris, M., 2002; Skadberg and Kimmel, 2004} Cus-
tomers with pagitive emotions towards e-commerce platforms ane maore
ssceptible to individual binses and generally do not make decisions ina
more considerate manner. This shows that the customers’ favorable
perception of e-commerce platforms positively influsnces their attitudes
which then leads them to become mare invelved in online impulsive
buying (Russell-Bennett et al, 2007, Srivastava and Kaul, 2006).

HT.  The relationships b the paychalogicel camp af the DESE—

(a} trust. (b} convend fcd '-""-nnlin:' purlsive buying is
medimted by the attftudinal lopalty twards an e-commerce platform

33 The modermting rols of self-controd

Diespite acknowledging that cusiomers’ attitudinal loyally increases
their chances of online impulsive buying, some scholars argue that
customers’ self-contral can negatively moderate this relationship (Cubn,
2017} These scholars asgert that customers with low s=lfregulatary
resources feel o greater impulsive buying urge and will spend mose
money to buy from unanticipated impulsive buying situations (Gau
meister, 2002). Conversely, customers who have a higher degree of
self-contral have a stronger tendency 5 resist impulsive buying de-
cisions (Kuhn, 2017} The more that self-control i5 practiced amaonyg the
customers, the maore the ability te have self control is reinforced,
drengthening their capacity to resist impulsive buying temptations
(Vohs and Faber, 2007). Accordingly, with  greater
wlfcontrol tend o purchase items based on their evaluations of

cLsiomers
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g -term benefits ancd the value of & product, rather than buying under
emational influence (Yim, 2017
Thus, we propase the following hypothesis

HE. The refationship berween mtitudingl doyalty owords an ecommerce
pPatform and oaline impelsive buying is negeiively moderated by seff-oontrl,

Our overall conceptual madel and the role of each hypothess within
it are illusgrated in Cig. 1. It shows that functional and psycholagical
dimengons of the OCSE influence online impulsive buying through the

dintion of adtibsdinal bevalty towands e-commerce plat-
forms. Customers’ self-contre]l moderates the relationship between
customers” attitucdinal loyalty and online impulsive buying.

4. Methodology

Since our study aims o empirically examine the proposed relation-
ships in our conceptual framework, quantitative analysis is appropriate.
In the following subsections, we report the details of our empinical
mﬂr. including measurement of variables, data collection, and data
amalysis technigues.

4.1. Dara coflsction

To eolbect empirical data, we developed a questionmaire by adopting
the messurement seale items from previows literature. The questionnaine
contained chm-uu']udq_uutinm with A seven-paoint Likert scabe, From 1
being “strangly disagres”™ o 7 being “strongly agree™. We adopted five
items for interactivity, four items for informativeness, three items for
visual engagement, and four ibems for search and navigation from
Skalberp anel Kimmel (20041 We adopied the seale for trust from Gefen
et al (200%), convenience from Torkzadeh aned Dhillan (2007 and
enjoyment from Foukaris (2002). The seale for platiorm loyalty was
adopbed froem Feithaml et al. {1996) and the scale for online impulsive
buying from Book and Fisher (1995). Finally, the scale for self-control
wwas taken from Haws o al. (2012).

Sinee the participants for our @ady were from Ching, four marketing
profesors proficient in bath English and Chiness belped to translate the
quedionnaine into Chinese, while ensuring face validity and contextual
equivalence for respandents in China in parallel. The questionnaire was
translated back into English by the same professors in order to cross.
check the validity aof the translation. A& pilot study took place among

I — =
: ihaline Cumomeon’ Shopplag I
| Fapericscs I
1 |
|
I Functismality Csmponcat, |
I
: 1, nkesviy | Selr-contrs]
1 2, Informativencs i
3 Visual engagement
| .
4. Navigateon  and h
I t:: - I bom Owline
H I Loyalty
1 I owands I Impulsive
I I m-um:t Buying
: Pagutadugral Comgonents !
i 1. Trst [
] I Convemenoe 1
| 3. Enjyment I
| [
r————

Fig. 1. Conceptual model of this study.
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thirty-four Ph.Dn and Master level stsdents both for the purpose of
prefesting and to ensure the validity of the translation, The whole pro-
cess resulted in ensuring the face valicdity of the questionnaire.
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Table 2
Confirmatory factar analysis.

