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The purpose of this study was to examine the effect of the Intensity of using Instagram, and Positive shopping emotion on 
Impulsive buying online on Y generations of Instagram social media users. Data analysis was performed on 150 respondents' 
from Y generation as buyers of convenience and shopping goods. Data analysis using regression with smartPLS software 
version 3.3.2 which was used to test the three hypotheses in this study. The results of data analysis show that the effect of the 
intensity of using Instagram to impulsive buying online and positive shopping emotion, and positive shopping emotion to 
impulsive buying online are significant among Y generation. 
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INTRODUCTION 
Facebook and Instagram are two of the most prominent social media to be used as media either 
for promotion or selling online. This is influenced by the number of active users of these two 
social media which is quite a lot compared to other social media, making them social media 
with the highest number of online business accounts. In Indonesia, alone Facebook active users 
accounted for 198 million in 2023 while active users of Instagram were 88,86 million in 2023 
and this number is expected to continue to grow in both. Data reported by Mustikasari (2018) 
referring to the Digital In 2017 Growth Overview report states that statistically, the Indonesian 
people spend about 3 hours 16 minutes per day for social media usage or 13.61% for a day and 
night. Regarding online shopping, survey results show that the average time spent by 
Indonesian consumers to visit an online store is 4 minutes 9 seconds. 
There is an important factor that influences impulsive online purchases, namely the presence 
of positive consumer shopping emotions. This positive shopping emotion can be influenced by 
several factors such as online sales promotions, the intensity of use of Instagram (social media), 
the value of hedonic spending, and extraversion personality. Internal stimulus factors 
predominantly influence consumer emotions which ultimately lead to impulsive online 
purchases (Chan, Cheung, & Lee, 2017).   
Gonzales, Riemenschneider, Leidner, and Koch (2013) said that social media networks can 
increase the self-esteem of individual users and the assessment of high self-esteem in social 
media can reduce the level of consumer self-control which will ultimately encourage  impulsive 
purchases (Wilcox & Stephen, 2013). Another advantage of advertising through social media 
Instagram is the use of Instagram artists and users as endorsers who can offer company products 
provided that the user has a large number of followers. Instagram users who have many 
followers will give a big influence on their followers (Jin & Phua, 2014). Another researcher 
suggested that the artists used to endorse products influence the buying behavior of young 
women (Djafarova & Rushworth, 2017). Social media users who have low ratings of self-
esteem will easily follow the opinions of other users (Bearden, Netemeyer, & Teel, 1989; 
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Bither & Wright, 1973; Djafarova & Rushworth, 2017; Kropp, Lavack, & Silvera, 2005; 
Rhodes & Wood, 1992). 
 
