Dukungan di media sosial Kitabisa mempengaruhi saya untuk berdonasi *
1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Komentar teman di medi i keputusan donasi saya *

5
O O O sangatsen ’
di media sosial Kitabisa
4 5

Sangat Tidak Setuju O O Sangat Setuju

Saya merasa tertarik pada informasi donasi yang dibagikan oleh orang lain di
media sosial Kitabisa

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

o
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Saya berdonasi di aplikasi atau website Kitabisa karena merasa iba terhadap
orang yang membutuhkan

1 2 3 4 5

Sangat Tidak Setuju o O O O O Sangat Setuju

Saat berdonasi di aplikasi ata itabisa, saya merasa perlu membantu ~ *
orang yang kurang b

Sxitiiiamsen

5

Sangat Setuju

Sangat Tidak Setuju

Saya berdonasi di aplikasi a abisa sebagai bentuk tanggung jawab *
sosial

3 4 5

Sangat Tidak Setuju o O O Sangat Setuju

Saya berdonasi di aplikasi atau website Kitabisa sebagai bentuk kontribusi *
1 2 3 4 5

Sangat Tidak Setuju O o O O O Sangat Setuju

Saya berdonasi di aplikasi atau website Kitabisa untuk membantu sesama *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju
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Saat menggunakan aplikasi atau website Ki
donasi tanpa seb berniat

saya

1 Z 3 4 5

Sangat Tidak Setuju O o O O o Sangat Setuju

Saya termasuk orang yang se n donasi di aplikasi atau website

—a A A IAnw_

T Er——

da buat perencanaan seb
si atau website Kitabisa

Sangat Tidak Setuju O O O O Sangat Setuju

4 5

Sangat Tidak Setuju O O Sangat Setuju

Donasi di aplikasi atau websi an terasa menyenangkan *

1 3 4 5

Sangat Tidak Setuju O O O O Sangat Setuju

Saya berdonasi di aplikasi atau website Kitabisa karena keinginan, bukan
kebutuhan

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya berdonasi di aplikasi atau website Kitabisa sesuai dengan perasaan saat itu *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju
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Saya sering berdonasi di aplikasi atau website Kitabisa secara
kali

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

“Langsung lakukan” mengg saya berdonasi di aplikasi atau

--eAAA lAa\..
et

o

Sangat Tidak Setuju Sangat Setuju

Kembali Berikutnya

Terima kasih atas waktu dan partisipasi Bapak/Ibu/Saudara/i dalam mengisi kuesioner

ini i,

Seluruh jawaban yang telah diberikan sangat berarti dan akan digunakan untuk
kepentingan penelitian skripsi. Peneliti menjamin bahwa seluruh data yang diperoleh akan
dijaga kerah dan tidak disalal k

Semoga penelitian ini dapat
ilmu pengetahuan.
Atas perhatian dan partisipasinya, saya ucapkan terima kasih

serta k busi bagi

Hormat saya,
Ernawa Dwijati
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Lampiran 3. Data Jawaban Responden

s i ot s e v PSSR o 557 S0 S5 SO SO SO £ L5 A Sa 5 B 3 AT G5 GG WG S G USSR 0 A B B a1 ke a3 e as ke 0 a1 e S OO OB 00
420005 142522 ecnnanggaANE@gTALeom YA TIDAK

422026 1432 fechinainggoiané@gralicom YA YA YA YA Perempuan  Rp1O00.00 — Rp3.000.000 swasMk  PEEEME 3 3 2 3 3 3 3 4 4 4 3 4 4 4 4 3 5 43 3 3 4 3 3 4 03 3 4 4 4 3 4 4 3 4 3 3 4 03 03 3 33 o3 3 o3 3o’ o3 OB 23
422026 14 MM gens st @gmalcon  TIDAK

422006 14456 gents st @gmallcon.  TIDAK.

422005 144T43angelcakasionggmal.om YA YA YA YA Perempuan  Rpl.000.000-Rp300.C0D Swsuk B 5 5 4 4 5 5 5 5 5 4 5 4 4 4 45 55 5 5 5 55 5 8.5 5 5 5 4044 4 4 4 444555 55 55 5 5 4 4 4 4 4
420025 144TSINndratan BggAllcom YA YA YA YA Perompun  Rp3.000.001 -RpS.00.000 1 o 4 4 B 5 4 4 4 4 5 4 4 4 B 4 4 4 4 4 3 & 4 4 4 4 & & 4 4 & 8 4 8 5 5 5 &4 4 4 5 2 3 3 2 3 4 43 4 4 2 3 4
422005 1SISDRashaMENdINES@MAL com YA YA YA YA Persmpuan  <RplDOLOW swuswc o PEEME 43 403 3 5 4 4 5 3 3 3 4 5 5 4 5 5 3 4 43403 43 4 4 4 405 4 4 3 4 4 0452 3 3 3oz 4 3 3 33 o4 33
47272036 151747 amaladanT3@gmal.com TIoAK

422005 1SIZIMAAMUSIYROTIICOM YA YA YA YA Perempuan  RESO00.001- Rp1DDIDDGD 51 cems 5 5 55 s 5555555 55555555555 555 57555555 555555555555 555 5 5 5 5
47272005 15:24:28 b supryanto gl com YA W YA TIDAK

47212005 15°25°54 MARIANTIQMAL oM YA W™ YA YA Perampun  <Rp1LOINOM swaswk SURTER ¢ 5 5 5 5 5= s 5 s s 5 s 5 5§ s 5 s 5 5 s 5 s £ 5 § 5 5 5 £ 5 £ s 5 5 5 § 5 5 £E E 4 2 3 3 E 3 3 3 3 3 3 2
47212026 152716 ATEMION. 1303 gTALcom YA W™ YA YA  Peempun  RESO00.001- RpIDDIDDOD opoma  PNS s d sl als s SES s E sl s sisla sl s Sslsial s s s e Te s s s eEsl s s s 5 s 5 5 5 5 4 5 5 5 5 5 & 5 35 5
47212025 157921 GINANQPPSEQTALCom YA W™ YA YA Lmeaw  RESO00001- RpIDDIDDGD s1 Kaywn 5 5 5 5 5 5 5 5 5 5 5 5 55 55 55 55555 5555 5 5545555555555 555 5 555 5 5 5§
27212006 153223 DuagroOve QML COm YA W YA YA Lmeaw  Rp1O0D.0OD -Rp3OCO.ODD 51 Waymen 5 £ £ 5 s 5 § £ 5 5 5 5 § 5 5 s 5 5§ § 5 5 5 5 § s s § £ § £ 5 5 5 5 § 5 5 5 5 5 5 5 § 5 5 5§ 5 5 § £ 5 %
47212025 153613 rRzEIOMEAY AR gl com YA W YA YA Lmeaw  RpS000.001-RpSONO.00D s1 JoAME 4 4 &4 4 & & 3 4 3 3 4 3 3 4 4 + 3 3 4 8 & 4 4 & 4 4 4 4 4 4 ¢ 8 & & & & & &£ 5 4 4 4 4 4 & & 4 4 5 4 4 3
422026 154345 uansyekesiant@gTalloom YA YA YA YA Perempuan  RpSO00.001 - RpiDOI0OAL Dplora  Whmmm 4.4 4 4 & 2 4 4 4 4 3 4+ 4 4 4 4 4 4 4 4 3 4 4.2 3 3 4 4 4 3 &4 & & 4 4 4 & 2 2 2 2 2 2 2T Z 2 4 2 2 2 2
47272026 16:11:40 omydeviantd@gmalcam  TIDAK

47272025 17:0508 hestyunaraggmal.com YA W™ YA YA Peempun  ~Fpilocoood s2 Kayawn 5 5 5 4.5 5 5 3 5 4 3 5 5 5 5/4 5 5 4 505 4 3 5 4 5 4 5 4 5 5 5 5 5 5 35 55 5 55 5 5 4 5 55 2 5 5 5 3
422025 172030 bnupraEmali0i@gTallom YA TIDAK

420026 TradAuas@gTaLcom YA YA YA TIDAK

422005 172518 MatammacuTIggmalcom VA TIDAK

4722035 17:41:45 suharsolzoggmall.com TIoAK

222005 1834 BORAGIOSAONALCOM YA A YA TIDAK

422005 184137 Kimewapatite@igmaloon YA YA YA YA LskMabl  ResO00.001- RpiBOODI swwowk  PedaME_gle s 5.5 5 5 5 5 5,5 5 5 545 5 555 5 5 5 §08.5 5 5 5 5 5 5/5/5 555 55555 55555555555
220006 184 CIMEI N aYyaRAgOTAL oM YA YA TIDAK

422005 1922 AATMIAMACICOTILCOM YA YA YA YA Laeau  RESO00.001- RpiDDIDDAD SWASMK Kayman S 4 4 4 5 5 5 5 5 5 5 5 5 5 S5 4 4 4 4 4 4 4 4 4 4 4 4 4 & 4 @B 4 & &4 4 4 4 4 4 & 4 4 4 4 4 4 4 4 & 4 4 4
47212025 1335733 CNUDSET GgTALoIm YA W YA YA Lmeau  RESO00.001- RPIDDDOID sweowe I8, ¢ 3 & 4 5 5 4 5 s 55555 55 55 3 5 & 45 335 455 555 55555555555 33533 45 5S
220008 1ospo[IOVENABBINAL  vu  yw v va Laean Rp1OJDO00-RRIONOCOI swsuwc FEETME 5 4 5 4 5 5 5 4 4 4 4 o4 o4 s £ s s £ 5 s s 5 5 5 5 4 4 & & 5 5 5 4 &£ & 5 5 5 5 5 5 5 5 5 E 5 5 5 5 5 5
47212025 201625 MOU 455 com YA W YA YA Lmeaw RpS000.001-RpS00.00D Dgoma  kaymwn £ 5 5 5 5 5 5 5 5 5 5 s 5 5§ s 5 5 5 5 s s s £ 3 § £ 5 5 § 5 5 5 5 5 5 5§ 5 5 £ E 5 § 5 5 £ 5 5 S5 5 § £ 5
47202025 20:19:25 i supryaniog gl com YA W YA YA Lakdal  Rp3.000.001 -ApSOC0.00D Dpora Ky 5§ 5 5 5 5 5 5 5 §.s 5 5 5 5 8§05 5 5 5 5 5 5 5 5 § 85 5 5 5 55 5 5 5 5 5 5 5 5 5 5 5 55 5 5 85 5 5 5 5 §
47202026 21,42:57 Imelia 1357 ggmall.oom YA YA YA YA  Peempun - Rpinog0.mmoo 51 Weweka 5 £ 5 5 : s s £ 5 s 5 s s 5 5 s s 5 s 5 5 £ 5 3 3 3 3 £ § 3 5 5 5 5 5 3 5 5 3 1 1 1 41 1 1 1 1 5 5 5 5 %
27212025 2150129 anamErZAg QL. Com YA owm v Toak
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F ECF ECF ECF ESF ESF ESF ESF ESF ESF ESF ESF SMC SMC SMi SMC SMC SMC
s & 7 1 2 3 4 5 6 7 & A

P —

F2_F3 SMCFS FG F1
43202604003 ngekiacia 13@gTaloom YA YA YA YA Perempuan  Rp1.000.000- Rp3.000.000 st GdEMa s s s s 5 5 s s 5 5 5 5 £ 5 s § %5 £ § 5 5 5 s 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 £ E £ 5 5 5 £ £ 5 85 5 5 £ %
43202 TIFIATNAAANDOTALCOM YA YA YA VA Perempuan  Rp3.000.001 - RPS 000000 SMASMK Mayman 3 4 3 4 5 3 3 4 3 5 4 5 3 4 3 3 3 3 3 4 5 4 3 3 5 3 5 5 5 3 4 5 5 5 5 3 5 5 3 3 3 S 5 3 5 5 3 4 5 3 3 3
/32026 612706 KeWMEAYTNOGgMAL com A owm v YA sKkam  Rp3000.001-RpS000000 1 Kilyam 5 4 4 5 4 2 3 5 5 4 1.5 5 s 5.3 4 3 4 3 5§ 3 3 1 & 1 4 5 3 s 5 5 5 5 5 5 5 5 3 1 1 4 2 3 5 5 3 4 3 3 2 3
432026 7-10SS angghtwcaksonoaTGgTal.eom YA YA YA YA LskMad  Rpf.000.000-Rp3000.000 Dpoma Mhmussha 4 4 4 3 5,4 3 4 4/5 3 5 5 s 33 4.3 .2 3 3 3 3 1 3 3 1 3 2 4 4 4 3 3 4 2 2 5 2 2 2 2 2 4 3 3 2 2 2 4 3 2
/32026 75343 NMamaka 1 SEMal com A TiDak
430026 TO0SE SCIEMIINCIPANGRAGMACOM YA YA YA VA Perempuan  RPS.000.001 - RP10.000000 1 NS 4,3 4d"s4 5 4 4 3 4 3 3 4 4 4 4 3 & 4 3 4 3 338 3 3 3 &4 3 3 5 5§ 5 5 5 5 5 S5 5 4 4 4 & & 3 4 4 4 & 3 3 a& 3
432026 G:41:53 Masrusintaggmal.com vAaow va VA Perempuan  RpS.000.001 - Rp10.000.000 st BNS 4 4 4 4 4 4 4 1 4 4 4 4 4 4 a4 4 4 4 4 4 4 a4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 44 4 4 4 4 4 4 4 4 4 o4
pr———— T A A T e ——— . BT . . 4. - o~ - Uas o - VEEEREEEEEEEEEEEEEEEEERE
432025 141424 kopnaloplouuk@gmalleom YA YA YA A Perempuan < Rpl0D0.000 SMASMK Kayawen 2z 2 2 2 2 2z 2 2 2 2 2 2 2 2 2 2 2z 2 2 2 2 2 2 ¥ 2 2.2 2 2 2 2 2z 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 % 2 1
A732025 154808 ardian askyggmal.com YA ow va YA LskMad  Rp3.000.001-RpSO00.000 st Mayaem 4 34 3 4 3 4 4 4 3 4 4 3 3 3 4 3 4 4 4 4 3 4 4 I &4 4 4 43 3 3 3 4 4 4 4 4 2 2 3 3 3 4 4 4 4 4 3F 33
4042025 204312 FAZIEMENTS@gmalloom  TIDAK
4042025 204822 cumiraumara25@gmat.oom  TIDAK
4042025 205316 ralsahnuD5@gmal.com YA A A TIDAK
2042025 221414 5N 1 @ com TIDAK
47542026 6: 1134 Inukanggurgmal. com YA v YA TIDAK
/52025 19:77:41 KIVEIKZD0SEOTIL com A A A TIDAK
AS0051TST2ASUMIAEERGTA LI YA YA YA va Perempuan  Rp3.000.001— RPS000.000 st G s 5§ 5 5 5 5 5 5§ 5§ 5 5 s 5 5 5 5 5 5 5 5 5 5 § 5 5 5 5 5 5 5 5§ s 5 5 5 5 § 5§ 5 5 5 5 S5 5 & 5 § 5 5 5 G 5
4152026 23304 shmadsysugE3aggmatoom YA TiDaK
4162026 73353 WppAECATZ TS Com A TiDak
41612026 2'34:36 VITE6.CazZgggmallcom TiDaK
41512026 2:35:15 AD4SA4SEHB gmail.com TIDAK
AIB2036 27 2454 NODAIMUKESOEMal com DK
£/62026 222542 nlocpulioEaggmall.com YA owm YA YA lskbEd < RpiDDOD00 st m 4 4 4 4 4 3 3 3 £ 4 4 4 & 4 474 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 3 4 3 4 4 4 3 3 4 4 4 4 4 4 3 3
4520252230 shmadsyugEls@gmE o YA YA YA YA LskMad  RpSO00.001-Rpi0.000000 st TR 4 4 4 3 3 2 3 4 e T e 8 4 2 4 4 4 4 5 5 5 555 5 55 3 2 35 444 44
46202622305 Chalnmarianiob@gmalloom YA YA YA YA Lakbad  =RpiDOO0 st Sebun | 3 4 5 4 5 4 5 4 4 4 4 4 4 5 5 1 4 4 1 2.4 2 3 F 3 3 3 3 3 5 4 4 3 3 4 4 4 4 3 3 3 3 3 3 4 4 4 4 4 4 4 3
4192025 180827 nadia.nlladgmall.com YA owm YA A Perempuan  RPSODOCO1-RPIODDDN 52 Geen | 4 4.4 4 4 4 4 5 5.5 4 5 5 5 5 4 4 4 4 4 44 5 45 5 5 5 5 5 5/5 5 5 55 5 5 5 4 4 4 4 4 4 4 45 3 4 3 4
41142026 4:21:18 adHimam30g@ gmail.com YA TiDaK
47142026 §:01:4T AAANASISNAOANAGINE.com  TIDAK.
4142026 £:03°31 elfaknallsasaggmal.com YA A A TIDAK