Comsrsicrs FL Ieima

The empirical data in the form of survey responses were
from the enline shoppers of two keading e-commerce retail platforms in
China: Jindang and Tackae. The selection of the Chinese context for
data collection is appropriate because China has a lesding position in the
global digital econcmy, with 42% of the worddwide e-commerce trans-
actions carried out in China (Manyika e 2017} Specifically, Taobao
114}, and Jindong has

hiag 693 millicn active manthly weers (A1
362 million (JD.com, 20159]),

The questionnaire was created and distributed through an online
survey website—hup:/Swww sejump.com-—which containg more than
2.6 million sample sources from all over China with diverse de
magraphic backgrounds (Zhow et al, 20033, The sudy wed paid ser
wices from Sajumgp and valid respondents were swarded with 100 points
which were redesmable against gifts. To ensure that the respandent used
Taohao and/or Jingdong to shop online, the questionnaire started with a
sreening question whereby respondents were asked “Have you used
Jingdong or Tachaw for anline shopping recently? IF the answer was
“No” the survey was closed. A similar approach has been adopted by
Akram et al. (2018] in their online survey. The introductory phrases also
explained the scenario with an example of buying online from Jingdong
or Taoban. Finally, a total af 1489 valid responses wers received. Table 1
dhows further information sbout the r d " o ihi

Iy BFAP

42 Measurement mode!

Following the approach of Anderson (1988), we carded out a
confirmatery factor analysis (CPA) examining model fitness, convergent
validity and discriminant validity. CFA helps find the goodness of fit
indives for the model. Thess values are within the adequate range (72 =
[4417.3073), df = 2436, ¥24df = 1813 (adequate range <3), SEMR =
0.03% {adequate range <0L08), GFl = 0.938 (Accepiable < (U500, AGFI
= 0,931 {Acceptable = 0.90), NF1 = 0.965 (Acceptable — 0.90), RFI <
0.962 (Acceptable < 0.90), CFl = 0.0B4 {Acceptable < 0.90); TLI
0.98% (Accepiable < 0.90% RMSEA = 0,023 (adequate range <0.08) (110
and Bentler, 1999).

Table 2 demonstrates details of the model ft indices with their
acceptance level and observed values, indicating that observed values
met the gandards satisfactorily. Convergent validity was established by
evaluating factor beadings, composite reliability, average variance

Table 1
Demographics of the respondent’s [no= 1484).
Demtographie infumation Frizjuusey Purienligi:
Gender
Male TE 8.7
Fiand e 513
Age s
18-25 EJLe) 4.4
26-30 35S 2549
a1-4n 7 8.5
41-50 11d 7.4
51.60 57 3.8
Education
Bachelors SiE 4an.z
Miners &lE 415
Ph0 and Onlers 73 183
Incesne (REME Mosth)
Less thas HHH 10 1249
AK-5K Ll 455
SE-10K i) e
Mo (Ban 10K 1= X
Time spesl salise om o duily bikis
Less thas 2 h B 284
24k 543 LR
&k cx) 125
Mo Ban & h k= 12.4

Inperactivity (CR = 091% VAE = 0L605; @ = 0LAT)

INT1 GAID My seads sre aeganded well while sbopping anline

INT2 QOAIE 1 get peschie recommendations that mesch my seeds while
shiegpring ontlisne.

INT3 031 Wikl shepping calise, 1 get anling advistiensnts
premiiong st i pe my als.

INT4 AR Online shoppesy msles in pessible oo view the prodec
recummendarions of other castemers.

INTS CB4R  Online shoppisg poals ol like ey are lalking e me

persesally as @ ceshomes.
Infarmativencss (CR — 0,00k VAE — 0L608; o — OLBL)

IMFU O34 @ gen sach infommation o the leanesis and guality of the
products while shopping onlise.

INFZ OB3 | gelaceurale mformalios on e feanres of the podusts,

INFE 035 | et demailial information about prodects while shopping
alife.