LITERATURE REVIEW 
 
The Intensity of Using Instagram 
Web browsing is the initial phase of online purchasing that gives shoppers a quick search for 
information and selects the website used (Rowley, 2002). Most online shoppers see information 
and web browsing when making a purchase (Smith & Sivakumar, 2004). The time spent by 
consumers to browse the website and the number of purchases made are positively correlated 
and the time spent browsing the website will increase the search for products offered by 
producers  (Iyer, 1989). When consumer browsing increases, the potential stimulus effect on 
products sold also increases and buyers feel how many products they want to buy (Jarboe & 
McDaniel, 1987). 
The intensity of Facebook usage can be seen from the time duration used to access Facebook 
daily or weekly, the number of group members, and the number of friends they have (Bijari, 
Javdinia, Erfanian, Abedini, & Abasi, 2013; Kirschner & Karpinski, 2010). The intensity of 
Facebook usage can also be seen from the number of friends, the average time spent accessing 
Facebook every day, and the six items about user relationships and engagement with Facebook 
(Ellison, Steinfield, & Lampe, 2007). Then, browsing is the time spent by consumers to look 
at products (L. T. Huang, 2015). 
Positive Shopping Emotion 
Weinberg and Gottwald (1982) suggest that emotions are certain facial expressions and 
consumer attitudes in certain buying situations that encourage impulsive buying. Donovan and 
Rossiter (1982) in their research suggested that consumer emotions are consumer reactions 
when they are in a purchasing environment consisting of two main dimensions, arousal, and 
comfort (pleasant). Isen (1984) in his research stated that emotions are good feelings possessed 
by someone who will be reflected in their behavior. Watson and Tellegen (1985) state that 
emotions are a person's feelings which are classified into two opposing dimensions, namely 
positive and negative emotions. Gradner (1985) states that emotions are feelings that are owned 
by consumers and play an important role and the formation of brand attitudes and product 
selection by consumers. Gardner and Hill (1988) suggest that emotions are conditions of 
feeling that are subjectively accepted by consumers. Beatty and Ferrell (1998) state that 
emotions are feelings of enthusiasm, active, and always alert in all their activities. Yoo, Park, 
and Macinnis (1998) in his research stated that emotions are the result of mood which is an 
important factor in consumer purchasing decisions. Previously Schiffman and Kanuk (2000) 
suggested that consumers are emotional images that can be easily attracted to something when 
it involves emotional factors. 
Babin and Babin (2001) state that emotions are one's feelings that are influenced by special 
characteristics found in the environment in which the person is located. Cha (2001) states that 
emotions are consumer attitudes that originate from social interactions related to the experience 
of consumers themselves. Hawkins, Best, and Coney (2004) states that emotion is a feeling 
that cannot be controlled but can influence a person's behavior and habits. E. J. Park, Kim, and 
Forney (2006a) states that positive emotions are feelings of an individual which are manifested 
in various expressions such as being attractive, proud, feeling happy, attracting heart, 
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satisfaction, and extraordinary pleasure. The feeling or emotion factor is a momentary construct 
related to a particular situation or object (Chang, Eckman, & Yan, 2011). 
Impulsive Buying Online 
Theoretically impulsive purchases apply to convenience goods consumption groups, but in its 
development, it turns out impulsive purchases also apply to consumer goods that are included 
in the types of shopping goods such as clothing (fashion) and body care products (E. J. Park et 
al., 2006a). Consumers buy shopping goods products more to the desire to express the 
uniqueness of the consumer itself or think that the purchases made are good value for money 
and whether the purchase is practical or useful for him. 
Impulsive buying is caused by the presence of a colleague and the presence of a consumer 
family member will be able to reduce the occurrence of impulse buying (Luo, 2005). 
Muruganantham and Bhakat (2013) suggest that impulsive buying is a sudden and urgent 
purchase where speed in making decisions precludes wise judgments and the search for 
alternative options. Impulsive buyers feel unable to control their buying goals and behavior 
from the various stimuli provided by producers (Wu, Chen, & Chiu, 2016). 
Research Hypotheses 
When Instagram users browse websites, they are faced with a special offer, attractive web 
design, attractive colors, and usually result in real purchases (Rowley, 2002). Browsing online 
stores can also encourage impulsive purchases (Koski, 2004). Besides browsing the website 
will also cause consumers to get stimuli which then encourage impulsive buying. The role of 
the media used to present product information can increase the intensity of impulsive purchases 
(Adelaar, Chang, Lancendorfer, Lee, & Morimoto, 2003). This is confirmed again by Verhagen 
and Dolen (2011) which states that there is a connection between browsing the website with 
the impetus to make a purchase. The intensity of Facebook usage is seen from the duration of 
time used to access Facebook daily or weekly, the number of group members, and the number 
of friends they have (Bijari et al., 2013; Kirschner & Karpinski, 2010). The intensity of 
Facebook usage can also be seen from the number of friends, the average time spent accessing 
Facebook every day, and the six items about user relationships and engagement with Facebook 
(Ellison et al., 2007). 
Social media networks can increase the self-esteem of individual users (Gonzales et al., 2013) 
and the assessment of high self-esteem on social media can reduce the level of consumer self-
control which will ultimately encourage impulsive purchases (Wilcox & Stephen, 2013). 
Another advantage of advertising through social media Instagram is the use of Instagram artists 
and users as endorsers who can offer company products provided that the user has a large 
number of followers. Instagram users who have many followers will give a big influence on 
their followers (Jin & Phua, 2014). Djafarova and Rushworth (2017) suggested that artists used 
to endorse products influence young women's buying behavior. Social media users who have 
low self-esteem ratings will easily follow the opinions of other users (Bearden et al., 1989; 
Bither & Wright, 1973; Djafarova & Rushworth, 2017; Kropp et al., 2005; Rhodes & Wood, 
1992).  
Kaisheng (2011) conducted a study of the dimensions of online sales promotions and created 
a research model that links online sales promotions with impulsive online purchases through 
the time and energy spent on browsing websites. Verhagen and Dolen (2011) show that 
browsing that shows the intensity of internet use has an indirect effect on impulsive online 
purchases through an urgent situation to make impulsive purchases. Ozer and Gultekin (2015) 
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in their research showed that browsing is influenced by hedonic motives, which significantly 
influences impulsive buying. In line with, Floh and Madlberger (2013) in their research showed 
that hedonic motives are proxied by convenient shopping encourage consumers to browse and 
encourage these consumers to make impulsive online purchases. Yang et al. (2014) in his study 
suggested that internet use approaching addiction affects impulsive online purchases. 
Turkyilmaz et al. (2015) in his study suggested that website quality and personality affect 
impulsive online purchases. L. T. Huang (2015) shows that browsing will encourage impulsive 
online purchases through an urgent feeling to make impulsive purchases. Rezaei, Ali, Amin, 
and Jayashree (2015) conducted a study that showed that utilitarian and hedonic web browsing 
led to impulsive online purchases. However, there is an interesting finding that utilitarian web 
browsing encourages impulsive online purchases. Though usually only hedonic web browsing 
that encourages impulsive online purchases. 
Leong, Jaafar, and Ainin (2017) suggested that browsing when using Facebook and the 
intensity of Facebook use can significantly encourage electronic commerce to occur through 
social media, in this case, Facebook. Zhang, Xu, Zhao, and Yu (2018) argue that consumer 
browsing behavior will encourage consumers to immediately make impulsive purchases which 
will ultimately lead to impulsive online purchases. Based on several previous studies, the 
following hypotheses were prepared. 
H1: Intensity of Instagram usage has a positive effect on positive shopping emotions and 