47142026 61035 CaCAAM 2GR COm TIDAK
£714206 61618 Rey2piggTaLCom oAk

41472026 52305 aftahrighosggmall.com TIDAK
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Pk EC7 07 £ S0 £ O £ £33 L L L3 O 1 L3 MO U, WM M a0 B2 30011 1z 0 A6 e 17 A0 49 OO U0 00 O 08,
A14DMETOTIEMONCAEANMAAQTALO YA YA YA YA Permpian  Rpd0D0.000—Rp3000.000 Swwswk oINS 5 4 g 4 4 5 4 5 & & 4 5 &4 5 4 4 5 5 4 8§ &4 4 4 5 5 4 4 4 4 4 4 5 5 4 5 5 5 5 5 5 4 4 5 4 4 4 & & 3 & & 5
4142025 124305 amandaggmal.com YA Y YA YA  Pemmpun  Rpl000.000-Rp2000.000 SMASMK PSHIM3| 4 4 4 4 5 3 5 2 8 5 4 4 5 4 5 3 B 4 4 4 5 5 4 4.5 3 3 5 4 85 4 3 2 4 5 5 35 4 4 4 585 2 2 2 5 2 5 4 45
uoms i agralm YA YA YA YA P Rpimas mpocasss  swwswk PEEEM L s 4 3 s s 34 s s 4 4 s 5 ios 4 3 3 8 4 8 4 & 4 5 5 4 4 5 3 8 & 5 4 s s 405 2 o4 22 4 8 4 2 4 405 4z
D05 ZETS2OMAUENEST@gTELcom YA YA YA YA Lakkaw 10.00.0000 s2 Kayawan 5 4 4 4 5.4 4 4 5 5 5 5 4 4 5 5 s/ 5.5 5 5 5 4 5 4 4.4 5 5 5 5 5 5 5 5 45 5 5 55 55 55 85 5 5 5 5 5§
414205 1E1I2 danaakninguT2S@galson YA YA YA YA Perempin  Rp1.OI0.000-Rp3N00.000 Dpoma Kayawn & 5 4 5§ s 5 5 § § 5 5 5 § 5 5 5 5 5 5 5 5 5 § 6 5 & § .5 5 5 S 5 5 6 § § 5 5 5 5 5 5 5 5 § § § 5 8§ 5 5 5
DS TI2TEpNEEATORIBgTALCO YA YA YA YA Perempin  Rp1O0.0I0-RpS000.000 Suvswk podEME ., . 4 s 5 5 5 4 5 & 5 &4 5 4 5 4 & 4 4 &4 & 4 5 5 4 4 5 5 5 5 4 5 4 5 4 5 & 5 4 4 4 4 5§ 5§ 5§ 5§ 5 5 5 & 5 5
4142025 132337 collapui2Tggmal com YA Y YA YA  Pevpwn  Ap1000.000-Rp2000.000 SMABMK P2 4 4 5 4 5 3 3 5 4 4 2 3 4 4 4 3 & 4 3 4 5 4 4.2 5 4 & 5 4 & 4 4 4 4 5 3 & 5 2 2 2 1 2z 1 45 43 12 22
4142025 133015 rendiodenggmail.com DAk
44005 B0 EEryhednggralcom YA YA YA YA Lakaw  Rp30[0.001 -RpSD0000D SuASMC PORIMEL 4 4 4 4 S 3 4 4 4 4 4 4 4 4 4 4 4 4 4 4 1 4 4 44 4.5 4 4 4.4 4 4 4 4 4 4 & 4 4 4 4 4 4 4 4 4 2 4 4 4 &
4142028 1E3305koramoorRspO0SE@gTaleom YA YA YA YA LakMak  <RplDI0Om st PedaMa 4 45 4 5 5 5 4 4 5 4 4 4 5 5 4 5 4 4 5 5 4 4 5 4 5 6 5 4 4 4 5 5 4 4 5 5 4 4 5 4 5 4 5 5 4 5§ 5 4 5 5 &
4142005 133519 bayuend@gmall.com YA oW oK
400 (IAEASIOtOpSSy@gTaloom YA YA YA YA Lakkaw Dgora  Kayawn 5 5 5 5 5 5 5 S § 5 5 s 5 5 5 5 S 5 55 5 5 5 555 s 5 55 S5 5S 5 5 5 5 55 5 5 5 5 5 585 §5 5 5 5 5 55
Y4205 U24SEyheEKeTRSMgTAL o YA YA YA YA Lakaw SMASMK  pode™3 . 5 4 5 5 5 5 5 5 5 5 5 5 5 5 5 5 3 4 4 4 3 4 3 4 4 4 4 5 5 5 5 5 5 £ 5 5 5 2 3 3 3 3 2z 4 4 5 4 4 4 & 3
4142025 15,1731 ZpcerOUTAIZEZGNAL w TIDAK
414005 153150 penniaeuiggTAloom YA YA YA YA Lakkaw  Rp3000.001 -RpSH00.00D 1 Kaywn 5 5 4 § 5 5 5 5 5 5 4 5 5 & 5 4 4 4 5 5 5 5 5 4 5 5 5 5 5 5 5 5 5 § 5 5 § 5 § 5 5 4 1 5 5 § 5§ § 5 4 5 8
4005 G IGASwWdaamansaTIEggTalloom YA YA YA YA Perempmn  Rp3O0.001 ~RpSD00.00D s1 jodaMa 4 4 3 3 5 4 4 4 5 5 5 5 445 4 s5s/43 435453445355 4535455 433 24344543353
414005 63T A TINAGUENIS03ggTAk oo YA YA YA YA Lakaw  Rp300.001-RpSD00.0D sumswc BMAL 4 3 4 3 4 3 4 4 4 4 4 & 4 4 4 & 4 4 4 4 4 43 3 ¢ 4 4 4 4@ 4 4 4 4 4 4 4 4 4 4 3 4 4 4 4 4 4 4 4 4 4 &
AUO05 G OMENaOTEGgTAlcom YA YA YA YA Perempmn  Rpl.O0.000-Rp3000.000 st jodala, + 5 4 4 5 4 4 s 5 4 5 ¢ 5 45 5445 4554 5044545 4545 4455 445 45 4455 45 445
4142005 190251 amesaheyngrallcom YA Y YA YA  Pemmpwn  <Rpl0oogmo st joAaMa 5.4 T 5 4 5 4 5 5 4 5 ¢ 5 4 5 S 4 5 445 4.5 45 45 5 4574545 45 555 44545455545 45
41412025 20:06:52 difautadgmal. som YA Y YA YA  Pemmwn  <Rpl0oodm SUASMK podaMd 5, 3 3 5 3 3 5 3 ¢ 3 3 3 5 33 3 3 4 5 3 3 5 5 3 4 4 4 5 5 3 5 4 4 5 3 2 3 4 2 2 3 4 3 4 3 2 3 4 3 4 4
4142025 220037 grestapur22gagmal.oom YAV YA TIDAK
411412005 221055 yasiiprwtig@gmal.com YA YA YA YA  Pemmpun  Rpl000.000-Rp3000000 SUNSUK pedaM L,y 5 4 4 4.4 4 03 4 4 ¢ & ¢4 4 5 4 4 5 4 4 5 4 4 4 4 5 5 4 4 5 4 4 5 4 4 & 5 4 4 4 4 & 4 4 5 4 4 5 4 4
4142025 252310 Hara puS 1 Ggmal com YA YA YA YA  Pemvpwn  Rpi000.000-Rp3000.000 s1 Waymwen 5 4 5 5 5 5 5 5 3 5 5 5 5 5 5 55 5 5 5 5 5 5 2 5 5 5 5 5 35 55 5 5 5 5 5 335 55 25 5 5 255 5§
411572026 0:37:31 ImeT5 327 g gmai com YA YA YA YA  Pemvpwn  Rpi000.000-Rp3000.000 51 Kaymen 4 5 5 4 5 5 4 5 & 5 4 5 4 5 4 5 £ 5 5 4 5 4 5 4 5 5 4 4 5 5 5 4 5 4 5 5 4 5 5 4 5 45 5 4 5 5 5 4 5 5 5
A1SPOR6 IEMANMAEDGSO@OMALIOM YA YA YA TIDAK

YA YA YA YA  Pemvpun  RpS000.001-RpI0OD000 st Baywn 5 4.4 5 4 5 4 4 5 2 4 5 4 5 4°4 4 5 4 5 495 5 4 4 5 4 5 5 5 4 5 4 4 5 4 5 5 4 4 5 5 4 5 4 5 5 4 4 5 4 5
415005 100737 phrlebasyet23ggnalloom YA YA YA YA Perempin  Rp1O[0.000-Rp3000.0D SMASWK  odaMETT, ey 4 s 4 s s s 4.5 5 4 4 5 3 & 4 2 2 5 4 85 5 & 5 4 5 5 5 5 4 4 5 5 3 5 5 4 2 3 2 1 2z 5 4 4 3 3 & 2 4
415026 1ISTABpUETIIENSIGEgTAOOM YA YA YA YA PereTpmn  Rp1OI0.000-RESD00.00D swwsme FEaMa 4, 5 4 5 5 4 5 4 4 § 5 4 5 4 4 5 4 4 5 4 5 S 4 5 4 4 5 4 5 4 4 5 4 5 4 5 &£ 4 5 4 5 5 4 4 5 4 4 3 5 a4 4
AHS2025 130744 siutsananT ggmall.oom YA YA YA YA  Pesvpwn  Rpi000.000-Re2000000 SMASWK a3 3 3 5 4 3 4 &£ 5 4 5.4 4 4 4 5 5 4 3 4 4 5 5 4 4 5 4 4 5 5 5 5 4 4 4 4 5 4 3 4 3 3 4 4 4 5 4 5 & & &
4150005 TBTZISDRSOAIGIQNALCON YA YA YA YA Pemmpmn  <RpLODIOND susswc FS4OM3 5 5 4 5 4 4 4 5 s 5 4 4 &4 5 5 5 5 3 4 4 4 45 7z & &5 5 5458 s/d a4 a a5 55 s 4 a5 5 54 4 5 a s a
SEIS RIS Mazmvadeadnaggralcon YA YA YA YA Permmpmn  RpSO00.001-Rpi0000D30 susswc PEHUM3 4 5 4 4 5 5 4 05 s 4 3 05 5 3 4 5 4 4 5 S 2 4 5 5 4 3 4 45 5 4 4 5 5 3 4 4 4 5 4 45 3 5 4 4 4 4 5 4 45
4187006 147 3shishayanzi@gmaloon YA YA YA YA Pemmpuan  Rpi000.000-Fp3 00000 st PEdaM s 3 4 455,45 5 4 5 ¢ 4 5 5 3 4 4 34 5 5 4 S 4S5 5 5 5 4 4 4 5 4 4 4 3 5 3 4 1 5 3 2 4 5 4 3 3 1 2 2
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Pandidikan ECF ECF ECF ESF ESF ESF ESF ESF ESF ESF SMC SMC SM MC SWC SMC SMS SMS SMS SMS SMS SMS SMS OB OI8 OB 0B OB
Filtar4  Janis Kslamin Pendapataniang Saku per Butan R EETE TEE TR SIS IYSM A2 A3 M OAS AR A7 AR A3