JLIZS OHAD T et selficioss infossation o comphele sy rafsos .

Visual engagement (TR = 0LA7E; VAE = duéidc a = 0L.&0)

VEL CUB34 | can s the product e diferent anghes while shoppisg
aline.

VEZ (o] I A whe seren design (Lo, eolors, Boses, misiis, savigation
tals, e ) is haroroseus.

VE3 0844 The ealing shoppisg ponal & professéoally desgnnd and

well prisentid
Mavigation amd search cise (CR = 0904 VAE

= P00 = LB

BVEE]D B30 T get gond savigation Meilithe w seaech foe he irfarmstion
cnnlm.

BVEEZ AT [ find the ueer memes dearly cicgorized and wdl laid ouron
[

BVEES A8 | find the organizaion and seqeencing of the welse
undersmandale aind cagy o e

BVEE4 O34 The search ook enable s w locate produces casily.

Trust (CR = 0L.B99; VAE = 0.690; @ — 0.83)

TRUST] OB33  Online shoppisg can be rssal; hene ane 80 unoEtaintic
anline.

TRUET2 B3R Ingeneral, 1 can sely on onling ospping o eep the promies
ey male.

TRUSTS 0827 Online shopping is reliabie.

TRUST 083 Online shopping s & inestwosthy epe e,

Convenienes (K = 05908 VAE = 0L609; @ = 0.A4)

CONVE QA3 [ fisd shoppig onling is eonvenienn

CONVE A3 | can do celise sapping atany L.

CONYE 0844 [ can do celise sopping being al sy pleoe

CONV4 CAA0 Wl shapgisg anline, T Gl oy dbopping very quickly.

Enjoyment (CR = 0LA73; VAE = (&9 a = Ed)

ENIL 036 | enjoy buying things om the |
EMIZ 0A24 Baying & o fun wiy s shop.
EMIE 042 | enjoy browsisg on the e

s
Artitadinal boyalty (CR = 0943 VAE = 0.7001; o = 0.00)

ALl OA3G 1 seldem eonssder svilching Do ssotber platfors.

ALS OIS A Lo oo e Pt eryion ool isees [ doubi the 1 would
switch the plaifoomg,

ALZ CUB3A [ Iy s (s s whenever | nied o smke a perchioe.

AL4 CLAAD Wiken | need b0 miake & purchase, this plotfiors & always my
Mswr chaice.

ALS 36 | B wing this plafonn.

ALS QA3E  Tooee, this platfoem & the bed rewil platfon o do business
with.

ALT OA43 Badieve e thi By Tevorie petall platfons

Tmpuliive buying (CR — 00042 VAE = 0.608; ¢ = 0.5

181 A6 I a sruggle wo heeve sloe thisgs 1 see online

IRz DA36 | sometimes cannol suppeess the feeling of wanting o buy
soamtething caline

183 035 | seemetimes Sed padty efies having bought someshing calise.

184 G2 [ find B dilffeull wopess dpa besgals coline.

185 QIS I s something niw om the intemet, [want o Buy i

pLL QA4 [ ama bt reckbes aboot baying things on the interner

187 O30 | sometises Buy things caline Bocause 1 like buping things,

ratler this becaise [ soed hem
Belienmtral (CR = 0055 VAE = 0.700; ¢ = 0.88)

AL A0 §can work effectively toward beag e Geancial goak.
jlnd QA4S [ carefully cordder oy needs Bofore making purchases.
A% QA0 [ ofen diay actiens uatil [ Bave carclully coasidisod the

congequences of my pechiss: dedsion.
sontisued an meer page)
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Table 2 (cortinued )

Comstructs  FL Inesis

04 GA4l 1 can sessen the semplation 1o ackSeve my Budger goals.

805 0820 IFanyene asks me where yo spent sency, | Know how oo
respnd.