impulse buying online 
 
The formation of consumers 'positive emotions towards products offered online can increase 
consumers' motivation to make unplanned purchases (Amiri, Jasour, Shirpour, & Alizadeh, 
2012). Research conducted by (Pattipeilohy & Rofiaty, 2013) shows the same result that 
positive emotions have a significant effect on impulsive purchases. These results are also the 
same as the findings of E. J. Park et al. (2006a) which states that consumers with positive 
feelings such as feeling happy and satisfied are more encouraging consumers to buy clothing 
products more than before. 
In his research, positive consumer emotions arising from attractive merchandise, easy product 
use, happy feelings, website communication style, will encourage consumers to search 
(browsing) which will then encourage impulsive purchases. In addition to encouraging the 
emergence of the process of searching (browsing), positive emotions will also directly affect 
impulsive online purchases (Verhagen & Dolen, 2011). The pleasant feeling and passion are 
caused by the ease of navigation on the website. These pleasant feelings and passions will in 
turn lead to impulsive online purchases (S. W. Lin & Lo, 2015).Positive emotions with 
indicators of everything pleasant (pleasantness) and something that gives rise to arousal will 
cause and cause impulsive online purchases (Liao, To, Wong, Palvia, & Kakhki, 2016). Other 
research results by Sohn and Lee (2016) show that positive emotions will shape impulsive 
purchases when influenced also by time pressure and consumer involvement in shopping. 
However, there is an interesting thing that is when there is time pressure, negative emotions 
will arise and it will increase the possibility of impulsive buying. Based on several previous 
studies, the following hypotheses were prepared. 
H2: Positive shopping emotions have a positive effect on impulsive buying online. 
H3: Positive shopping emotions mediated the effect the instagram user intensity of instagram 

on impulsive buying online. 
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METHODOLOGY 
Population and Sample 
The study population is generation Y (born 1980-1994) Instagram users who have made 
product purchase transactions after seeing sales promotions on Instagram in Banten, Indonesia. 
The sample of research came from 150 Y generation Instagram users who bought convenience 
and shopping products. 
An online questionnaire survey was conducted to examine the relationships between the 
intensity of Instagram usage, positive shopping emotions, and impulsive buying online. The 
questionnaire consists of two sections. The first section is about the characteristic of 
respondents. The second contains 18 questions regarding the research modeling constructs as 
shown in Table 2. A 5-point Likert scale (ranging from 1=strongy disagree to 5=strongly agree) 
is designed to ask the respondents to rate these 18 questions.  
 
Data Analysis 
Descriptive and verification research is used to see the effect of the variables –Intensity of 
Instagram Usage (IPI), Positive Shopping Emotions (EBP), and Impulsive Buying Online 
(POI) of Generation Y consumers. This study has six verification hypotheses. Based on the 
three hypotheses, the analysis design in this study contains a verification analysis. Verification 
analysis used to answer the verification hypothesis (hypotheses 1-3) through assessment and 
linking theory with facts in the field. This analysis is done by testing the hypothesis using 
Structural Equation Modeling (SEM) SmartPLS. There are three stages in the analysis using 
SmartPLS, namely: the first stage of performing algorithm calculations; the second stage, doing 
bootstrapping. 
 