Terakhir MC F5 F& F1_F2 F3 T T2 T3 B1 2

4182026 3:2503 aufaaula4 11@gmall.com YA YA YA YA Perempuan = Rp1.000.000 Bl mﬂi 4 5 5 5 4 4 4 5 5 5 5§ 5 &5 5 § 5 5 § 5 5 5 5 5 4 4 4 4 4 4 4 4 4 5 5 5 5 5 5 4 4 & 5 5 5 5 4 5 3 4 3 4 3
4182026 3:27:52 lutpll.arpl2Sg gmall.com YA YA YA YA LakHakl [Rp1.000.000 — Rp3.000.000 SMASMK m’n 4 5 2 3 5 3 4 4 5 3 2z 5 4 4 3 5 4 2 3 5 5 3 5 4 3 3 5 4 2z 5 & 2 12 4 5 4 4 5 4 5 4 4 5 5 4 4 5 5 4 4 =
aemmsENEOTGgLET v W A W P muomn-meoood  Swewk PSR 4 s 4 5 4 s s 403 & 5 8 5 4 5.5 2 4 3 3 3 4 & 4 5 4 5 & & 5 & a5 4 s 5 a5 5 45 s a5 soss 4545 s
aram s ETaagTEn v W A M peerpan  Rpuomn meoood  suvewk PSR 4 & s 4 s 3« 4 s s & s & 4 5 s s 3 s 4 3 8 s 4 & 5 405 s & s s & 4 s 5 a5 445 &8s L5 &5 44 s s
4182026 7:03:33 ammarayashintaggmall.com YA YA YA YA Perempuan  Rp3.000.001 - RpS.000.000 SMASMK w 4 4 4 5 4 5 3 5 4 4 4 5 4 5 5 4 5 4 4 4 5 4 4 4 £ 5 3 4 5 5 4 5 4 4 3 3 4 4 4 4 &4 5 4 5 4 5 £ 4 4 4 3 1
ez 112225 ke ggToln | TIOAG

4/1672026 11:5527 nikmatullalyanT I@gmalleom  TIDAK

wionom oSTTIYETIGETSIEm A A A YA empin  Rpsdo0o;i-mpioowon 31 by 3 4 & 4 3 43 4 & 4 & 8 & & & 4 & & s & & 43 3 4 4 4 83 s 4 4 4 s s s 4 4 4 8 & 4 4 4 4 88 8 4 ot
O o

4162025 19.35:47 widyaanggrainii 35@gmal.com YA YA YA YA Perempuan  Rp1.000.000 - Rp3.000.000 3 Karyawan EI § 4 3 4 4 3 4 5 z 3 4 4 5 3 4 5 1 2 & 4 3 3 4 5 4 4 3 4 &4 5 4 3 4 4 5 4 4 4 5 5 4 3 4 4 5 5 5 4 3 3
41672025 19:45°14 Keanaamanda3S@gmal .com YA YA YA YA Perempuan  Rp3.000.001 - RpS.000.000 =1 Karyawan S 4 3 4 5 5 4 4 3 4 1 4 3 4 5 5 3 4 1 2 4 4 5 4 4 3 4 5 4 4 5 4 4 3 4 4 5 4 5 3 & 4 5 5 4 ¥ 5 5 4 3 4 35
wioos B entggran A W % e Reaoooi msemon 8 Wt & 4 3 4 5 S & 4 & 33 & 8 5 & 5 &3 & 5 8 45 43 5 45 i3 3 4 45 5 5 s 3 4 43 &5 s o4 3 &4 48 o5 ox
o EmSATREGITMEN A T W A Pempin R0 -mSS0E 50 T L
woom s gTNggTEEn YA YA YA Pemrpin  Rpioocm-mpoNoon . cwwsw P 4 4 3 4 5 s s 5 & 3 1 5 3 5 5 5 & 3 2 2 45 5 3 4 & 33 s 83 4 e s sos 3 s s 403 &5 s oa 3 &5 53 sk
41612025 19:56.27 aldaalfanyy@gmall.com YA YA YA YA Perempuan  Rp1.000.000 — Rp3.000.000 3 Karyawan 4 4 3 4 5 4 5 4 3 4 1 4 4 3 5 4 3 s 1 2 4 5 5 4 3 4 5 4 4 5 4 4 3 4 5 5 3 5 5 4 4 5 5 5 4 5 5 5 4 5 5 2
41612025 20:00:56 gladysamanyraS2s@omallcom YA YA YA YA Perempuan  RpS5.000.001 - Rp10.000.000 3 Karyawan 5 3 5 5 4 5 ¢ § 4 4 5 4 3 4 5 5 4 4 4 5 5 4 5 3 4 5 4 5 4 5 3 4 4 5 4 4 3 4 5 3 4 4 5 5 4 3 & 5 5 3 4 3§
e S A A A S g e Knmen & 3 & 5 & 05 & s & 4 2 s s 5 5 5 3 4 & 5 4 45 3 4 5 s 405 53 4 4 5 5 3 55 s o3 s oss s s 3 &5 48 st
S A S Kpmn & 3 & 5 5 3 4.5 3 4 & s s s & 53 4 s 3 455 3al 455 4 os 34 34 55 s 43 455 45 s 385 34 4s
o USSR A T A VA Pempin  pSa0-mpiocNon 31 Ky s 4 3 4 5 5 4 5 3 4z s & 5 & 53 4 2 1 5 4 5 4 4 5 3 4 85 s 435 s s 53 345 55 455 &4 4z s os
41672025 20:08-55 reynandanuariaghgmall.com YA YA YA YA LakHakl RpS.000.001 - Rp10.000.000 Bl Haryawan 5 4 3 5 4 5 5 5 2 4 4 3 5 5 4 5 2 2 § § 3 4 5 5 4 5 5 4 3 4 5 5 4 3 5 5 4 3 4 5 5 4 5 5 4 3 4 4 3§
411612025 2010050 rafarshanE 36 gmail. com YA YA YA YA Laki-ak RpS.000.001 - Rp10.000.000 Bl Karyawan 4 4 5 5 5 3 5 § 4 5 5 4 5 5 £ 4 3 4 4 5 5 4 4 5 5 5 4 3 4 4 5 5 5 4 5 5 4 3 4 5 5 4 4 4 4 5 3 4 4 4 5 1
P S A S swsw TSEMR L 4 5 g 4i s s 4 s 2 s 05 &8 5 < s 2 1 485 44 3 4805 4 8 s 85 43 55 s 43 &5 s s 43 s 43 4 s
o eOTORTIEDIAE A M W A LmaU o0 mpoNoN S Knmen & 4 3 4 5 5 s 4 : 3 & s s s o+ 43 s 5 45 5 s 3 4 s 5 55 s 3 4 s s 5 3 4 s 45 s 43 sos &5 34 st
41672025 20:17:12 nawazahiraSOghgmal.com YA YA YA YA Perempuan  Rp3.000.001 — RpS.000.000 = Karyawan 4 5 4 5 5 4 4 3 4 4 5 5 5 3 £ 5 5 4 1 2 4 5 5 4 3 5 4 4 5 4 & 3 4 5 5 4 5 5 4 3 4 5 5 4 3F 4 5 3 4 4 5 1
41672025 20:19010 abizharsighifarie@gmallcom YA YA YA YA Laki-akl [RpS5.000.001 - Rp10.000.000 = Karyawan 5 5 5 4 4 5 4 4 4 5 5 3 4 5 4 4 4 3 4 5 5 4 5 3 4 4 5 5 5 4 3 4 5 5 4 5 5 4 5 4 3 4 5 5 4 4 5 5 4 5 5 &
4172026 3.16:45 aureianiaurora3d@gnal.com YA YA YA YA Perempuan  Rp3.000.001 — RpS.000.000 51 Haryawan 5 4 : 4 5 4 5 8§ & 5 1 4 & 5 4 85 3 5 2 1 4 5 4 4 3 4 5 £ 4 4 3 4 4 5 5 4 &4 3 4 3 4 & 5 5 5 4 3 4 3 4 4 3
A ETIEUARNCIBGEIEAN YA ™ A A lan  WSNOM-MUOmO0  Dpoa  Knmen £ 3 4 & 5 5 & 4 4 & 2 ¢ s 4 4 5 & 4 2 15 5 &3 & 2 5 5 : s 34 & s s 5 &35 43 &a s s 83 434 ss
avmmsEsTEaMmGgTn v ™ A W lwan  memomimeodid  swewk PSR . 4 3 4 s s o s & 84 & s 4 & 5 & s 1 2 5 5 s 3 e 45 s s s a3 &8 s 4 a3 5 43 ca 55 sss a3 oss
41772026 3:20:57 emillazeannisab@gmall.com YA YA YA YA Perempuan  Rp3.000.001 - RpSI000.000 Eal Karyawan 5 4 3 4 4 5 5 5 4 4 1 4 5 5 5 5 3 4 4 5 5 4 5 4 4 4 5 5 4 5 4 3 4 4 5 5 &£ 4 3 3 & 4 5 4 5 5 4 5 4 3 4 5
41772026 3:22:36 danisimmanueiSs 1 @gmall.com YA YA YA YA Laki-akl [Rp1.000.000 — Rp3.000.000 SMASME :i"v:;va 5 5 5§ 4 5 5 5 £ 4 3 4 5 5 5 5 5 4 3 4 4 5 4 5 4 3 4 5 5 4 4 3 4 4 5 5 5 4 3 4 3 4 4 5 5 5 4 3 5 4 3 4 1
41772026 3:23:55 cindyrahmadhea 1 18@gmal.com YA YA YA YA Perempuan  Rp3.000.001 — RpS.1000.000 &1 Wirausaha 5 5 5§ 4 3 5 4 § 4 4 3 4 5 5 4 5 4 3 4 5 5 4 = 3 4 4 5 5 4 5 4 3 4 5 5 5 4 3 5 4 4 4 5 5 5 4 5 5 4 3 4 35
avmmsmsEsSggTEan v ™ A W lwan  Rpueomm-meo0od . SwSMk SSEMS o o s 5 4 s o5 4 3 & s s 5 & 05 & 3 2 5 5 s s 4 3 4 a3 & 5 35 &3 s 5 a5 5 435335 834345 s
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pokarjan ECF ECT

ECF ECF E
3 4 5

ECF ECF ESF ESF ESF ESF ESF ESF ESF ESF SMC 3|
7 1 2 3 € 7 8

MC
F3 SN F:

SMS SMS
WS a2 A3 Ma A5 AC AT AB A9

OB OB OB OIS 0B
T T3 Bl

41712026 32723 bEIaTSNINGELZGMA. Com
41772026 3:36.45 azzatvadena22Tggmal.com
411772026 3:35:13 z3yyanalabbassy 9@ gmal.com
41772026 34036 naufalaighaNiara0S@igmal.com
41772026 342104 MeasabninaB4ggmall.com
41712026 34330 gracellapuinisaSepgmall.com
/1712025 15:17-05 adamerizaggmal.com
4/T7I2026 151821 adameriza 1Bggall.com
4ATI2026 15:2210 CAZMEHENOGGMaLCM
/172025 15:25:48 cuscreatvaggmal.com
ATI2035 15:31105 JAmUokeanTZERgMI Com

/1772025 151408 NANDIKADANEAEMUrGgTaL com
, 414 "ENETGNETEagENOMS BT
AATI005 154401 g

a

YA

YA

YA

YA

YA

YA

YA

A

YA

A

A

YA

/Y7025 15:45731 KIEIHTSINIGEMMENIQIL COM YA

/1712005 160237 MAENISpOMAIENAEOTLCOM
441712025 16:06:07 olaholehramintergggrallcom
4172005 tena2s TSR GEATS T
4/1TI2006 1601134 nafikakopigggrmal com
/1712025 1619040 tkonkervaminieng g com
41712025 16:2221 Viabyminten@grral.com
4172035 162021 20 mpaASEaycenatg gl
441712005 16:36:15 hewlkugardenuoudggmail com
4170025 25113 sleaviryfeltaggmal com
418206 013045 altareipracipasoggmail.com
41182026 031,41 kelsyazar7Tgmallcom

4182026 03705 reVnan=ASUSN 1T gma com
4182026 0:45:32 andl pratamaz7 @gmal.com
4182026 10549 LA SINCE0S1 B Com
4182026 21037 S raNMAWSTE3@GMAL com
471872026 2:15:46 dewlestansS@igmall.com
4182026 218102 N3 KUMI3B3E T com

4182026 22224 CahWo NUAGRONCE2EIMN Lo
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Pefempuan  Rp3.000.001 —RpS 000000
Perempuan  Rp3.000.001 —Rps.000.000
Lak-iakl Rp5.000.001 - Rp10.000.000
Lakiak Rp5.000.001 - Rp10.000.000
Persmpuan  Rp1.000.000 - Rpa.000.000
Perempuan  Rp3.000.001 —RpS.000.000
Lakiia Rp5.000.001 - Rp10.000.000
Persmpuan  Rp1.000.000 - Rpa.000.000
Lk =~ Rp10.000.0000

Persmpuan = Rpf0.ODC.000

Lk Rp3.000.001 —Rp5.000 000
Lk 'Rp5.000.001 - Rp10.000.000
Persmpuan  RpS.000.001 - Rpi0.0J0.000
Pefempuan  RpS.000.001 - Rp10.000.000
Pefsmpuan  RpS.000.001 - Rp10.0N0.000
Perempuan  Rp5.000.001 - Rp10.0J0.000
Laki-am 'RpS.000.001 - Rp10.000.000
Persmpuan  RpS.000.001 -Rpi0.0J0.000
Lak-iakl = Rpi0.000.0000