SCh DES?  Having abjoctives relstol o spending B Sporiest o o,

Mote: FL: factor loading eximacted using FCA with warmax rocation. CH
campesive reliabilicy. This is compated by [Ek]!.’[zk]l } I,EH.L AVE: average
variance extracted. This is computed by adding the squared factor koadings
divided by the number of factors of the underlying construct. *p < 0.01.

extracted (AVE] and Cronbach’s alpha. The factor loadings, composite
reliability, AVE and Cronbach’s alpha coefficients were abave the cut-off
puints of 0.7, 0.7, 0.5, and 0.7, respectively (see Table 2 (Churchill,
rosel] am rcker, 1981 Hair ef al., 20010: Nunmally, 191}

If the correlation between the independent variables is high, then the
issue of multicellinearity appears (Flair = al, 2010). To test for multi-
collinearity, variance inflation factar (VIF} and wlermnces were sxam-
ined; VIF should mat be higher than 3, and tolerance should mot be s
than 2 {18air et al., 20100, The reswlis detailed in Table 3 indicate that the
current study has met the required standands.

The discriminant validity test helps assess the level of diginctiveness
of comstructs and their measures (Peter, 1981, The assssment aof
discriminant validity i acoomplished by comparing the square rom af
AVE of a constrict with the correlation between that congruct where
the sguare oot of AVE must be higher than correlation valwes (Foooo |1
and Larcker, 19817 Te et al_, 2H09)

Futile 1 shows that the obtained values of the corelation far the
comstrucks, and the diagonal values are the square roots of AVE fulfill the
criterion set for discriminant validiey.

4.3 Commean method varance

We employed Harman's single factor test (Podsakoll e ol 2007) to
test for common method variance due to the fact that the data was
collected from a single source. The unconstrained single fictar analysis
results accounted for 30.62% of the variance for the first Bctor out of
E64.08% of the total variance explained. The resules indicate that the
commoan method vafdance is not likely to affect our data. For commaon
method bias robusiness, the study followed the common latent factor
method (CLF) propased by Podsakolf e al. (20037 The results complied
with the standards, a8 the variamces between the comparative models
[with and without commoen factors) were insignificant. The CLF alsa
comfirmed the result of the former test.

4.4, Senictural mods assessment

Firsly, we tested the structural mode] with the structoral eguation
modeling (SEM) technigque. To gouge the model finess, we followed the
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fit measures, four of the following indices were empirically extrocted:
(a)] Chi-sguars/degree of freedom (p2/df) where the valoe of p2/df
should be lower than 3.0, [b) Root Mean Square Error of Approximation
(RMIEA) where the standard cut-off is a valee lower than 0,08 (e and
Bentler, 16945), (c) GFI, wherein the acceptable value must be a value of
0.90 or above (Hu and Bentler, 1599, and (d) AGF], with the standand

results (p2sdf = 2,28, RMBEA = (L055, GF1 = 0,966, and AGF] = 0.844)
met the standards, thus approving the model Atnes as per absolute Gt
MeAsures.

Secondly, indices for incremental fit measures were shown to cater to
the normed fit index (NFL), the incremental fit index (IFD), the Ciampar-
ative fit index (CFI) and the relative fit index (RFIL The standard
acceptable values for these indices must be greater than 0.90 {11y and
Denter, 1999). The empirical analysis results showed NF1 = 0,964, IFL =
0.910, CFl = 0918, and RFI = 0.951, and this complies with the basic
standard approving the model fitness,

Lastly, we testad the parsimoniouws sdjustes] measures that include
parsimony comparative fit index (PCFL), the parsimonious normed Gt
inclex (PNFIL) and the parsimonioos goodoess fit index (PGFL. The
mpub]e standard values for these indices must be above 050 Tu and
Bentler, 1999); again, our results (PCFl = 0,835, PNFI = 0.799, and
PGFL = (L7423} conformed 1o the standards. In conclusion, the structurl
madel fit results meet the goodness of madel fit standarcs.