 
RESULTS AND DISCUSSION 
Results 
Responden Background 
Table 1 and 2 show the detailed background information of the respondents.Table 1 contains 
Education and Instagram usage 

Table 1. Summary of Respondent Education Background 
 

Education 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid SD dan sederajat 1 .7 .7 .7 

SMA dan sederajat 7 4.7 4.7 5.3 
Diploma 1,2,3 8 5.3 5.3 10.7 
S1 96 64.0 64.0 74.7 
S2 36 24.0 24.0 98.7 
S3 2 1.3 1.3 100.0 
Total 150 100.0 100.0  

           Source: Authors 
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Table 2. Summary of Respondent Instagram Usage 
 

Instagram Usage 

 Frequency Percent Valid Percent 
Cumulative 
Percent 

Valid < 1 tahun 12 8.0 8.0 8.0 
1-3 tahun 36 24.0 24.0 32.0 
>3-5 tahun 53 35.3 35.3 67.3 
>5 tahun 49 32.7 32.7 100.0 
Total 150 100.0 100.0  

                 Source: Authors 
 
Model Measurement Analysis 
From table 3, it can be seen that Table 3 shows that Cronbach's alpha, Average Variance 
Extracted (AVE), Construct Reliability (CR), and the correlation of each construct have 
fulfilled the specified requirements namely Cronbach’s alpha> 0,700; Average Variance 
Extracted (AVE)> 0.500; Construct Reliability (CR)> 0,700. Whereas the Fornell-Lacker 
Criterion is used to ensure discriminant validity, the AVE for each latent variable must be 
higher than R2 with all other latent variables. From the table it can be seen that the rootsquare 
value of AVE is each higher than R2 with all other latent variables. 
 
Table 3. Outer Loading, Composite Reliability, Average Variance Extracted  

Variabel Indikator Outer 
Loading 

Cronbachs 
Alpha 

Composite 
Reliability AVE 

Intensity of  
Instagram 
Usage 

IPI1 0,797 

0,849 0,889 0,573 

IPI2 0,773 
IPI3 0,799 
IPI4 0,803 
IPI5 0,710 
IPI6 0,648 

Possitive 
Shopping 
Emotion 

EBP1 0,927 
0,916 0,947 0,857 EBP2 0,920 

EBP3 0,929 

Impulsive 
Buying Online 

POI1 0,864 

0,932 0,948 0,786 
POI2 0,871 
POI3 0,890 
POI4 0,928 
POI5 0,877 

                  Source: Authors 
 



 
MSR Journal, Vol 3 issue-4 2024                                            ISSN : 2828-4216 
 

 152 

 
Figure 1. Research Model 

 
Table 4 shows the results that Intensity of Instagram usage (IPI) has a positive effect on positive 
shopping emotions and impulse buying online (POI), therefore H1 supported. Positive 
shopping emotions have a positive effect on impulsive buying online, therefore H2 supported. 
Positive shopping emotions mediates the effect of Intensity of Instagram usage (IPI) on impulse 
buying online (POI), therefore H3 supported.  

Table 4. Path Coefficients 
 Original Sample T Statistic P Values 
EBP à POI 0,631 6,196 0,000 
IPI à EBP 0,786 16,272 0,000 
IPI à POI 0,231 2,130 0,034 
IPI àEBPàPOI 0,496 7,125 0,000 

                     Source: Authors 
 
Discussion 
This study aims to determine the differences in influence on users of Y generations. Women 
are considered to be more likely to shop online when compared to men (Davis, Lang, & Diego, 
2013). In addition, women are more likely to become impulsive online shoppers compared to 
men (C. H. Lin & Lin, 2005). The results show that Intensity of Instagram usage has significant 
effect on impulsive online purchases. This shows the same results as Davis et al. (2013), that 
women prefer to shop online for products that fall into the utilitarian group. In addition, While 
the high intensity of using Instagram positively influences both consumers' shopping emotions 
and impulsive online purchasing decisions. Likewise, positive shopping emotions that 
significantly influence online purchases impulsively.  
 