Perempuan = Rp10.000.0000

Persmpuan = Rpi0ODC.000D

Lakiak = Rpi0.000.0000

Lakiia Rp1.000.000 - Rpa.000.000
Pefsmpian  Rp3.000.001 —RpS000 000
Lakiia Rp1.000.000 - Rp3.000.000
Laki-am RpS.000.001 - Rp10.000.000
Pefsmpian  Rp1.000.000 - Rp3 000000
Perempuan  RpS.000.001 - Rp10.00.030
Pefempian  Rp3.000.001 —RpS 000,000
Laki-am = Rp10.000.0000
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41872006 2:36:37 el Kumiawand45@gmal.com
41872006 322:06 maya sar7aggmallcom
41872006 32421 ko SapuTAVMgTAL.com
41372008 32857 T nAnGayaNET Mgk com
41372006 33106 T NEyEREGTEH. com
41872006 33318 pun ayUsS@gTalLcom
41372026 3:35:30 T AN SEMMANE QAL
41372006 338244 ansanumaIzaZ IR Qg Com
41372006 4:35:56 hentra wiaya45gmal com
41372006 43801 nuraenT3@gmalcom
41372006 4:40:04 Bara prameswar 3pgmial.com
41872006 4:42:14 gallh pratamassggmal com
41372006 4:44:09 e rak0sOSSEgMaL com
41372006 4:50:55 vinaCKEIVianITT @grmal com
41372006 4:52:45 testangorana0ggmisk.com
41872006 &:54:45 ahva TATE2 QgL Com
41872006 7:45:05 K3 WuEaNGS 1 gl com
41372006 752,03 yum sapUTA3 gL com
41372006 754734 nund nsayENIS@OmAL com
41872006 7:56:45 Wahyu NayarT2ggmalcom
41812006 T:55:17 ha karmka2B gl com
41372008 B01:44 oL NarN0SS @A com
41372006 50525 meia sanSIggmak.com
41312006 5:07:15 nugroho wIbowDS7 gmal.som
41372006 5:08:34 raina dewrEggmall.com
418/2005 B:11:52 musyad prasetyod | @gmall.com
41872006 5:13:44 Iniah pemEtEEEEgmALCom
41372006 5:15:37 hkiman hakimsBggmall com
41372006 5:18:00 sn. wahyuniB4@gall.com
41372006 52033 Kumiawan 337 @gmal com
41872006 52215 Wan pUSPIS2@O. Com
41372006 5:24:08 ko susioOB g com

2112025 105823 rezanvainy 17 @gmal com
472112025 21:4027 zufasafiah| @igmal.com
S2025 200507 tueymuaies52ggmal.com
SHS2025 20:21:44 enlwinnesggmall.com
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Pandidikan ECF ECF ECF EGF ECF ECF ECF ESF ESF ESF SM MC SMS SMS SMS SMS SMS SMS SMS
Jonils Kelamin Pendapataniiang Saku per Buian 7o EE FTETE = B a2 A3 A oAS AR AT AR A3

3 F2_F3 F7 Fl_F2 F3 F4 F5 F§ 2 B52
Lakiat Rp3.000.001 - RpS.000.000 SMASMK Kaymwan 4 5 4 5 4 5 5 4 4 5 5 5 5 5 5 5 5 5 5 5 5 5 4.4 4 5 5 5 5 4 4 5 5 5 5 5 5 5 4 4 4 4 4 4 5 5 5 4 4 4 4 4
Perempuan  Rp3.000.001 - RPS.000.000 Diploma Kayawan | 4 4 4 5 5 4 4 4 4 4 4 4 4 4 4 5 5 5 5 5 5 5 4 5.5 5 5 5 4 4 4 4 4 4 5 5 4 5 5 5 5 5 5 5 4 4 4 5 5 5 4 4
LakHEm Rp1.000.000 - Rp3.000.000 SMASMK WiaUsMa 4 5 5 4 4 4 5.4 5 4 5 5 5 5 4.4 4 4 3 4 &4 5 5 4 4 4 &4 4 4 5 5 5 5 4 4 3 4 4 4 3 4 4 4 5 4 3 4 5 4 4 3 &
erempuan  Rp3.000.001 - RPS.000.000 s1 Kayman 4 4 4 5 5)4 4 3 3 4 4 5 4 4 5 4 34 4 4 5 4 4 4 5 4 .4 5 5 4 4 3 4 5 5 4 4 5 4 4 S5 4 5 5 4 4 S5 4 4 4 4
Lakam = Rp10.000.0000 s1 Wemema 4 4 4 4 5 5 4 4 3 & 4 5 5 S5 5 4 4 85 £ 4 4 4 &4 4 4 5 4 5 4 4 4 4 5 4 4 4 4 5 4 4 4 4 4 3 4 5 S 4 4 4 5 s
Perempuan  Rp3.000.001 - RPS.000.000 51 Kayman 34 4 5 4 4 4 4 4 5 5 4 4 4 4 5 3 3 3 4 4 44 4 5 4 5 5.4 4 4 &4 4 4 4 4 4 4 3 4 4 4 4 4 4 4 4 5 5 4 4 &
LakHat Rp3.000.001 - RpS.000.000 s1 Ky, 4 4 4 4 4 5 4 4.4 4 4 5 5 4 5 3 4 4 4 4 4 4 33 4 4 5 4 4 4 4 3 4 4 4 3 4 4 4 4 5 4 4 4 3 4 4 4 4 4 4
Perempuan <« RP1.000.000 SMASMK Kaymon 4 5 4 4 5 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 5 4 4 4 5 2 & 5 5B 4 4 5 5 5 4 4 4 4 5 4 4 4 & 5 5 5 4 4 4 4 3 4
Laki-at Rp3.000.001 - RpS.000.000 51 Kaymwa | 4 4 3 4 4 4 5 4 4 3 4 4 4 4 4 4 4 5 5 4 5 5 5 4 4 4 4 4 5 4 4 4 4 4 3 5 5 5 5 4 4 4 4 4 5 5 4 4 5 5 4 4
Peremguan  Rp1.000.000— Rp3.000.000 SMASMK Yaymem 4 43 4 5 5 5 4 4 5 5 4 4 5 5 4 4 5 4 5 4 4 4 4 5 5 4 4 5 4 4 4 5 5 5 4 4 4 5 4 4 4 5 5 4 4 5 4 4 4 4 5
Perempuan  Rp3.000.001 - RpS.000.000 51 Wiasaha 4 5 4 4 4 4 5 4 4 4 4 4 4 4 5 4 5 4 5 4 5 5 4 4 5 4 4 5.4 4 5 4 5 4 4 5 4 5 4 5 5 5 4 4 5 4 4 4 4 5 4 5
Laki-at Rp3.000.001 - RS 000.000 51 Kayman 4 5 4 4 5 4 4 4 5 3 2 4 5 4 4 5 4 3 3 3 4 4 5 4 4 5 5 4 @4 5 4 4 5 4 4 5 5 4 4 5 5 4 4 4 5 4 5 4 5 5 4 4
Laki-at Rp1.000.000 - Rp3.000.000 SMASMK Wiasaha 4 3 4 5 4 5 4 5 5 4 4 5 4 5 4 5 4 4 5 5 4 4 5 4 4 5 4 5 4 5 4 4 5 4 4 4 5 4 4 5 4 4 5 4 5 5 4 4 5 4 5 4
Persmpuan  Rp3.000.001 - RpS000.000 81 Kayman 4 4 5 4 4 5 4 4 4 5 2 4 5 4 5 4 4 4 2 2 4 5 4 4 5 4 4 5 5 4 5 4 4 5 4 5 5 4 4 4 5 4 5 4 5 4 5 4 5 4
Persmpuan  Rp1.000.000 - Rp3.000.000 Digloma Kayman 4 4 4 5 4 5 4 4 4 4 2 4 5 4 5 4 4 4 2 2 4 5 4 5 5 4 5 4 3 2 4 4 5 4 4 5 4 4 4 5 4 4 5 5 4 4 5 5 4 4 4 4
LakEn < Rp1.000.000 SMASMK WiasMa 4 5 4 4 4 4 5 4 5 4 2 4 5 4 4 4 4 5 T 2 4 5 4 5 4 4 4 5 4 3 4 5 3 3 4 5 5 4 4 5 3 3 4 4 5 4 5 4 4 4 5 &
Perempuan  Rp3.000.001-RPS000.000 s1 WemEia 4 5 4 4 5 4 5 4 5 4 4 5 4 4 5 5 5 5 4 3 4 5 4 5 4 4 5 4 5 4 5 5 4 5 4 5 4 5 5 3 4 5 4 5 4 4 4 3 3 4 4 2
Lakam Rp3.000.001 — RPS.000.000 s1 Kayman ¢ 4 4 5 5 4 4 4 S5 & 5 4 4 5 4 5 4 5 5 5 4 4 4 4 5 4 5 4 4 4 5 4 4 4 4 5 4 4 5 4 S5 4 5 & 5 5 S5 4 5 4 3 4
Deremguan  Rp3.000.001— RPS.000.000 Diplama WEmENa 4 4 5 4 4 5 5 4 & 3 4 4 4 & 5 3 4 4 4 3 3 4 4 4 4 5 5 4 4 4.4 4 4 5 4 4 S5 4 4 4 3 4 5 &4 4 5 &4 4 4 4 4
Lakam Rp1.000.000 - Rp3.000.000 SMASMK Kaymen 4 5 4.4 4 5 4 5 4 4 4 5 4 4 5 4 4 4 & 5 5 5 4 4 4 5 5 5 5 5 5 4 4 5 5 4 5 5 4 4 4 4 5 5 5 5 5 4 4 5 5 &
Peremguan  Rp3.000.001—RpS.000.000 s1 Weagala 4 4 4 4 5 5 5 4 5 4 5 4 4 5 5 4 4 5 4.4 5 5 4 5 4 5 5 4 4 5 4 5 4 4 5 5 4 5 5 4 5 4 4 5 5 5 5 4 5 4 §5 4
Lakam = Rp10.000.0000 s2 Kayman 5 5 4 4 5 5 4 5 5 & 4 4 5 S5 5 4 4 4 4 4 5 5 5 4 5 5 5 5 5 4 4 4+ 4 4 5 5 S5 5 4 4 4 5 5 5 5 5 S5 5 5 4 4 s
Peremguan  Rps.000.001 - Rp1E.000.000 s2 Kaymwan 4 5 5 4 4 5 5 5 5 5 5 5 5 5§ 5 4.4 4 4 5 4 4 4 4 4 4 5 5 4 4 4 5 4 4 4 5 S5 4 4 5 4 5 4 5 5 5 5 4 4 4 5 5
LakHat = Rp10.000.0000 s2 Kaynan 5 5 5 § 5 4 5 £ 5 & 4 5 5 5 5 4 4 5 5 5 4 4 5 5 4 4 5 5 5 4 4 5 5 4 4 5 5 5 4 4 4 5 5 4 4 5 5 4 4 4 5 s
Perempuan - Rpi0.000.0000 51 Maymang 4 5 5 5 4 4 5 4 4 4 4 4 5 4 4 4 5 5 4 4 5 A4 5 404 5 5 4 4 4 4 45 5 4 5 5 4 4 4 4 4 5 4 5 5 4 5 5 4 4 4
Laki-at RpS.000.001 - RIE.000.000 s2 Kayman 4 3 .5°' 5 5 3 4 4 5. 24 5 4 5 5 474 4 5 4 4 S5 4 5 4 4 5 5 4 4 4 s/5 4 4 5 5 4 5 4 4 5 5 4 4 5 4 4 5 5 5 5
Peremguan  Rps.000.001 - REIE.0ON000 s1 Weasana ¢ F 4 4 4 5 4 5 5 4 4 4 5 § 4 5 4 5 4 24 5 85 4 4 4 4 4 4 4 5 5 4 4 5 4 5 4 S5 4 5 4 5 4 5 4 5 4 4 4 5 5 4
Laki-at = Rp10.000.0000 51 Wrasaha 4 5 4 5 5 4 5 4 4 4 5,4 424 5 4 5 4 5 5 4 4 4 5 5 5 5 4 4 4 4 4 4 5 4 5 4 5 4 5 4 5 4 5 4 5 4 4 4 4 4 5
Perempuan  RpS.000.001 - R1OOD 000 s Wrassaha 4 4 4 5 5 4 5 4 4 4 5 5.5 4 4 5 5 5 5 4 4 4 5 5 5 5 4 4 5 4.5 & 5 4 4 4 5 4 4 4 4 5 5 5 5 5 4 4 4 4 4 4
LakEn RpS.000.001 - Rp1G.00R.000 Diploma WeaEMa 4 4 4 4 5 5 5 4 4 4 4 5 4 S5 4 4 4 4 5 5 5 4 4 5 4 4 5 5 4 44 45 4 4 4 4 5 4 4 5 4 5 4 5 5 4 5 5 4 5 4 5
PerEmpUAn  RpS.000.001- RP1G.0ORD00 s1 Wrausana 4 4 5 S5 4 4 5 5 5 5 4 4 4 5 5 4 4 4 &4 & 5 4 &4 5 4 5 & 54 & 5 5 4 4 5 5 S5 5 4 4 S5 5 5 5 4 4 5 4 4 4 4 5
Laki-at Rp5.000.001 - Rp10.000.000 st Wimusala, 4 4 5 4 4 5.4 4 5 4 5 4 5 4 4 S 4. 4.4 5 4 4 4 5 4ud 4 4 5 5 4 4 4 4 4 4 5 5 4 4 4 4 4 4 4 4 4 5 5 5 4 4

Pendidikan SMC SMC SMC SMC SMC SMC SMS SMS SMS SMS SMS SMS
e —_——— P = MMM, o a3 Ac A5 A6 AT A A9 1=
tskham  Rp1000000- R3O0 SWASWK Kayman 4 3 4 4 4 4 4 4 3 4 & & 4 3 4 & & 3 5 5 & 4 4 4 3 & 4 4 4 3 & & 4 4 4 4 3 4 4 4 3 4 & & & & & 3 3 3 & &
Perempuan  Rp3.000.001 — Rp5.000.000 SMASMK Karyawan 4 4 5 5 4 4 5 4 4 4 5 5 5 4 4 4 4 5 E 3 3 3 4 4 5 5 4 4 4 5 5 5 4 4 5 5 5 4 4 4 5 5 4 5 E 4 4 3 3 4 4 4
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Lampiran 4. Hasil Pengolahan Data Statistik

] Matrix =] MV Descriptives

Al
A2
A3
A4
A5
AB
A7
A8
A9
ECF1
ECF2

l
=| Matrix | =

ECF3
ECF4
ECF5
ECF6
ECF7
ESF1
ESF2
ESF3
ESF4
ESF5
ESF6

Mean
4.351
4.232
4.272
4.344
4.338
4.444
4.404
4.311
4404
4.258
4225

MV Descriptives

Mean
4.132
4.212
4.503
4.364
4.305
4.325
4.285
4.252
3.874
4.364
4.391

Median Min Max Standard ... Excess Ku...
4.000 2.000 5.000 0.663 0.019
4.000 2.000 5.000 0.645 0.006
4.000 2.000 5.000 0.699 0.162
4.000 1.000 5.000 0.700 3.339
4.000 2.000 5.000 0.699 0.344
5.000 2.000 5.000 0.627 0.508
5.000 2.000 5.000 0.683 0.748
4.000 2.000 5.000 0.692 0.910
5.000 2.000 5.000 0.692 0.012
4.000 2.000 5.000 0.614 0.297
4.000 2.000 5.000 0.673 -0.229
Median Min Max Standard ... Excess Ku...