5. Results

5.1, Direct effects

Fesults related to all hypotheses for direct effects are presented in
Table 4. All of the hypotheses are supported. Firstly, the results indicate
that all four functianal components af the OOSE [Le., interactivity,
informativeness, visual engagement, navigation, and search ease)
significantly affect online impulsive buying from e-commerce platforms
(111 Sepondly, the findings reveal that customers wha trust e.com-
merce plathorms aned find them more convenient and enjoyable to un-
dertake their purchasing process are likely 1o make more impulsive
buying decisions {112). Hence, [11 amd [12, which respectively state that
the functonal and psychological dimensons of the OCSE significantly
impact online impulsive buying, are fully supported. We also found that
components of the functional and psycholagical dimensions of the OCSE
have a significant positive impact on costomers” attitudinal loyalty toe-
wards an e-commerce platform, demonstrating suppoet for FI3 (3, b, ¢,
anel o) and F14 fa, b, and c]. l"i.rlal'lr. the findings show that customers
with greater attitudinal loyalty towards the e-commerce platform are
mare Likely o engage in online impulsive buying, and this fnding
supports [I5.

classification proposed by Hooper et al. (2007). To confirm the absolute
Tahle 3
WIFs, correlations, and discriminant walidity.
CemsIruels 1 2 3 4 5 b 7 i i 1
1 el Firy 0.A34
2 Informanivenss B3 40.A35
3 Vsl engagement am 08 0834
4 Mlavigataen ared search i 202 &9 ) 0.837
5 Trsl £I5 A4 E5E sl n.83al
B Convenigne =15 £ 213 . it 0.836
7 Enjparyinil 218 A5 Y 421 300 355 0.834
[} Atiadisal loyalty 234 Sla E1E S .B50 504 Al15 LEET
L Impubide Baying Zal -1 255 3 L] a55 B Als 503 535
1o Sl ool =33 53 i 1 A2l 508 Boic] 432 545 550 5T
Teleramsi 379 = A0 2351 LT Y TR Phci:icd 503 631 205
VIF ZEdAn 2515 1304 2853 2251 2584 1.354 1704 1.438 2104
B
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Table 4
Eesults of the direct effects.
Paths Pl coeMck s SE -slatistics R-square Edag-corneeind Ol 05% Relariceiships
Hlbgura—ia Q4ang = 051 B.424 0240 [.3300, B.5315] Sapparmed
LIE NI E 048 B.500 0247 [3165, 0LE047] Buppamad
QAFGTee 048 TEST 0215 2815, OL4604] Sapparmed
Quddqqess AT 0144 0amn [h.3485, 0.5400] Sapparmed
Hg i Q4834+ 051 RSN 0288 3834, 0.5831] Sapparmed
LI 054 B.TTS 0255 [ 3685, 0.5819] Sapparmed
L e 048 10057 0312 (3020, 0.5820] Sapparmed
Lk b e E L0235 15999 0.5ED [.3504, B.4484] Sapparmed
LEER 028 15686 0.h6h [ 3R5D, 0.4064] Sapparmed
3y g i L 025 2200 [EE Loy [0e0, 0.1 050) Sapparmed
[l P —Ty L 018 17440 058l 2712, 0.3309] Sapparmed
[ £ [ —ry L L 024 14546 o5e0 3083, 0.4022] Ssppamed
b, AL LI e L o1 24530 o4l [h.4357, 0.5125] Sapparmed
g g —ai. LREE L 020 BA0E oAl (0992, B1779) Sapparmed
HS,4 1 039324 0AE E-51 0420 [0.0704, 0.3960] Lc—
Mote: Iniret = Interactivity, Inform = informariveness, Viskngmn = Visual Engag i, hvgSEas = Navigation and search ease, trust = Tnst, convient = Coove-

nience, enjay = enjoyment, AL = Customer attimdinal loyalty towards the e-commerce platform, 1B ~ Online Impalsive Buying ***p < 0UO0L; **p < 0.00; *p < (LO5,

52 Mediaton gffects

To test the mediation effects, we ollowed the bootstrapping pro-
cedure and applied PROCESS Macros 3.2 (Hayes, 2009; 3017). More
specifically, we wed Madel 4 from PROCESS Macros 3.2 1o check the
mediation effect of customers’ attitudinal loyalty towards the platform
between the functional and pgychological dimensions of the OCSE and
omling impulsive buying. Table 5 presents the medistion results that
support & {a, b, c, and d) and H7 {a, b, and ¢). In other words, (he
impact af functional and peychological dimensions on enline impulsive
buying it mediated by customers’ astitudinal loyalty towarnds an e

commerce platform.