CONCLUSION 
The results of data analysis of Y generation show the same result with previous research. These 
results are following some of the results of studies using previous Y and Z generations such as  
(Khan, hui, Chen, & Hoe, 2016), Krbova (2016), (Priporas, Stylos, & Fotiadis, 2017), and 
Thomas, Kavya, and Monica (2018). Whereas the Intensity of using the Instagram variable 
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significantly influences the online Impulsive Buying variable both directly and indirectly 
through the Positive emotion shopping variable.  
Practically, this research contributes to marketers who promote their products through social 
media Instagram, that the frequency of using Instagram is very important in encouraging 
impulsive online purchases, as well as paying attention to the personality of consumers who 
are the target market. With a more attractive and interactive display compared to other social 
media, Instagram is more favored by Generation Z when compared to Generation Y, although 
in terms of income generation Z is still inferior to Generation Y. Therefore, companies must 
improve the performance of their product display on Instagram by clarifying the difference 
between these products and other similar products, in addition to increasing consumer 
confidence in electronic transactions that occur. 
There is a limitation in the design of measurements. This study only examines one variable that 
affect impulsive online purchases in generations Y, with one variable acting as a mediating 
variable. Other researchers can expand the research by adding other variables such as the value 
of hedonic spending or other variables that are by the Stimulus (S) - Organism (O) - Response 
(R) paradigm. Then, the research sample is directed to respondents who purchase convenience 
and shopping goods. Therefore, in subsequent studies, it can be done on other goods whose 
prices are more expensive than the two groups of goods. Besides, this research is only 
conducted for consumers in Indonesia as Instagram users. Future studies are expected to 
research Indonesia by comparing other social media that can be used as electronic product 
transaction media. 
 
 

REFERENCES 
Abayi, M., & Khoshtinat, B. (2016). Study of the Impact of Advertising on Online Shopping 

Tendency for Airline Tickets by Considering Motivational Factors and Emotional 
Factors. Procedia Economics and Finance, 36, 532-539.  

Adelaar, T., Chang, S., Lancendorfer, K. M., Lee, B., & Morimoto, M. (2003). Effects of media 
formats on emotions and impulse buying intent. Journal of Information Technology, 
18, 247-266.  

Almendros, E. C., & Garcia, S. D. B. (2016). Online airline ticket purchasing: Influence of 
online sales promotion type and internet experience. Journal of Air Transport 
Management, 53, 23-34.  

Amiri, F., Jasour, J., Shirpour, M., & Alizadeh, T. (2012). Evaluation of effective fashionism 
involvement factors effects on impulse buying of customers and condition of 
interrelation between these factors. Journal of Basic and Applied Scientific Research, 
2(9), 9413-9419.  

Babin, B. J., & Babin, L. (2001). Seeking something different? A model of schema typicality, 
consumer affect, purchase intentions and perceived shopping value. Journal of Business 
Research, 54(2), 89-96.  

Bearden, W. O., Netemeyer, R. G., & Teel, J. E. (1989). Measurement of consumer 
susceptibility to interpersonal influence. Journal of Consumer Research, 15(4), 473-
481.  

Beatty, S. E., & Ferrell, M. E. (1998). Impulse Buying: Modeling Its Precursors. Journal of 
Retailing, 74(2), 169-191.  



 
MSR Journal, Vol 3 issue-4 2024                                            ISSN : 2828-4216 
 

 154 

Belch, G. E., & Belch, M. A. (2003). Advertising and promotion: An integrated marketing 
communications perspective: The McGraw− Hill. 

Bijari, B., Javdinia, S. A., Erfanian, M., Abedini, M. R., & Abasi, A. (2013). The impact of 
virtual social networkson students' acdemic Achievement in Birjand University of 
Medical Sciences in East Iran. Paper presented at the 2nd World Conference on 
Educational Technology Researches-WCETR2012. 

Bither, S. W., & Wright, P. L. (1973). The self-confidence–advertising response relationship: 
A function of situational distraction. Journal of Marketing Research, 10(2), 146-152.  

Bosnjak, M., Galesic, M., & Tuten, T. (2007). Personality Determinants of Online Shopping: 
Explaining online purchase intentions using a hierarchical approach. Journal of 
Business Research, 60, 597-605.  

Bratko, D., Butkovic, A., & Bosnjak, M. (2012). Twin Study of Impulsive Buying and its 
Overlap with Personality. Journal of Individual Differences, 33(4).  

Cha, J. (2001). Planned and unplanned apparel purchase typology and related variables. 
Unpublished Thesis, Seoul National University, Seoul.  

Chan, T. K. H., Cheung, C. M. K., & Lee, Z. W. Y. (2017). The state of online impulse-buying 
research: A litrerature analysis Information & Management, 54, 204-217.  

Chang, H. J., Eckman, M., & Yan, R. N. (2011). Application of the Stimulus-Organism-
Response model to the retail environment: the role of hedonic motivation in impulse 
buying behavior. The International Review of Retail, Distribution and Consumer 
Research, 21(3), 233-249.  

Correa, T., Hinsley, A. W., & Zuniga, H. G. d. (2010). Who interacts on the Web?: The 
intersection of users' personality and social media use. Computers in Human Behavior, 
26, 247-253.  

Davis, R., Lang, B., & Diego, J. S. (2013). A Comparison of Online and Offline Gender and 
Goal Directed Shopping Online. Journal of Retailing and Consumer Services.  