4.000 2.000 5.000 0.769 -0.689
4.000 2.000 5.000 0.667 -0.194
5.000 2.000 5.000 0.639 0.788
5.000 2.000 5.000 0.759 0.372
4.000 2.000 5.000 0.661 -0.053
4.000 2.000 5.000 0.667 0.628
4.000 2.000 5.000 0.685 -0.246
4.000 2.000 5.000 0.663 -0.130
4.000 1.000 5.000 1.135 0493
4.000 2.000 5.000 0.635 0.220
4.000 2.000 5.000 0.661 0.139
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Copy t

Skewness Number ...

-0.675
-0.413
-0.668
-1.298
-0.814
-0.846
-0.972
-0.870
-0.860
-0.396
-0.437

Skewness
-0.409
-0.409
-1.087
-1.000
-0.569
-0.756
-0.562
-0.471
-1.094
-0.650
-0.772

151.000
151.000
151.000
151.000
151.000
151.000
151.000
151.000
151.000
151.000
151.000

Cor

Number ...
151.000
151.000
151.000
151.000
151.000
151.000
151.000
151.000
151.000
151.000
151.000



= Matrix | =] MV Descriptives

Mean Median Min Max Standard .. Excess Ku.. Skewness
ESF7 4.404 4.000 2.000 5.000 0.663 0.941 -0.950
ESF8 4.430 4.000 2.000 5.000 0.615 0.510 -0.769
OIBB1 4.152 4.000 2.000 5.000 0.770 0.557 -0.798
OIBB2 4.079 4.000 1.000 5.000 0.768 1.092 -0.758
OIBB3 4.093 4.000 1.000 5.000 0.808 0.749 -0.779
OIBB4 4.192 4.000 2.000 5.000 0.770 0.702 -0.875
OIBT1 4.232 4.000 2.000 5.000 0.809 0.3M1 -0.904
OIBT2 3.960 4.000 1.000 5.000 0.891 0.814 -0.887
OIBT3 3.980 4.000 1.000 5.000 0.924 0.883 -0.927
OIBT4 4152 4.000 1.000 5.000 0.859 15051 -1.249
OIBT5 4.265 5.000 1.000 5.000 0.947 2.065 -1.500
=] Matrix |[=] MV Descriptives L

Mean Median Min Max Standard .. Excess Ku.. Skewness
OIBT6 4.225 4.000 1.000 5.000 0.936 1.038 -1.199
OIBT7 4331 4.000 1.000 5.000 0.752 2.948 -1.389
OIBT8 4.252 4.000 1.000 5.000 0.791 1.697 1138
QIBT9 4219 4.000 1.000 5.000 0.845 1.166 -1.101
SMCF1 4.338 4.000 1.000 5.000 0.736 1.993 -1.136
SMCF2 4179 4.000 2.000 5.000 0.701 -0.026 -0.498
SMCF3 4205 4.000 2.000 5.000 0.722 -0.180 -0.547
SMCF4 3.854 4.000 1.000 5.000 1.070 0.395 -0.984
SMCF5 4013 4.000 1.000 5.000 1.073 0.616 -1.130
SMCF6 4.384 4.000 2.000 5.000 0.689 0.602 -0.924
SMCF7 4.331 4.000 2.000 5.000 0.668 0.628 -0.773
SMSF1 4.371 4.000 2.000 5.000 0.696 -0.126 -0.776
SMSF2 4.060 4.000 1.000 5.000 0.878 1.006 -0.947
SMSF3 4.126 4.000 2.000 5.000 0.693 -0.471 -0.295
SMSF4 4245 4.000 1.000 5.000 0.728 1.742 -0.938
SMSF5 4430 5.000 1.000 5.000 0.686 3.664 -1.426
SMSF6 4.444 5.000 2.000 5.000 0.627 0.508 -0.846
SMSF7 4291 4.000 2.000 5.000 0.667 1.201 -0.822
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Lampiran 5. Hasil Pengolahan data SEM-PLS

1.  Outer Loading
Outer Loadings

=] Matrix

E-Comm... E-Comm... Media So... Media So.. Onlinel..  Online I... Social Ent...
A2 0.706
A3 0.705
Ad 0.702
A8 0.780
A9 0.658
ECF2 0.656
ECF4 0.686
ECF6 0.716
ECF7 0.800
ESF1 0.697
ESF5 0.788

Outer Loadings

| | Ol E— I | |
|= Matrix
E-Comm... E-Comm... Media So.. Media So.. Onlinel.. Onlinel.. Social Ent...
ESF6 0.743
ESF7 0.666
OIB1 0.663
0182 0.796
OIB3 0.769
OlB4 0.795
OIB5 0.759
OlB6 0.736
OIB9 0.693
OIBB1 0.617
OIDB2 0.728
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OIDB3 0.796

01DB4 0.822
SMCF1 0.784

SMCF6 0.700

SMCF7 0.791

SMSF1 0.719

SMSF4 0.779

SMSF5 0.710

SMSF7 0.709

2. Average Variance Extracted, Cronbach’s Alpha dan Composite Reliability

Construct Reliability and Validity

= Matrix \j}ﬁ Cronbach's Alpha |1i# rho A |iii Composite Reliability |3# Average Variance Extract... COPY to Clipboard:

Cronbach's Alpha rho_A Composi... Average Variance Extracted (AVE)
E-Commerce Communication Focus 0.684 0.691 0.808 0.514
E-Commerce Sale Focus 0.710 0.741 0.815 0.525
Media Social Communication Focus 0.634 0.641 0.803 0.577
Media Social Sale Focus 0.713 0.720 0.820 0.533
Online Impulse Tendency 0.866 0.866 0.897 0.557
Online Impulsive Donation Behavior 0.729 0.748 0.831 0.555
Social Enterprise customer Altruism 0.761 0.779 0.836 0.506

3. Fornell-Larcker

Discriminant Validity

|| Fornell-Larcker Criter... | || Cross Loadings I_:I Heterotrait-Monotrait ... |1+# Heterotrait-Monotrait

E-Comm... E-Comm.. Media So.. Media So.. Onlinel.. Online |... Social Ent...
E-Comm... 0.717
E-Comm... 0.604 0.725
Media So... 0.554 0.496 0.760
Media So... 0.625 0.441 0.658 0.730
Online Im... 0.502 0.240 0.531 0.564 0.746
Online Im... 0.520 0.318 0.525 0.509 0.692 0.745
Social Ent... 0.480 0.503 0407 0.422 0.327 0.401 0.711

4.  Cross Loading
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Discriminant Validity

=| Fornell-Larcker Criter... ||=-| Cross Loadings | 7| Heterotrait-Monotrait ... |1:# Heterotrait-Mono
g

E-Comm... E-Comm... Media So.. Media So.. Online l...  Online I... Social Ent...
A2 0.294 0.367 0.275 0.207 0.201 0.249 0.706
A3 0.308 0.353 0.201 0.285 0.148 0.283 0.705
Ad 0.391 0.386 0.331 0.369 0.232 0.258 0.702
A8 0.375 0377 0.338 0.345 0.310 0.388 0.780
A9 0.317 0.309 0.260 0.269 0.217 0.211 0.658
ECF2 0.656 0428 0.383 0421 0.297 0316 0.351
ECF4 0.686 0.462 0.380 0422 0.341 0.334 0.443
ECF6 0.716 0.466 0414 0.486 0413 0.449 0.300
ECF7 0.800 0376 0.407 0.456 0371 0.371 0.299
ESF1 0.401 0.697 0.397 0457 0.149 0.189 0.305
ESF5 0.425 0.788 0.361 0.287 0.231 0.272 0.445
Discriminant Validity

’ | —
J Fornell-Larcker Criter... | |=| Cross Loadings || | Heterotrait-Monotrait ... |1+% Heterotrait-Monc

E-Comm... E-Comm... Media So.. Media So.. Onlinel.. Online l... Social Ent...
ESF6 0.512 0.743 0.393 0.273 0.169 0.238 0.334
ESF/ 0.438 0.666 0.285 0.303 0.112 0.206 0.357
OIB1 0.354 0.205 0.446 0.445 0.663 0.508 0.230
QlB2 0.381 0.168 0.382 0.396 0.796 0.531 0.306
QIB3 0.381 0.192 gl 0.427 0.769 0.571 0.327
QlB4 0.348 0.196 0.386 0.399 0.795 0.509 0.269
OIB5 0.328 0.113 0412 0.429 0.759 0.499 0.150
QlB6 0417 0.243 0437 0416 0.736 0.513 0.082
QlBg 0.408 0.134 0.333 0427 0.693 0473 0.333
QIBB1 0.313 0.210 0.356 0.360 0.421 0.617 0.202
0OIDB2 0.360 0.138 0.369 0.364 0.482 0.728 0.289
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OIDB3 0.399 0.274 0.399 0.379 0.541 0.796
0OIDB4 0.460 0.307 0.437 0416 0.599 0.822
SMCF1 0.459 0423 0.784 0.558 0446 0.482
SMCF6 0410 0371 0.700 0412 0.356 0.341
SMCF7 0.391 0333 0.791 0.516 0.401 0.361
SMSF1 0.498 0.382 0.522 0.719 0.357 0.366
SMSF4 0.503 0.300 0.442 0.779 0.480 0.383
SMSF5 0.381 0.266 0.520 0.710 0.459 0.406
SMSF7 0457 0376 0.439 0.709 0.304 0.317
5.  Adjusted R-Square (R?)
R Square
. [ | e y
= Matrix ‘-ﬁ-’ RSquare i+% R Square Adjusted
| A W __ W
R Square R Square Adjusted
Online Impulse Tendency 0.412 0.391
Online Impulsive Donation Behavior 0.479 0476
6. F-Square (F?)
f Square
T |— y > 2 .y " 4
= Matrix |i3# fSquare
E-Comm.. E-Comm... Media So... MediaSo.. Onlinel.. Online l... Social
E-Comm... 0.058
E-Comm... 0.047
Media So... 0.066
Media So... 0.060
Online Im... 0.920
Online Im...
Sodial Ent... 0.007
7. Q-Square
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0.381
0.307
0.262
0.319
0.356
0.214
0.362
0.256
0.418
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Construct Crossvalidated Redundancy

J Total J Casel J Case?2 J Case3 J Case4 J Caseb J Caseb J Case7

SSO SSE Q7 (=1-SSE/SSO)
E-Commerce Communication Focus 604.000 604.000
E-Commerce Sale Focus 604.000 604.000
Media Social Communication Focus 453.000 453.000
Media Social Sale Focus 604.000 604.000
Online Impulse Tendency 1057.000 827.919 0.217
Online Impulsive Donation Behavior 604.000 453517 0.249
Social Enterprise customer Altruism 755.000 755.000

8.  Hasil Bootstraping

Path Coefficients

_ = = : .
| Mean, STDEV, T-Values, P-.. = Confidence Intervals || 2| Confidence Intervals Bias ... ||j Samples Copy to Clipboard: gy

Original ... Sample ... Standard ... T Statistic... P Values

E-Commerce Communication Focus -> Online Impulse Tendency 0.273 0.264 0.136 2.002 0.046
E-Commerce Sale Focus -> Online Impulse Tendency -0.224 -0.187 0.094 2.385 0.017
Media Social Communication Focus -> Online Impulse Tendency 0.276 0.280 0.118 2.334 0.020
Media Social Sale Focus -> Online Impulse Tendency 0.276 0.274 0.162 1.709 0.088
Online Impulse Tendency -> Online Impulsive Donation Behavior 0.692 0.702 0.100 6.928 0.000
Sodial Enterprise customer Altruism -> Online Impulse Tendency 0.079 0.087 0.076 1.036 0.301
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ABSTRACT

Many studies have considered online consumer behaviour topics. The growth of
e-commerce and social media leads us to examine their effects on online customer
behaviour, especially online impulsive buying behaviour. In addition, online customers
buying commercial and social enterprise (SE) products are likely to be different, as they
have different attitudes towards organisations and brands. Thus, this study investigates
the association between SE customers’ attitudes towards online platforms (e-commerce
and social media) and impulsive buymg behaviour and exammes (he effect of SE
customers’ altruism on such behaviour. Furth e, it evall the tend

to buy impulsively mediates the association between SE customers’ attitudes to
e-commerce and online impulsive buying behaviour. This study tests the mediating
effect of impulse buying tendency on SE customers’ attitudes to social media and
impulse buying behaviour. It also examines the role of impulse buying tendency as a
mediator between SE customers’ altruism and impulse buying behaviour. We researched
423 SE customers in Thailand using survey data. The analysis method |s structural

ARTICLE HISTORY
Received 4 August 2022
Revised 6 May 2024
Accepted 7 June 2024

KEYWORDS

Social enterprise; online
impulsive buying;
e-commerce; social
media; altruism

REVIEWING EDITOR
Len Tiu Wright, De
Montfort University
Faculty of Business and
Law, United Kingdom

equation modelling with AMOS. Results are discussed ding the 15»;:‘,5 g Validity,

relationships and mediating effects. The guidelines for academia and their impllcations and S:alinnge!hods:

are outlined. Internet/Digital
Marketing/e-Marketing;

Marketing Communications

1. Introduction

Global retail sales through all channels were valued at $21 trillion in 2019. The retail e-commerce market
size and share report (Grand View Research Inc, 2020) show that the global retail e-commerce market
size accounted for 20% of the total retail sales value or $4.25 trillion in 2019 and is expected to grow
by 9.4% for 2020-2027. The market value and growth rate indicate that e-commerce plays an important
economic role. E-commerce is also significant to businesses selling products or services online because
it offers a new channel to generate sales 24/7 comfortably and conveniently for global customers. Items
are sold through the website, so online channels are vital in increasing sales (Hiranrithikorn &
Banjongprasert, 2022). An in-depth understanding and empirical investigation of e-consumer behaviour
are increasingly in demand to enhance the marketing knowledge in this research area (Ha & Perks, 2005).
Digital technology has driven marketing to different levels, from the one-way marketing stream to
real-time and one-to-one marketing. The exponential growth of the Internet network and devices, such
as smartphones, has resulted in a marketing transaction revolution. The Internet and evolving technolo-
gies have significantly transformed customer behaviour. Customers get better exposure, more choices,
and more power because they can easily access useful information. They have a new, comfortable way
of searching for information and easy shopping methods. Massive changes in customer behaviour caused
by digital technology have been studied to identify and develop effective digital marketing strategies
(Alghizzawi, 2019; Bala & Verma, 2018). Customers are prompted by easy access to products and services,
direct ordering, and convenient delivery services; impulse buying is estimated to account for 40% of all

CONTACT Jantima B _j@suicsu.acth @ Silpak University | College, Silp Uni
72NT Telecom Tower, Charoen Krung Road, Bangrak Bangkok, 10500, Thailand.
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online transactions (Chan et al, 2017, as cited in Liu et al, 2013; Lee & Kacen, 2008; User Interface
Engineering, 2001, as cited in Verhagen & Van Dolen, 2011). Clover (1950) initially proposed the concept
of impulse buying behaviour to explore customer attitudes to promotional activities in retail stores.
Impulse buying plays an important role in the retail sector and online transactions. With the increase in
online shopping, research on online impulse buying behaviour has become necessary (Floh & Madlberger,
2013). Impulse buying behaviour has captivated researchers and practitioners for 70 years (Muruganantham
& Bhakat, 2013). Studies on impulse buying usually focus on the products of profit-seeking enterprises.
Few studies look at impulse buying per se, especially online impulse buying of goods supplied by social
enterprises or SEs (Redine et al., 2023).