53 Modermtion effects

To test for the moderation effects, we applied PROCESS Macros 5.2
for SPES 35,0 Mare precissly, we nsed Model 1 of the PROCESS Macros
for first-stage moderation o check the moderation effect of self-control
between the customers’ attitudinal loyalty towards the platform and
online impulsive buying. The findings reveal that the relationship be
pween customers” attitudinal loyalty tewands e-commerce platforms and
onling impulsive buying is negatively moderated by self-control, fPL «
SC—LB. =-0.1972 t = 22558, [CE: —0.2144, —0.1801], p < 0.001. In
ather wards, HE s fully supported (see Table 6

Fig. 2 shows a comprehensive summary of the empirical findings

W estimate the magnitude of mediation effects by ing vari-
ance accounted for (VAF) technigque (Hair et al, 2016} VAF values
above 80% indicate full mediation, between 20% and 80% indicate
partial mediztion and les than 20% indicate no mediation (Hair et al.,
2016} In our analysis, we found full mediation anly for 1160c) and this
indicates that customers’ attitudinal loyalty towards platforms fully
mediates the relationship between the visual engagement component of
the functiomal dimension of the OCSE and online impulsive buying. In
comtrast, the empirical evidence offers complete support for partial
mesdiation of customers” attitudinal loyalty towards the platform ancd all
other components of functional and psychological dimensions of the
OCSE (see Table 5.

Table 5
Mediation effects.
Srruenarsd Path EXfsct A Conlidienes YWAF Relarieaships
Emerval
Hbigura—ai—ia 02082 [2.3535, 0.3442] 45% Pastial
Miadisnion
[ T L3555 [2.3120, 0.3974] 45% Pastial
Miadision
HEG, g wt-in L2765 [2.2197, D.3306] BFH Full Medistios
Hedygabmemii—m  L20EL [ 1804, 0.2363] 41% Pl
Miadision
HT bt v it i 3308 [2.2053, 03681] 4B Pastzal
Miadision
HT by ssac— il —1 02023 [2.1722, 0.2324) Al Pastial
Miadision
L . 2506 [2.2284, DF102] BB Pastial
Miadision

Mote: Intret = Interactivity, Inform = informatciveness, VisEngmn = Wisaal
Engagement, Mvg5Eas = Navigation and search ease, trust = Trust, convienc -
Convendence, enjoy = enjoyment, Al - Attitsdingl loyalty, [B = Impulsive
Buying.
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1t all proposed relationships in our conceptual frumework.
6. Discussion
6.1, Crenerm dicussion

The current study establishes that a halistic understanding of the
QeCSE a5 stimuli for customers” online impulsive buying can be gained by
combining functional and psychelogical components. To this end, our
stucly empirically examined four eritical components of functional
dimenson, these being interactivity, informativeness, visual engage-
ment amd navigation and searcho (Blaug, 2013; Pandey and Chawla,
20180, Further, we investigated the rust, convenience, and enjoyment
components of the peychological dimension (Pandey and Chawla, 2018)
amd we found that both the dimensions of the OCSE increase custamers”
online impulsive buving behavior in e-commerce plathorms. Accord-
ingly, cuslomers with a positive OCSE have a higher likelihood of
engaging in online impulsive buying.

Consdering the importance of attitudinal loyalty and customers”
self-contrel in impulsive buying (Che i and Holk k., 2001;
oria- Iy 1; Iyer et al., 2020; Vohs
. 1Ak we extended our empirical examination further
through the inclusion of both aspects. Our findings showed that the ef-
fect of the OCSE components on customers” online impulsive purchasing

riinex and Vieguesz-C
aml L

Table &
Moderation effects (self-controll
Faiks Fath SE 2 Baas- Relariceiships
celTicints sECitien ooenected CL
5%
e BNk [ -22558 [-0.2144, Sapparmed
~a1801]