Djafarova, E., & Rushworth, C. (2017). Exploring the credibility of online celebrities' 
Instagram profiles in influencing the purchase decisions of young female users. 
Computers in Human Behavior, 68, 1-7.  

Donovan, R. J., & Rossiter, J. R. (1982). Store Atmosphere: An Environmental Psychology 
Approach. Journal of Retailing, 58(1).  

Ellison, N. B., Steinfield, C., & Lampe, C. (2007). The Benefits of Facebook "Friends:" Social 
Capital and College Students' Use of Online Social Network Sites. Journal of computer-
mediated communication, 12, 1143-1168.  

Faryabi, M., Fesaghandis, K. S., & Saed, M. (2015). Brand Name, Sales Promotion and 
Consumers' Online Purchase Intention for Cell-phone Brands. International Journal of 
Marketing Studies, 7(1).  

Floh, A., & Madlberger, M. (2013). The role of atmospheric cues in online impulse-buying 
behavior. Electronic Commerce Research and Applications, 12(6), 425-439.  

Gallagher, K., Foster, K. D., & Parsons, J. (2001). The medium is not the message: Advertising 
effectiveness and content evaluation in print and on the web. Journal of advertising 
research, 41(4), 57-70.  

Gardner, M. P., & Hill, R. P. (1988). Consumers' mood states: Antecedents and consequences 
of experiential versus informational strategies for brand choice. Psychology & 
Marketing, 5(2), 169-182.  



 
MSR Journal, Vol 3 issue-4 2024                                            ISSN : 2828-4216 
 

 155 

Gonzales, E. S., Riemenschneider, C., Leidner, D. E., & Koch, H. (2013). The Impact of 
Internal Social Media Usage on Organizational Socialization and Commitment. Paper 
presented at the Thirty Fourth International Conference on Information Systems Milan.  

Gradner, M. P. (1985). Mood States and Consumer Behavior: A Critical Review. Journal of 
Consumer Research, 12(3), 281-300.  

Hawkins, D. I., Best, R. J., & Coney, K. A. (2004). Customer behavior: Building marketing 
strategy. New York: MeGraw Hill.  

Hendrawan, D., & Nugroho, D. A. (2018). Influence of personality on impulse buying 
behaviour among Indonesian young consumers. International Journal Trade and Global 
Markets, 11(1/2).  

Huang, J. H., & Yang, Y. C. (2010). The Relationship between Personality Traits and Online 
Shopping Motivations. Social Behavior and Personality, 38(5), 673-680.  

Huang, L. T. (2015). Flow and social capital theory in online impulse buying. Journal of 
Business Research.  

Husnain, M., Qureshi, I., Fatima, T., & Akhtar, W. (2016). The Impact of Electronic Word-of 
Mouth on Online Impulse Buying Behavior: The Moderating role of Big 5 Personality 
Traits. JOurnal of Accounting & Marketing, 5(4).  

Isen, A. M. (1984). The influence of positive affect on decision making and cognitive 
organization. ACR North American Advances.  

Iyer, E. S. (1989). Unplanned Purchasing: Knowledge of shopping environment and. Journal 
of Retailing, 65(1), 40.  

Jarboe, G. R., & McDaniel, C. D. (1987). A Profile of Browsers in Regional Shopping Malls. 
Journal of the Academu of Marketing Science, 15(1), 046-053.  

Jin, S. A. A., & Phua, J. (2014). Following celebrities’ tweets about brands: The impact of 
twitter-based electronic word-of-mouth on consumers’ source credibility perception, 
buying intention, and social identification with celebrities. Journal of advertising, 43(2), 
181-195.  

Kaisheng, Z. (2011). Online sales promotion and impulse buying online in the E-business age: 
A theoretical model approach. Paper presented at the IEEE2nd International 
Conference on Software Engineering and Service Science.  

Khan, N., hui, L. H., Chen, T. B., & Hoe, H. Y. (2016). Impulse Buying Behaviour of 
Generation Y in Fashion Retail. International Journal of Business and Management, 
11(1).  

Kirschner, P. A., & Karpinski, A. C. (2010). Facebook® and academic performance. 
Computers in Human Behavior, 26(6), 1237-1245.  

Koski, N. (2004). Impulse buying on the internet: encouraging and discouraging factors. 
Frontiers of E-business Research, 4(1), 23-35.  

Krbova, P. K. (2016). Shopping Behaviour of Generation Y: A Comparison of Czech Republic 
and Slovakia. ACTA Universitatis Agriculturae et Silviculturae Mendelianae 
Brunensis, 64(2).  