Online technologies enable brick-and-mortar companies to transform their operations into click-and-
order businesses. Many businesses use online technologies, especially e-commerce as their retail channel.
E-commerce empowers businesses to execute transactions and interact with customers in real-time. It
can be considered a website trading products or services directly to customers and a communication
platform providing them with information (Jain et al.,, 2021). Liu et al. (2013) indicated that internet buy-
ers are more impulsive than non-internet customers. Furthermore, online impulse buying behaviour is
vital to e-commerce (Wiranata & Hananto, 2020). Thus, many studies examine the utilisation of e-commerce
by commercial companies and its impact on online impulse buying (Bahrah & Fachira, 2021; Huang &
Suo, 2021; Putra et al,, 2022). E-commerce as a communication medium and commercial platform has
changed the way in which companies operate their businesses worldwide. Therefore, it could be a poten-
tial managerial tool for the success of SE. Using digital technology for business and exploiting it for
society contribution is the new opportunity of social entrepreneurship (Short et al, 2009, as cited in
Ghatak et al., 2023). While social media creates a new commercial platform for organisations, it also offers
customers convenient access to product or service information and opportunities to buy products or
services online. However, there is a significant gap concerning the best ways an enterprise should inte-
grate or adapt to the new social media phenomenon (Weinberg et al.,, 2013). The different characteristics
of SEs and commercial enterprises lead to differences in marketing (Wenhe, 2020). However, there is a
dearth of studies on social entrepreneurship regarding online marketing strategies (Mitchell et al., 2015).
Therefore, studies should explore e-commerce and social media as communication and commerce medi-
ums in this context. This could create an effective utilisation of e-commerce and social media to enhance
SEs’ performance. Furthermore, effective communication and commerce mediums increase product pur-
chasing opportunities and impulse buying (Wei et al, 2017, as cited in Azizah Mt & Octavia, 2021).
Previous research has provided useful information about e-commerce (Bashar et al., 2022; Harahap et al,,
2021) and social media (Aragoncillo & Orus, 2018; Nuseir, 2020) in consumer products and profit-oriented
businesses. Nonetheless, these studies did not look into the key determinants of e-commerce and social
media used for communication and a medium for commerce to develop online impulse purchases
for SEs.

Traditional business entrepreneurship usually aims to maximise profits. This leads to a fundamental
difference between traditional business enterprises and SEs. SEs value positive societal changes and are
committed to achieving their social/environmental objectives. They are motivated by social/environmen-
tal purposes, generating profits solely for reinvestment in their operations. Notably, SEs are shaped by
this altruistic orientation (Tshikovhi & Shambare, 2015). Indeed, altruism is a critical factor in the sustain-
ability of SEs (Kadir & Sarif, 2015). As altruism impacts purchasing behaviour, business firms have increas-
ingly paid attention to online purchase behaviour (Shiau & Chau, 2015). In their investigation of online
impulse buying behaviour, Thakur et al. (2020) explained that impulse buying can be altruistic. They
found that the motives for impulse buying could include helping other people. Moreover, Moes et al.
(2022, p. 2267) indicated that people can have altruistic reasons for buying a product impulsively and
use them to justify purchasing the product morally. These results suggest that sustainability-driven com-
panies should encourage altruistic feelings to stimulate impulse buying. Much research examines online
impulse buying (Chan et al., 2017; Gao & Yee, 2022). However, future research on altruism and conscious-
ness of impulsive online purchasing is recommended. Moreover, Lavuri (2021) argued that future research
on altruism and impulsive purchasing is required. Therefore, the current study aims to investigate online
customer attitudes towards online SE platforms. As e-commerce and social media have become perva-
sive, SE should leverage business opportunities by using social media and e-commerce to influence
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customers’ purchase behaviour. E-commerce websites and social media are widely used in digital mar-
keting. This research examines online customers’ perceptions of e-commerce websites and social media
as communication and commercial platforms used by SEs. As SEs address social and environmental prob-
lems in operating their businesses, specific customer motives for buying their products are expected.
Customers can make decisions driven by altruism or concern for others’ well-being (Borzaga et al., 2009).
Thus, this study explores online customers’ internal motivation, which is altruism, when buying SE prod-
ucts. Specifically, this research investigates whether online customers’ perceptions of e-commerce web-
sites, social media, and altruism can lead to online impulse buying behaviour.

The theoretical framework is based on adapting the Stimulus-Organism-Response (S-O-R) Model
(Mehrabian & Russell, 1974). According to Albarq (2021) and Hashmi et al. (2019), environmental stimulus
(S) influences consumers’ behavioural responses (R) through the organism (O). Stimulus refers to external
factors or environmental inputs. Organisms are the internal processes, structures, or outcomes of the
stimulus intervening between the stimulus and responses. Hence, responses are the final outcomes. In
this study, stimuli are SE's e-commerce, social media, and customers’ altruism. The organism is repre-
sented by online impulse tendency, and online impulse is considered the response (Figure 1).

2. Materials and methods
2.1. Literature reviews

2.1.1. Online SE customers

SEs address social issues and simultaneously operate as businesses to generate profits. According to the
book Social Enterprises (OECD, 1999), SEs are nongovernmental organisations aiming to accomplish social
objectives through market-oriented approaches. Thus, SEs are businesses concerned about their social
impact (Tsai et al, 2020). They offer products and services to tackle social difficulties, so customers
patronising their products and services are likely to have different attitudes and behaviours from those
patronising commercial enterprises. The value propositions offered by SE products may shorten custom-
ers' buying decisions through positive attitudes towards social benefits. Despite allowing customers to
gain social value, SEs face new challenges from digital technology, which is critical for all businesses: it
significantly impacts consumer behaviour. Technology shifts power away from companies or manufactur-
ers to consumers. It transforms the way customers search for information, buy and pay. Moreover, cus-
tomers gain bargaining power, leading to high-level expectations. Recent studies on SEs have explored
social contributions, social innovation, and management orientation (Hillman et al., 2018; Kelly et al,
2019; Pinheiro et al., 2021). Although previous studies contributed new knowledge on SEs, their relation-
ship with the online context requires further investigation. Given that research from the customer per-
spective is still limited, investigating online SE customers from this perspective is important, focusing on
the online platforms used by SEs. Furthermore, the idea that customers generally support SE products
and services because of goodwill (Hibbert et al.,, 2005) is questionable when generalising online custom-
ers. Performing good deeds as a motivation to patronise SE products and services should also be
explored from the online customer perspective. Over the years, e-commerce has replaced

STIMULUS ORGANISM RESPONSE
Social enterprise’s
ccommerce
— — Online t o =
Social enterprise’s | . Online impulsive
Social media PRLSC buying behaviour
tendency fisE o el

Social enterprise |~
customers’
altruism

Figure 1. Theoretical framework.
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brick-and-mortar stores and increased sales globally. Indeed, online shopping channels and impulse buy-
ing should enable companies to increase their sales. Several studies investigate the determinants of
impulse buying as internal psychological factors and external or market-related factors trigger it. lyer
et al. (2020) suggested three main determinants of impulse buying: (1) individual traits, (2) motives and
resources, and (3) marketing drivers. This study explores the effect of two triggers, online SE platforms
and altruism, considered marketing drivers and motives. Furthermore, this study found a gap in research
regarding the association between online platforms and impulse buying in SEs. Therefore, this study
further investigates the role of online platforms in the impulse buying behaviour of SE customers.

2.1.2. Online SE platforms and online impulse buying tendency

We define e-commerce as using cyberspace and the online community to buy, trade, and exchange
tangible and intangible products (Rainer & Cegielski, 2011, as cited in Bt Mohd & Zaaba, 2019). This
definition is consistent with that of Shahjee (2015), who described e-commerce as providing the capa-
bility to purchase and trade products and information on the Internet. Chong and Ali (2022) stated that
it connects companies, producers, consumers, and the general public in electronic transactions by using
electronic technology. This implies that e-commerce is a buying and selling platform. Communication
technology development has enhanced e-commerce visuals, audio, and videos, encouraging significant
customer participation. Thus, enterprises can utilise e-commerce to make the most of communication.
Moreover, e-commerce allows consumers to buy products anytime from anywhere, so enterprises benefit
from accessing potential markets, efficiently transferring relevant product information, and selling trans-
actions through online payments. Therefore, SEs should consider using e-commerce to expand their
online marketplace opportunities. E-commerce enables businesses to serve customers by performing
round-the-clock buying and selling transactions. It provides easy accessibility at a convenient time for
customers, fast information exchange speed, online business transactions, and low-cost operations.
E-commerce is a significant component of communication and sales strategies. According to Jain et al.
(2021), e-commerce provides information from a communication viewpoint while offering online shop-
ping and automating business transactions from an online selling perspective. Thus, e-commerce is a
medium of communication and a commercial platform. The success of an online shopping site or
e-commerce depends on a high-quality website, increasing e-commerce usage (Putri & Pujani, 2019; Shin
et al,, 2013). As a communication and commercial platform, e-commerce should have high-quality infor-
mation and trading systems. According to Khristianto et al. (2012), most customers preferred easy access
to information. Furthermore, they will purchase products online when a website provides adequate infor-
mation (Kuo & Chen, 2011). According to the success factors of e-commerce, websites should provide
accurate, useful, and required information easily and quickly (Liu & Arnett, 2000). Moreover, e-commerce
should facilitate customer buying as purchase convenience is a vital quality aspect of e-commerce (Lee
& Chen, 2021). Past research has suggested the positive effect of e-commerce on impulse buying
behaviour. Impulse buying is an unplanned behaviour involving the quick or immediate purchase of a
specific product (Beatty & Ferrell, 1998; Rook & Gardner, 1993). Bressolles et al. (2007) demonstrated the
indirect relationship between e-commerce and online impulse buying. Wu et al. (2016) argued that use-
fulness perception is significantly associated with impulse buying. The goodness and usefulness of
e-commerce in terms of communication and trading platforms should result in impulse buying.
Additionally, other studies suggest that a tendency to buy impulsively plays a critical role in explaining
impulse buying behaviour (Flight et al, 2012; Mohan et al, 2013; Xuanxiaoqging et al, 2012). Hence,
e-commerce as a communication and commerce platform with high-quality information and buying facil-
itation should lead to impulse buying. Thus, this research hypothesises the following:

Hypothesis 1 (H1): SE e-commerce positively impacts online impulse buying tendency.

Nowadays, social media is considered a critical marketing channel for many businesses. Approximately
80% of companies share content on social media, and 52% of marketers believe that social media can
increase company sales and revenues (Marketing Insider Group, 2018). People use social media every
day. They use it for information searching, knowledge acquisition, communication, community connec-
tion, and entertainment media consumption. Social media allows users to access, share, and create
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information or content. Marketers can obtain useful attitudes or opinions from their target audiences
about products/services via social media usage and content. Indeed, social media platforms can be pow-
erful communication and marketing tools because of their interactive communication characteristics.
Social media allows users to create and share their contents among and between organisations and
individuals (Filo et al., 2015). This extends to a marketing application called social media marketing. It
involves utilising social media technologies to generate, transfer, and exchange value offerings for organ-
isation stakeholders (Tuten & Solomon, 2015). Companies increasingly invest in social media, as custom-
ers rely on product information on social networking sites (Suresh et al, 2016). Many studies have
identified social media usage in searching for product information (Ferencova et al., 2015; Zhao & Zhang,
2017). Therefore, social media websites are valuable platforms for customers regarding products, services,
and information. Social media platforms serve as marketing communication channels and new selling
channels. Previous studies have explained the role of social media in sales (Guesalaga, 2016).
Lindsey-Mullikin and Borin (2017) showed that social media reduces the time consumers spend on their
purchases. They also demonstrated that consumers will likely purchase products immediately through
social media. While social media is increasingly used as an information source (Westerman et al.,, 2014),
businesses utilise it as a sales tool for products or services at a cheaper cost (Ainin et al., 2015). Nuseir
(2020) examined the role of a social media platform in influencing behaviour on impulse buying oppor-
tunities. In addition, Aragoncillo and Orus (2018) argued that consumers receive information from social
media that can consequently result in purchase transactions. Thus, this research proposes that social
media utilises technologies, channels, and software for communication and sales among and between
organisations and individuals. El-Den et al. (2017) suggested that social entrepreneurs increasingly rely
on social media applications to promote their businesses. Moreover, consumer engagement has increased
in impulsive online decision-making (Verhagen & Van Dolen, 2011). If an SE uses social media as a mar-
keting tool, consumers gain access to products quickly and order them instantaneously (Jeffrey & Hodge,
2007). Sharma et al. (2018) showed that social media communities and advertisements affect impulse
purchasing intentions positively. Various studies have provided insights into the antecedent role of social
media on customer’s online impulse tendency (Dodoo & Wu, 2019; Liu et al., 2019). Moreover, Das, Roy,
et al. (2022) focused on the factors shaping impulsive buying on e-commerce platforms. This research
emphasises the communication and selling functions of social media, aligning with e-commerce platform
features. Thus, this study proposes the following:

Hypothesis 2 (H2): SE social media positively correlates with online impulse buying tendency.