Motz S = Saif .Comtral, AL = Attitudinal bavalty, 18 = Impalsive buying ***p <
L ; **p < 0L.00; *p < 005
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Fig. 2. Conceprual model showing empirical resualis.

behavior is mediated by costomers” attitudinal loyalty toward the online
ecommerce platform. Nonetheless, customers with greater self-conirol
are less susceptible w the OCSE as stimuli due o their more delibere
purchasing decisions,

6.2 Theoretic! contributions

This study contributes to the literature on cudomer experience and
impulsive buying in an online environment. We affer empirical evidenoe
that the OC5E is a significant predictor of online impulsive buying
behavior when shopping via e-commerce platforms (Ansha ool 20
thues fulfilling a critical cavity in the exigting knowledge base. The study
abso corraborates asertions that the OCSE i a multifaceted, holistic and
subjective process that encaprulates the psychological impact of all
customer interactions on e-commerce platforms (Gleicr eo 2l 2015
Movak et al., 2000; Fose et al., 201 2). Most of the prior research on lhe
OCSE has primarily focused on varous aspects of the functional
dimension (Schivsser e al, 2006; Verhoel et al,, 2009% hence the
knowledge was fragmented. However, through this study, we have
enhanced existing understanding by offering empirical suppoet to the
arguments of Klaus (2013) amel Pandey aned Chawla (2018) who pastu-
late that a holistic understanding of the OCSE can only be gained by
combining the peychological dimension with the functional one; a claim
propased in the previous liersture bt not empiceally validated wntil
now. Overall, the fAndings indicate that the four companents of the
functional dimendon and the three components of the psychological
dimension significantly affect online impulsive purchasing (Klaes, 20075
Pandey and Chawla, 2018).

Our findlings also corroborate the contention that the customers’
attitudinal loyalty can act as o mediator between the DCSE arbd anline
impulsive buying (Anshu et al., 2022 Srivastava and Kaul, 2016). We
ohserved a mechanism by which the OCSE impacts online impulsive
buving, implying that a positive OCSE changes both thu Lngml:w and

and Vargues-Casielles, 2021; Chaudhuri and Holbrook,
we deepen the existing understanding by showing loyal custoemers not
only have Bivorable mental models of platforms, but they alse have an
emational attachment w cer@in platforms  (Bleier o0 al, 200190
Avcordingly, our findings regarding the magnitude of the mediation
effect further enhances the existing knowledge through identifying that
customers’ attitudinal loyalty partially mediates the impact of all func-
tianal amd psychological dimensions. Further, cur findings also help o
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develop insights into how the customers” self-control can act a5 a
negative maderator of the relationship between their attitedinal loyalty
and online impulsive buying. This & an important connection that
directly links to the theoretical tracde-off that impulsive shopping
behavior is somewhat detrimental for the consumer, but beneficial for
the Firm.

6.3, Praceical implications

Impulsive shopping behavior can result in negative effects for the
customer; to give example, buying things that are not truly needed,
uging borrowed money and becoming in debt and contributing o
mvmn‘mﬂllf nop-sustainable consumerism {De Eervenoael et al.,
2009, O Casz amd Siahtiri, 2 tand Andrews, 2010). To
carry out ethically sound ma.r]c:un,g,. we eneourage e-commerce plat-
forms b design Features that strongly support the customers’
selfcontrolling tendencies. These include aspects of long-term financial
planning, considering one’s troe needs prior b making a purchase,
deliberating on the conseguences of one's consumption decisions,
resisting templaticns, manitering one's spending behavior and having
specific objectives relared to spending. As we mentioned in the intro-
duction, there iz a certain natural-barm conflict between revenue opli-
mization (i.e, “conversion optimization”) and the maximization of the
comditions required for healthy online shopping; one that does not rely
on impulsive behavior o be profiable. In the long run, our premise is
that the interest of shoppers and e-commerce platforms are aligned: both
want to make “genuine” transactions, for example, selling and buying
items that they have a real need for. Given this premise, the conflict
between conversion optimization and impulsive buying is somewhat
dissalved.