Kropp, F., Lavack, A. M., & Silvera, D. H. (2005). Values and collective self-esteem as 
predictors of consumer susceptibility to interpersonal influence among university 
students. International Marketing Review.  

Leong, L. Y., Jaafar, N. I., & Ainin, S. (2017). The effects of Facebook browsing and usage 
intensity on impulse purchase in f-commerce. Computers in Human Behavior.  



 
MSR Journal, Vol 3 issue-4 2024                                            ISSN : 2828-4216 
 

 156 

Liao, C., To, P. L., Wong, Y. C., Palvia, P., & Kakhki, M. D. (2016). The Impact Presentation 
Mode and Product Type on Online Impulse Buying Decision. Journal of Electronic 
Commerce Research, 17(2).  

Lin, C. H., & Lin, H. M. (2005). AN EXPLORATION OF TAIWANESE 
ADOLESCENTS'IMPULSIVE BUYING TENDENCY. Adolescence, 40(157).  

Lin, S. W., & Lo, L. Y. S. (2015). Evoking online consumer impulse buying through virtual 
layout achemes. Behaviour & Information Technology.  

Luo, X. (2005). How does shopping with others influence impulsive purchasing? Journal of 
Consumer psychology, 15(4), 288-294.  

Matzler, k., Faullant, R., Renzl, B., & Leiter, V. (2005). The Relationship Between Personality 
Traits (Extraversion and Neuroticism), Emotions and Customer Self-Satisfaction. 
Innovative Marketing, 1(2), 32-39.  

Mooradian, T. A., & Olver, J. M. (1997). “I can't get no satisfaction:” The impact of personality 
and emotion on postpurchase processes. Psychology & Marketing, 14(4), 379-393.  

Muruganantham, G., & Bhakat, R. S. (2013). A Review of Impulse Buying Behavior. 
International Journal of Marketing Studies, 5(3).  

Mustikasari, I. (2018). Berapa Lama Konsumen Indonesia Mengunjungi Toko Online? 
https://iprice.co.id/trend/insights/riset-dan-data-waktu-yang-dihabiskan-konsumen-
indonesia-saat-mengunjungi-toko-online/ 

Nagadeepa, C., Selvi, J. T., & A., P. (2015). Impacts of Sales Promotion Techniques on 
Consumers' Impulse Buying Behaviour towards Apparels ata Bangalore. Asian Journal 
of Management Sciences & Education, 4(1).  

Ozer, L., & Gultekin, B. (2015). Pre- and post-purchase stage in impulse buying: The role of 
mood and satisfaction. Journal of Retailing and Consumer Services, 22, 71-76.  

Park, E. J., Kim, E. Y., & Forney, J. C. (2006a). A structural model of fashion-oriented impulse 
buying behavior. Journal of Fashion Marketing and Management, 10(4), 433-446.  

Park, E. J., Kim, E. Y., & Forney, J. C. (2006b). A structural model of fashion-oriented impulse 
buying behavior. Journal of Fashion Marketing and Management: An International 
Journal.  

Park, J., & Lennon, S. J. (2006). Psychological and environmental antecedents of impulse 
buying tendency in the multichannel shopping context. Journal of Consumer Marketing, 
23(2), 56-66.  

Pathak, B., Garfinkel, R., Gopal, R. D., Venkatesan, R., & Yin, F. (2010). Empirical analysis 
of the impact of recommender systems on sales. Journal of Management Information 
Systems, 27(2), 159-188.  

Pattipeilohy, V. R., & Rofiaty, M. (2013). The Influence of the availability of Money and Time, 
Fashion Involvement, Hedonic Consumption Tendency and Positive Emotions towards 
Impulse Buying Behavior in Ambon City (Study on Purchasing Products Fashion 
Apparel). International Journal of Business and Behavioral Sciences, 3(8), 36-49.  

Priporas, C.-V., Stylos, N., & Fotiadis, A. K. (2017). Generation Z consumers' expectations of 
interactions in smart retailing: A future agenda. Computers in Human Behavior, 77, 
374-381.  

Rezaei, S., Ali, F., Amin, M., & Jayashree, S. (2015). Online impulse buying of tourism product 
The role of web site personality, utilitarian and hedonic web browsing. Journal of 
Hospitality and Tourism Technology, 7(1), 60-83.  



 
MSR Journal, Vol 3 issue-4 2024                                            ISSN : 2828-4216 
 

 157 

Rhodes, N., & Wood, W. (1992). Self-esteem and intelligence affect influenceability: The 
mediating role of message reception. Psychological Bulletin, 111(1), 156.  