2.1.3. Online SE customers’ altruism and impulse buying tendency

SEs apply traditional business operations to earn revenues and address social problems. A survey by The
Guardian (Seager, 2014) asked why customers buy products from SEs. The results showed that patronis-
ing SEs made customers feel they were giving back to society. They felt satisfied and happy because
they contributed to the community by purchasing. This feeling can be considered an altruistic motiva-
tion. Hibbert et al. (2005) explained individual internal motives for helping generally contain rewarding
factors and altruistic components, which play an important role as buying motivations in the SE context.
Their study also illustrated that 75% of respondents bought SE products as an altruistic exchange because
they wanted to help the homeless. Altruism, a subset of prosocial behaviour and a motivational concept
refers to the motivation to improve another person’s welfare (Millon & Lerner, 2003; Yadav, 2016). One of
the fundamental missions of SEs is to address social problems. Therefore, SE customers need to be moti-
vated by altruistic factors influencing their purchase behaviour. Given that altruism is the motivation
according to which individuals pay their money in exchange for products and services to improve others’
wellbeing (Konrath & Handy, 2018, p. 4), the desire of SE customers to contribute to society may process
impulsiveness when considering buying SE products or services. According to Hodge (2004), charitable
donations influence the likelihood of impulse buying in an online retail environment because they pro-
vide a good reason to buy an impulse offer. There is a growing awareness of a positive relationship
between altruism and impulse buying (Khalil & Khalil, 2022). Furthermore, much research has revealed
that the impulse buying tendency influences impulse buying positively (Liao et al., 2016; Ozer & Gulteki,
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2015). Moes et al. (2022) suggested that consumers nowadays expect social responsibility from compa-
nies. Their study showed that advertisements focusing on the contribution to society affected impulse
purchases directly and indirectly. Moreover, Bhardwaj et al. (2023) proposed that altruism acting as a
stimulus impacts the attitude towards green products (organisms), which further affects the green pur-
chase intention (response). Their results demonstrated that altruism significantly indirectly affects green
purchase intention via values in determining it. From this perspective, the current study assumes that
altruistic factors are critical to impulse buying in the SE context. Thus, this study hypothesises the
following:

Hypothesis 3 (H3): Online SE customers' altruism positively correlates with impulse buying tendency.

2.1.4. Online impulse tendency and online imp buying beh.

Several online business studies identify the online-purchase motivation factors (Lee, 2002), the probabil-
ity of customers making unplanned purchases (Koufaris, 2002), and antecedents of spontaneous buying
or impulse buying (Ahmad et al., 2019). Kollat and Willett (1967) defined impulse buying as unplanned
purchasing, whereas Rook (1987, p. 191) explained impulse buying as an unintended reaction to a rela-
tively extraordinary and exciting phenomenon. Later, Rook and Gardner (1993) referred to impulse buy-
ing as an unintended purchase with fast decision-making, consistent with Beatty and Ferrell (1998), who
defined impulse buying as rapid and prompt. Consistent with forgoing research, Das et al. (2023) high-
lighted that impulsive purchases refer to consumers buying spontaneously. The rapid growth of online
technologies overcome the limitations of brick-and-mortar retail shops. Online technologies enable shop-
ping whenever convenient for customers, increasing the possibility of impulse buying. Impulse buying
tendency and behaviour are interchangeable; however, impulse buying tendency is the antecedent of
impulse buying behaviour. Badgaiyan et al. (2016) reported a significant positive relationship between
impulsive buying tendencies and behaviour. Moreover, Dawson and Kim (2009) showed a positive impact
of impulse buying tendency on online impulse buying behaviour. Thus, impulsive buying tendency cor-
relates with impulsive buying behaviour in SE businesses. Hence, we hypothesise the following:

Hypothesis 4 (H4): SE customers’ online impulse tendency positively impacts online impulsive buying behaviour.

2.1.5. Mediating relationships

E-commerce and social media are now essential communication and trading tools for all business sec-
tors. They provide crucial information about products and online payment channels for customers.
E-commerce provides product descriptions with various choices and social media allows customers to
create their content. Both online platforms facilitate information exchange in real-time. Furthermore, sup-
ported by the Internet, e-commerce and social media allow customers to shop from any place at their
most convenient time. Miller et al. (2009) stated that social media can influence customers’ purchasing
decisions because they are motivated by other customers’ opinions on products shared on social media.
Moreover, e-commerce and social media extend customers’ buying options through increased availability
of goods and services and easy buying (Sharma et al.,, 2018). As e-commerce and social media eliminate
pressure regarding shopping places and time, they may encourage customers to purchase products or
services impulsively. E-commerce and social media are critical to the growth of businesses and SEs.
Brahma and Dutta (2020) studied the roles of social media and e-commerce in business entrepreneur-
ship, indicating that they have evolved into communication and commercial platforms. They described
how social media and e-commerce make it easy to reach customers, acquire customers, and make sales.
Further attention has been paid to the way in which online media affects impulse purchasing (Adelaar
et al, 2003; Bansal & Kumar, 2018). The roles of e-commerce and social media in the commitment to
impulse buying have been examined (Akram et al, 2018; Sharma et al,, 2018). Most research suggests
that online impulse buying positively affects online impulse buying behaviour (Badgaiyan et al., 2016;
Dawson & Kim, 2009). Hence, we propose that with SEs, e-commerce and social media influence custom-
ers' impulse buying tendencies, leading to impulse buying behaviour. Consumers with a higher level of
impulse buying tendency are more expected to be influenced by marketing tools, such as
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advertisements; they tend to buy impulsively (Youn & Faber, 2000, as cited in Saad & Metawie, 2015).
E-commerce and social media as communication and commerce platforms providing product information
and purchasing systems should increase impulse buying. As new shopping tools, e-commerce and social
media help consumers search for products and pricing information anywhere (Silveria & Marreiros, 2014,
as cited in Bellini et al,, 2017). Hence, consumers can shop for products quickly and impulsively. Customers’
altruism may encourage them to buy SEs' products impulsively. Konrath and Handy (2018) described
altruism as the individual motivation to improve others’ wellbeing by patronizing products and services.
Mendini et al. (2022) argued that consumers of corporate social responsibility sectors are also willing to
contribute to others’ well-being. In addition, doing something good, such as donation, is considered a
potential trigger for the impulsive purchase of products with ethical claims (Iweala & Lemken, 2019).
E-commerce, social media, and customers’ altruism should generate impulse buying tendencies, ulti-
mately leading to impulse buying behaviour (Figure 2). Therefore, impulse buying preferences may medi-
ate in the following ways.

Hypothesis 5 (H5): Online impulse tendency mediates the relationship between SE e-commerce and online
impulsive buying behaviour.

Hypothesis 6 (H6): Online impulse tendency mediates the relationship between SE social media and online
impulsive buying behaviour.

Hypothesis 7 (H7): Online impulse tendency mediates the relationship between customers’ altruism and online
impulsive buying behaviour.

2.2. Research methodology

2.2.1. Sample and data collection

SEs in Thailand emerging from the non-profit sector have a long history, going back to the 1970s. The
differences between social- and economic-oriented organisations have raised concerns about the coun-
try’s sustainability (Panyakul, 2013). Nowadays, the emergence and growth of many SEs in Thailand
have shown their development. These factors also attract the attention of academics and practitioners
on enterprises that conduct their businesses sustainably by focusing on social problems and profit
maximisation. The Social Enterprise Thailand Association (SE Thailand) indicates a range of SEs, includ-
ing tangible and consumer products and services (tourism and leisure). This study focuses on SE selling
products, including consumer products, personal products and pharmaceuticals, fashion, food and bev-
erage, and agribusinesses through e-commerce and social media platforms. Moreover, it investigates
the effect of SE e-commerce, social media, and customers’ altruism on impulse buying behaviour, where
impulse buying tendency is a mediator. Hence, the research follows a quantitative approach under-
taken with SE customers in Thailand. Data were collected through a questionnaire survey to achieve
the research objectives. This study conducted the questionnaire survey from February to March 2021
in Bangkok and Chiang Mai, major cities in Thailand. Sampling was carried out in a non-probability
manner. Purposive sampling selected the sample, with the criteria of active e-commerce and social
media consumers. Only those with e-commerce and social media experience could answer the

STIMULUS ORGANISM RESPONSE
Social enterprise’s |- .
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Social enterprise’s | H2 3 ‘;‘c H4
Social media T Impiise 16 |
e 1 tendency 0

Social enterprise 2L H7

customers’
altruism

Figure 2. Hypothesis framework.
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questionnaires. Generally, 100-500 respondents are considered sufficient to represent the population
(Hair et al., 2010, as cited in Azizah Mt & Octavia, 2021). The researcher distributed the questionnaire
to 500 respondents by using purposive sampling. Out of 500, 423 usable questionnaires were used for
the analysis.

2.2.2. Instrument and measurement development

Most variables were measured using scales validated in previous studies, with minor modifications to
ensure contextual consistency (Aragoncillo & Orus, 2018). Next, this study created reflective indicators
for SEs’ e-commerce, social media, altruism, online impulse tendency, and buying. The reflective indi-
cators were assessed for their reliability and validity. Then, all constructs were validated as formative
second-order constructs, with the relevant dimensions as the reflective first-order factors, followed by
statistical analyses to test the second-order constructs. SE e-commerce, focusing on its roles as a com-
munication and sales channel, was measured using a seven-item scale modified from the works of
Brown and Jayakody (2009), Harrison et al. (2002), Rai et al. (2002) and an eight-item scale adopted
from Lekhanya (2016) and Suh and Han (2002). The seven-item scale of Yadav and Rahman (2017) was
applied to measure SE social media, focusing on communication. The scales of Aragoncillo and Orus
(2018) and Nuseir (2020), with seven items, measured social media used as sales channels. A measure-
ment scale for customers’ altruism was adapted from Ali et al. (2020), Bigné-Alcaniz et al. (2009), and
Konrath and Handy (2018). Following Badgaiyan et al. (2016), Beatty and Ferrell (1998), and Weun et al.
(1998), we modified the items of online impulse buying tendency. The online impulse buying behaviour
scale, with five items, was modified from the measures of Aragoncillo and Orus (2018) and Rook and
Fisher (1995). In addition, Shopee and Lazada are the leading e-commerce platforms in Thailand. The
section about e-commerce asks the respondents whether they are users of Shopee and Lazada. This
question determines their eligibility for the survey. SEs use social media, Facebook and Line applica-
tion, for communication and trading. Therefore, the filter question checks whether customers have
used it previously. All items were rated on five-point Likert scales anchored from ‘strongly disagree’ (1)
to ‘strongly agree’ (5). A panel of five members in the SE field reviewed the questionnaire. Item
Objective Congruence (I0C) verified the content validity. All items were rated higher than 0.75.
Construct reliability and validity tests were conducted in the measurement model. The Cronbach’s
alpha value measured the internal consistency at an acceptable level of 0.7 or higher (Nunnally &
Bernstein, 1994). A confirmatory factor analysis (CFA) was performed using AMOS 21.0 through maxi-
mum likelihood estimation. This study considered convergent validity comprising composite reliability
(CR) and average variance extracted (AVE). The CR value ranges from 0 to 1, indicating a higher reli-
ability. A minimum value of 0.50 for AVE must be adequate for convergent validity (Hair et al, 2014).
Structural equation modelling (SEM) was used to test the hypotheses.

2.2.3. Common method bias

Common method bias (CMB) can occur because the same respondents provide data for the dependent
and independent variables. Therefore, statistical and procedural methods were used to confirm the
non-occurrence of CMB before testing the hypotheses (Das, Saha, et al., 2022). Firstly, the survey was
conducted anonymously to receive honest opinions from the respondents. Respondents were free to
withdraw from the survey at any time. Statistically, Podsakoff and Organ (1986) suggested that Harman's
one-factor test appropriately identifies common method variance. They also proposed exploratory factor
analysis (EFA) results in which a single construct explained more than 50% of the variance among vari-
ables demonstrates the common method variance in the data. Thus, this study used Harman’s one-factor
on all items of measured constructs to check CMB. The results showed that the common latent compo-
nent accounted for 33.49% of the variance, indicating no significant common method variance in the
data. Secondly, the CMB was tested based on variance inflation factors (VIF). A VIF of <5 (Hair et al.,
2010) was found for latent constructs, which are SE's e-commerce focusing on communication (2.399)
and sales (3.429), SE's social media focusing on communication (1.336) and sales (3.288), customers' altru-
ism (2.305), online buying tendency (1.758), and online impulse buying behaviour (1.435). Additionally,
the differences in item factor loadings between the factors, with and without the method factors, were
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less than the threshold value of 0.2 (Podsakoff et al., 2003), confirming that no CMB occurred (Das, Saha,
et al., 2022).

3. Results
3.1. Descriptive statistics

The final sample comprised 423 respondents. The number of women (294) was higher than that of men
(126). Most respondents were between 26 and 40 (51%), showing that working people are likely to buy
SE products. Company employees were the significant respondents to this research, amounting to 34.5%.
Approximately 13.7% of participants were business owners, whereas 12.3% were state enterprise employ-
ees. Most respondents have bachelor’s degrees (63.4%) or master’s (19.1%). The number of participants
buying online products/services once a week (39%) was higher than that of those buying three to four
times per week (18.7%) and two times per week (16.8%). Table 1 shows the demographic characteristics
of the respondents.