E-commerce platforms and merchants should act ethically and not
actively encourage impulsive purchasing. For instance, Shopify, the
renowned escommerce platform that allows entrepreneurs to s=t up an
anline store in arder o sell their products, has dedicated sections in their
Raetaril blog with themes like, *How to encourage impulse shopping' and
‘Increase sales with impulse purchases’ (Keenan 2021). This indicates
that the industry 6l has seme catching up o de in terms of ethical and
sustainable marketing.

In adelition e supporting self-control, businesses are encouraged o
invest in creating a positive DCSE by simultaneously considering func.
tional and pgychological dimensions o gain postive outcomes, in
particular developing a loyal customer base, as evidenced by our results,
which show the positive relationship between the OCSE and customer
attitudinal loyalty. Businesses can use the constructs analyzed in owr
hypotheses as 3 checklist to confirm that all of them are effectively re
flected in a platform’s customer experience management strategy that is
targeted towards lovalty (but not towards impulsive buying). This can
help e-commerce platforms to build postive shopping experiences for
customers. Overall, smulaneously supparting s=lf-control while build-

ing a strong OCSE is a balanced strategy for mitigating the harms of
impulsive shapping for the o aml the envi it while still
ensuring the platform’s competitiveness against other platforms.

When locked at in more detail, the fndings imply that e-commerce

platforms achieve loyalty benefils by improving the customers” inter-
actional experiences via designs that provide customers with relevant
information about features and costs of products, thus Baciliating the
effective decision-making of customers. Visual elements that encompass
attractive designs, fonts, colers and other visual components better axid
the customers enjoyment of their experience of shopping from e-com-
merce platforms, thereby contributing te value creation for platforms
vis-d-vis competition. If e-commerce platforms design their digital of-
ferings with consideration of the four components of the functional
dimension of the OCSE in mind, they can convert more online visitors to
become their loyval customers,

Similarly, e-commerce platforms should consicder the psycholagical
components invielved in designing and implementing the customers’
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experience and management strategies in an ethical manner; for
example, by increasing information transparency, avoiding the use of
“fake scarcity” (eg., countdown timers that rush the customer) and
deploying marketing communications that aim o inform rather than
manipulate the customers. If customers perceive the platforms to be
trustworthy, convenient and enjoyable, they feel more attachment o
these platforms, increasing their likelihood to return to them in the
Future.

These positive effects can be reached without resarting to tactics that
enhance impulsive buying. The consideration of the psychological
dimension will facilitate an e-commerce platform to increase i boyal
bage of customers, customers who will contribute o the platform’s
growth amd success, without compromising ethics and sustainability.

A4, Limitations md futre research

This study has several imitations, which translate to formidable op-
portumities for further research. Firstly, we execwuted the empirical ex.
amination in only ane country, which may limit the generalizability of
the findings because the characteristics of e-commerce platforms, reg-
ulatary infrastructure and cultural dynamics often vary depending on
weagraphy and demographics. For this reasan, we would suggest that
researchers endeavor to carry out similar stedies in other contextual
w=llings; this effort can not enly affer verification for cur findings, but
also produce interesting discoveries regarding how cultural factors
affiect impulsive online shopping.

Secandly, vur study has anly wed cros-sectional data to measure the
comstrucks, while customers’ experiences, attitudes and behaviors can
change over time. Future ressarch can benefit from designing and
applying longitudinal study designs that will study customers over fime.
Especially important are experimental studies that wauld test the effect
of different website designs on impulsive decision making, whilst also
providing data thar would help segment shoppers into “more” and “les”
impulsive buyers.

As we have suggested in the practical implications, e-commerce
platforms should not actively encourage impulsive shopping. However,
the ethical, moral and legal boundaries surrounding this isee are very
much understudied and future research in this area is  highly
encouraged.

Among the critical questions are the Following, the list is not
exhawstive: (1] How can businesses actively support self-control for
comswmers that are at risk of impulsive shopping behaiar? (2) How can
e-commerce platforms design features that support sustainable cons
sumption without harming their long-term profit ambitions? (3) What
are the effective means to segment customers into impulsive and nons
impulsive types amd how do we wse such segmentations for website
personalization? These and other critical questions remain to be
acldresssd in the field of online impulsive buying.
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