Rowley, J. (2002). Using case studies in research. Management research news.  
Schiffman, L. G., & Kanuk, L. L. (2000). Consumer behavior, 7* edition: Prentice Hall, Upper 

Saddle River. 
Smith, D. N., & Sivakumar, K. (2004). Flow and Internet shopping behavior: A conceptual 

model and research propositions. Journal of Business Research, 57(10), 1199-1208.  
Sofi, S. A., & Najar, S. A. (2018). Impact of personality influencers on psychological 

paradigms: An empirical-discourse of big five framework and impulsive buying 
behaviour. European Research on Management and Business Economics, 24(2), 71-81.  

Sohn, H. K., & Lee, T. J. (2016). Tourists' impulse buying behavior at duty-free shops: the 
moderating effects of time pressure and shopping involvement. Journal of Travel & 
Tourism Marketing.  

Thomas, M. R., Kavya, V., & Monica, M. (2018). Online website cues influencing the purchase 
intention of generation z mediated by trust. Indian Journal of Commerce and 
Management Studies, 9(1), 13-23.  

Thompson, E. R., & Prendergast, G. P. (2015). The influence of trait affect and the five-factor 
personality model on impulse buying. Personality and Individual Differences, 76, 216-
221.  

Thota, S., Song, J. H., & Larsen, V. (2010). Do animated banner ads hurt websites? The 
moderating roles of website loyalty and need for cognition.  

Tu, C. K., Wu, K. W., Jean, C. H., & Huang, Y. (2017). The Impact of Online Promotion on 
Online Impulsive Buying Behavior: Mediating Effects of Perceived Value, Positive 
Emotion, and Moderating Effects of Online Reviews. Economics & Management 
Innovations, 1(1), 280-282.  

Turkyilmaz, C. A., Erdem, S., & Uslu, A. (2015). The Effect of Personality Traits and Website 
Quality on Online Impulse Buying. Procedia - Social and Behavioral Sciences, 175, 98-
105.  

Verhagen, T., & Dolen, W. v. (2011). The influence of online store beliefs on consumer online 
impulse buying: A model and empirical application. Information & Management, 48, 
320-327.  

Verplanken, B., & Herabadi, A. (2001). Individual differences in impulse buying tendency: 
Feeling and no thinking. European Journal of personality, 15(S1), S71-S83.  

Victoria, A. C., & Ganesan, M. (2015). Online sales promotions of Grocery and other FMCG 
products in Chennai Entity. Research Journal of Applied Sciences, Engineering and 
Technology, 9(2), 71-78.  

Watson, D., & Tellegen, A. (1985). Toward a consensus structure of mood. Psychological 
Bulletin, 98(2), 219-235.  

Weinberg, P., & Gottwald, W. (1982). Impulsive consumer buying as a result of emotions. 
Journal of Business Research, 10(1), 43-57.  

Whitney. (2008). The Multicultural world of social media marketing: Use social media to target 
multicultural audiences: Capstone Faculty if the School Communication. 

Wilcox, K., & Stephen, A. T. (2013). Are Close Friends the Enemy? Online Social Networks, 
Self-Esteem, and Self-Control. Journal of Consumer Research. Inc, 40.  



 
MSR Journal, Vol 3 issue-4 2024                                            ISSN : 2828-4216 
 

 158 

Wu, I. L., Chen, K. W., & Chiu, M. L. (2016). Defining key drivers of online impulse 
purchasing: A perspective of both impulse shoppers and system users. International 
Journal of Information Management, 36, 284-296.  

Xu, Y., & Huang, J.-S. (2014). Effects of Price Discounts and Bonus Packs on Online Impulse 
Buying. Social Behavior and Personality, 42(8), 1293-1302.  

Yang, L., Sun, L., Zhang, Z., Sun, Y., Wu, H., & Ye, D. (2014). Internet addiction, adolescent 
depression, and the mediating role of life events: finding from a sample of Chinese 
adolescents. International Journal of Psychology, 49(5), 342-347.  

Ye, L. R., & Zhang, H.-h. (2014). Sales promotion and purchasing intention: Applying the 
technology acceptance model in consumer-to-consumer marketplaces. International 
Journal of Business, Humanities and Technology, 4(3), 1-5.  

Yoo, C., Park, J., & Macinnis, D. J. (1998). Effects of Store Characteristics and In-Store 
Emotional Experience on Store Attitude. Journal of Business Research, 42, 253-263.  

Zhang, K. Z. K., Xu, H., Zhao, S., & Yu, Y. (2018). Online reviews and impulse buying 
behavior: the role of browsing and impulsiveness. Internet Research.  

 