3.2. Measurement model

Following Hair et al. (2019), the measurement model was evaluated by analysing the internal consistency
reliability of each construct, convergent and discriminant validity. Litwin (1995) and Cohen (1988) sug-
gested that Cronbach’s alpha and the CR values should be higher than 0.7, respectively. In addition, the
AVE value should be higher than 0.5 (Hair et al,, 2010). Table 2 reports the results. The Cronbach’s alpha
of each construct was above 0.931. The AVE was higher than 0.50, and the CR was above 0.7. Thus, these
values were above the threshold, indicating that the construct variables are considered satisfactory
regarding their internal consistency and reliability for use as measurements. Discriminant validity was
evaluated according to Fornell and Larcker (1981) to examine if a construct differed from other con-
structs by comparing the square roots of the AVE of each construct and the correlations with the con-
structs. Table 3 shows that the square roots of AVE were all higher than their correlation among the
constructs. Therefore, the constructs indicate moderate discriminant validity.

CFA assessed the validity of the measurement model. The model fit indices show that the model
resulted in a good fit to the data [goodness-of-fit index: x*/df=2.9; comparative fit index (CFl)=0.947;
normed fit index (NFI)=0.920; Tucker-Lewis Index (TLI)=941; goodness-of-fit statistic (GFI)=0.824; and
root mean square error of approximation (RMSEA)=0.056]. CFI and NFI above .90 are considered good
fits (Bentler & Bonett, 1980; Hu & Bentler, 1999). The cut-off value of TLI and GFl is 0.90, considered a
satisfactory fit (Hair et al, 2010), even though the GFl values are not above the cut-off of 0.90. However,

Table 1. Characteristics of respondents.

Demography Category Percentage
Gender Male 29.78%
Female 69.50%
Age 18-25years old 6.1%
26-30years old 17%
31-35years old 18.7%
36-40years old 16.1%
41-45years old 13.9%
46-50years old 12.8%
>50years old 20%
Occupation Company employees 345%
Government officers 15.1%
Business owners 13.7%
State enterprise employees 123%
Education Bachelor degrees 63.4%
Master's degrees 19.1%
Buying online products/services Once a week 39%
Two times per week 16.8%
Three to four times per week 18.7%
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Table 2. Measures and statistics summary for scales.

Items Factor loading AVE CR a
Altruism 0.785 0970 0.971
1. | buy online products from SE because | feel compassion towards people in need. 0.875
2. When we do online shopping, people should be willing to help others who are 0.859
less fortunate.
3. | buy online products from SE because | am concerned about those less fortunate 0.839
than myself.
4. When it comes to buying SE online products, SE is motivated by an interest in 0.868
society.
5. When it comes to buying SE online products, SE is socially motivated. 0.923
6. When it comes to buying SE online products, SE is altruistically motivated. 0918
7.SE ivation is to impl social i 0917
8. SE motivation is to give feedback. 0.896
9. SE motivation is to help others. 0.874
SE's e-commerce 0.603 0.962 0.966
SE's e-commerce (communication focus)
1. Finding the information | wanted from this site was easy. 0779
2. This site clearly shows how | can contact or communicate with the SE. 0751
3. This site provides the precise information | need. 0.801
4. This site provides responses to questions and queries that are exactly what | need. 0779
5. This site provides sufficient information to enable me to perform my tasks. 0817
6. | am satisfied with the accuracy of the information provided by this online retail 0.773
site.
7. The information provided by this site is helpful regarding my questions or 0.756
problems.
SE's e-commerce (sale focus)
1. This site changed the way | used to buy products from the SE. 0.802
2. This site can make me choose and purchase almost anything from the SE. 0.789
3. This site is cost-effective, safe and improves the way | use it to buy goods/services 0.824
from the SE.
4. This site plays a critical role in supporting my shopping activities. 0813
5. This site makes it easy to do my shopping activities. 0.801
6. This site enables me to accomplish shopping activities quickly. 0.862
7. This site improves my performance (e.g. saving time or money) in shopping 0.888
activities.
8. | find this site useful for my shopping activities. 0.788
SE's social media 0.757 0978 0.978
Social media (communication focus)
1. SE social media offers accurate information on products. 0.860
2. SE social media offers useful information on products. 0.880
3. Information on products provided by SE social media is comprehensive. 0.894
4. | use SE social media as a source of information on products. 0.885
5. SE social media allows me to share and update existing content. 0.808
6. SE social media interacts regularly with its members. 0.867
7. SE social media facilitates a two-way interaction with members. 0.828
Social media (sale focus)
1. Online support from SE social media affects my buying behaviour. 0.864
2. Comments on SE social media from friends influence my buying behaviour. 0.841
3. The display of SE social media advertisements/product designs affects my buying 0.878
behaviour.
4. The popularity of the products mentioned on SE social media affects my buying 0.908
behaviour.
5. SE social media is a good source to inspire my purchases of organisation 0.895
products.
6. When | see an SE product on social media, | often search for more information to 0.874
buy it.
7. | feel attracted to SE products shared by my contacts on social media. 0.890
Online impulse buying tendency 0.787 0971 0972
1. When | do online shopping, | buy things that | do not intend to purchase. 0.900
2.1 am a person who makes unplanned online purchases. 0.894
3. | tend to buy things online that are not on my shopping list. 0.880
4. Most of my online purchases are not planned in advance. 0913
5.1 tend to have no plans for my online purchases. 0.885
6. | tend to buy things online without considering the consequences. 0913
7. Buying online spontaneously is fun. 0819
8.1 tend to buy things online because | like to do so, rather than because | need 0941
them.
9. | tend to buy online products and services according to how | feel at that 0.835
moment.
Online impulse buying behaviour 0.721 0928 0.931
1. | often buy things online spontaneously. 0.866
2. Just do it’ describes the way | buy things online. 0.859
3. | often buy things online without thinking. 0.839
4.' see it, | buy it’ describes me when shopping online. 0814
5. ‘Buy now, think about it later’ describes me when shopping online. 0.865
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Figure 3. The structural model.

4. Discussion and conclusion
4.1. General discussion

This study investigates online consumer behaviour, specifically impulsive buying, in the SE context
following the S-O-R framework. Therefore, the relationship between SE e-commerce as communica-
tion and sales channels and online impulse buying behaviour is empirically explored. In addition, the
association between SE social media as communication and sales channels and online impulse buy-
ing behaviour is also examined. Hypotheses 1 and 2 are supported. That is, e-commerce and social
media effectiveness affect online impulse-buying tendencies. This illustrates that the information and
selling roles of SE's e-commerce and social media support customers’ shopping experiences, enabling
an unprompted tendency in their online shopping activities. Based on the results, SE e-commerce
and social media can be considered product information sources. As SE's communication tools,
e-commerce and social media provide accurate, useful, and comprehensive information that allows
interactions between the SE and the customers. These influence customers to likely purchase prod-
ucts spontaneously. Besides, SE e-commerce and social media used as selling channels can enable
customers to shop quickly, easily, and conveniently. Their role as a sales channel with current custom-
ers’ comments, opinions, and shared content stimulates customers’ propensity to make unplanned
purchases. Broadly, the results highlight the perspective of Sihombing et al. (2020), suggesting that
social media’s information quality and social interaction influence impulse buying. Furthermore, the
results are consistent with Turkyilmaz et al. (2015) and Wells et al. (2011), indicating that website
factors, such as usefulness, ease of use, and convenience—significantly affect impulsive buying.
Hence, H1 and H2 are fully supported. Contrary to past research, Wiranata and Hananto (2020) indi-
cated that e-commerce factors, such as ease of use and usefulness, did not affect impulse buying. Lo
et al. (2016) added that website ease of use, usefulness, and entertainment, necessary conditions at
the times of purchase, do not necessarily stimulate consumers’ purchase impulses. Nonetheless, Akram
et al. (2018), Sharma et al. (2018), Shiau and Chau (2015), and Wiranata and Hananto (2020) sup-
ported the current findings.

Moreover, this study investigated the relationship between SE customers’ altruism and online impulse
buying behaviour. Hypothesis 3 is supported. The results are similar to those of Moes et al. (2022), who
found that altruistic justification can cause an impulse buying tendency. Choi and Kim (2016) proposed
that customers value societal contributions generated by the SE but may be reluctant to buy due to
concerns about inferior product quality. Based on the results, it is concluded that customers adopt altru-
istic reasons to buy SE's products. They use them to justify their impulsive buying tendency through
other benefits. Therefore, H3 was accepted. Furthermore, the results prove that the online impulse ten-
dency is positively associated with impulsive buying. This finding supports past research (Ahmad et al.,
2019; Saad & Metawie, 2015); the impulsive buying tendency significantly correlated with impulse buying
behaviours, supporting H4. This means that the more a customer engages in impulse buying, the more
likely the consumer will buy a product without a plan (Zafar et al.,, 2021). This finding contradicts previ-
ous research that there was no positive relationship between the impulse buying intention and impulse
buying (Sharma & Nanda, 2012). Nonetheless, while all impulsive tendencies are unlikely to be acted
upon, the more impulsive tendencies experienced, the higher the likelihood that impulse purchases will
occur (Badgaiyan et al., 2016; Dawson & Kim, 2009). This study also explores the mediating role of online
impulse tendency. The results support the assumptions of the indirect SE e-commerce-online impulsive
buying link, the indirect SE social media-online impulsive buying association, and the indirect
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altruism-online impulsive buying relationship mediated by the online impulsive tendency. Hence, H5, H6,
and H7 were supported. Extending the previous studies (Evangelin & Vasantha, 2022; Kwon & Ahn, 2021),
this research uncovered the mediating role of online impulse tendency influencing the relationship
between online marketing stimuli and online impulse behaviour. The findings also show that the cus-
tomers’ altruism interacts with the online impulse tendency (mediator) to significantly influence online
impulsive buying behaviour. However, evidence exists that altruism affects impulse buying directly and
indirectly (Moes et al.,, 2022). Although this research determined that customers’ online impulse tendency
partially mediates the connection between altruism and impulsive buying behaviour, the dependencies
between altruism and impulse buying behaviour are possible, as some factors can mediate these con-
structs’ associations.

4.2. Academic implications

Recent literature has demonstrated a growing interest in impulse buying in the online environment.
However, little is known about SE online channels and customers’ altruism. The results draw attention
to SE e-commerce, social media, and customers’ altruistic value by validating and testing these factors
on impulsive purchasing behaviour. Few studies (Badgaiyan et al, 2016; Dawson & Kim, 2009) have
proposed that impulse buying tendencies are antecedents to impulse buying behaviour. This result
also confirms the relationship between online impulse buying tendencies and behaviour. It suggests
that the degree to which people are likely to make unintended, unplanned, and thoughtless purchases
(Jones et al., 2003) online influences impulse buying behaviour. Furthermore, customers’ altruism moti-
vates spontaneous buying. This result is consistent with Strahilevitz and Myers (1998), who suggested
that tying a donation to a purchase can increase sales and encourage customers to visit a store.
Altruism provides a good reason to make a purchase. Although altruism in charity has been exten-
sively researched, little has been conducted on altruism in SEs. A novel aspect of this research is that
altruism in the online context relates to online impulse tendency, leading to impulse buying. In addi-
tion, this study applied the stimulus-organism-response (SOR) structure to study online impulse buy-
ing. Since previous research has investigated the interactions between environmental factors (stimulus),
consumers’ motivation (organism), and the resulting behaviour (response), the current research pro-
posed that the SOR model could be used to examine online impulse buying behaviour. The results
demonstrate that internal and external stimuli (SE online platforms and customers’ altruism) are trig-
gers arousing organisms (online impulse tendency), resulting in customers’ responses (online impulse
buying behaviour). Therefore, the results indicate an empirically valid extension of the SOR in the
context of online impulsiveness, altruism, and SE.

4.3. Managerial implications

Given the growing number of online retailers, SEs must manage various marketing stimuli that can
amplify the online impulse buying tendency to encourage buying behaviour. The mediating role of the
online impulse buying tendency is hypothesised and tested. Although H5, H6, and H7 are supported, the
relationship between e-commerce and online impulse buying behaviour is partially mediated by online
impulse buying tendency, partially mediating the relationship between SE social media and online
impulse buying behaviour, similar to the relationship between SE customers” altruism and online impulse
buying behaviour. The findings demonstrate that SE e-commerce, social media, and customers’ altruism
indirectly contribute to online impulse buying behaviour through online impulse buying tendencies. The
results also suggest that SEs should consider their e-commerce, social media, and customers’ altruism to
increase online impulse buying tendency and buying tendency as the inducement of online impulse
purchase behaviour. These findings suggest that SEs should consider using e-commerce and social media
to provide product information and facilitate online purchasing. They can drive traffic to online SE plat-
forms and stimulate potential customers to make unplanned purchases. Moreover, SEs can use the pro-
posed e-commerce dimensions to build quality websites, resulting in impulsive purchases. SEs aim to
improve the quality of life of society. Hence, customers’ altruism motivates them to patronise SEs to help
others. The motivation to help others in society increases the degree of unplanned purchases in online
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shopping activities. Thus, SEs should emphasise their contributions to society, influencing customers’
altruism. Failure to focus on this area can affect the opportunity to make online impulse purchases.

4.4. Conclusion

In summary, the current study explores the direct effects of SE e-commerce, social media, and customers’
altruism on online impulse tendency, along with the mediating impacts of the online impulse tendency
on online impulse buying behaviour. Examining these stimuli (SE e-commerce, SE social media, and cus-
tomers’ altruism) reveals their connection with the organism (online impulse tendency) and response
(online impulse buying behaviour). The findings will extend the academic knowledge of SE, online impul-
siveness, and SOR literature. Furthermore, practitioners can apply these insights when designing effective
online strategies to enhance online commerce performance.

5. Limitations and future research

This study has contributed new findings focusing on online impulse buying behaviour in SEs. However,
further research should consider some limitations. Firstly, data are collected from customers in Bangkok,
the capital city of Thailand, and Chiang Mai, a major city in Thailand which limit the generalisation of
the results geographically. Future endeavours may consider other cities and countries with large sample
sizes. Secondly, Shopee and Lazada, the largest e-commerce websites, and SE social media (Facebook
and Line application) are used. Therefore, future research should employ other e-commerce websites and
social networks. Thirdly, this study considered three shopping motivation factors. This research can be
extended by exploring other stimulus factors, such as digital marketing strategies, online store design
elements, and personal characteristics. Lastly, future research should consider the qualitative approach
and other moderating effects.
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