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The swift expansion of e-commerce in Indonesia has altered consumer behavior,
particularly given the prominence of platforms like Shopee and Tokopedia. This
study seeks to examine the correlation between the online shopping experience,
attitudinal loyalty, and impulsive buying habits during Ramadan. We employed a
quantitative methodology to investigate the impact of informativeness and trust
as functional and psychological elements of the online buying experience. Data
were gathered from Shopee and Tokopedia users in Jakarta during Ramadan in
2025. The analysis reveals that factors such as informativeness and trust have
a positive impact on online impulsive buying, with attitudinal loyalty acting as
a mediating variable and self-control serving as an adverse moderating factor.
Enhancing informativeness and trust can elevate loyalty and impulsive buying,
while self-control diminishes the propensity for such behavior.

Keywords: online shopping experience, attitudinal loyalty, impulsive buying,
informativeness, trust

La acelerada expansién del comercio electrénico en Indonesia ha modificado los patrones
de consumo, particularmente gracias a la popularidad de plataformas como Shopee vy
Tokopedia. El propdsito de este estudio es examinar la correlacion entre la experiencia
de adquisicién en linea, la fidelidad actitudinal y el comportamiento de compra impulsiva
durante el Ramadan. Se empled una metodologia cuantitativa para analizar el impacto
de la informatividad y la confianza en la experiencia de compra en linea. La informacién
fue recolectada de usuarios de Shopee y Tokopedia en Yakarta durante el periodo de
Ramadan 2025. El estudio revela que factores como la informatividad y la confianza
ejercen un impacto positivo en la compra impulsiva en linea, donde la lealtad actitudinal
actla como variable mediadora y el autocontrol cumple un rol moderador adverso.
Se deduce que la optimizacién de la informacién y la confianza puede potenciar tanto
la lealtad como las compras impulsivas, mientras que el autocontrol disminuye la
propension a realizar este tipo de compras.

Palabras clave: experiencia de compra en linea, lealtad actitudinal, compra impulsiva,
informatividad, confianza
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1. Introduction

Indonesia is the most populous nation in Southeast Asia. It has extensive natural resources
and a population of over 270 million people distributed across numerous islands from the
Indian Ocean to the Pacific Ocean. This country is recognized as having the largest Muslim
population worldwide and ranks internationally as the third largest democracy (Al-Haqg,
2024). Internet usage in Indonesia continues to rise significantly each year, as has been
documented by the Ministry of Commmunication and Information. In 2019, the number of
internet users was 172 million, rising to 200 million in 2020, 201 million in 2021, 202 million
in 2022, and reaching 213 million by January 2023 (Alamin et al., 2023). In 2024, Indonesia's
e-commerce sector witnessed significant expansion driven by aspects including live
shopping, digital payments, and shifts in consumer behavior. As rivalry among platforms
intensifies, firms must innovate and modify their tactics to remain competitive and draw in
new customers (Edhy Aruman, 2025).

The two main e-commerce platforms in Indonesia are Shopee and Tokopedia,
which serve as the primary options for online shopping among Indonesians. An intriguing
new phenomenon is impulsive buying, which can be described as spontaneous purchase
decisions made without prior planning. In the field of online shopping, impulsive buying is
defined as a transaction that transpires abruptly without a prior intention to purchase. It is
characterized by spontaneous transactions conducted online without prior shopping intent
(Chan et al., 2017). This phenomenon occurs frequently during online shopping, when
accessibility and technology offer significant potential for consumers to engage in impulsive
buying. The simplicity and accessibility of internet shopping can enhance customer loyalty,
which fosters this behavior (Nabela & Albari, 2023). Impulsive buying is affected by several
aspects, and this is specifically true for the Online Customers' Shopping Experience
(OCSE), which involves both practical and psychological elements. The functional features
of OCSE, including informativeness, contribute to establishing a trust relationship between
e-commerce platforms and consumers. In the area of website content, informativeness
dictates the degree to which an online platform effectively conveys information to users,
serving as the foundation for establishing a trustworthy relationship. In addition to
functionality, the psychological dimensions of the online purchasing experience encompass
elements such as trust (Gulfraz et al., 2022).

This study used the Stimulus-Organism-Response (SOR) Theory to analyze the
correlation between impulsive buying and informativeness, trust, attitudinal loyalty, and self-
control as stimulating factors for online shopping. The SOR theory serves as a theoretical
framework that is frequently employed when analysing consumer behavior. [nitially
developed by Mehrabian and Russell in 1974, this theory elucidates that a person's behavior
is shaped by external stimuli, which are subsequently processed internally before eliciting
a certain behavioral response (Ratnawati, 2024). The SOR theory is crucial to understand
how psychological processes, including the impact of stimuli, might trigger the intention to
engage in impulsive buying. Using this theory to analyze the diverse factors affecting these
intentions enables researchers to deepen their understanding of consumer behavior in the
digital age and to elucidate the fundamental mechanisms underlying consumer decision-
making during online purchases (Enjelina & Masnita, 2024).



Technological advancements have enhanced customer convenience in online
shopping, encompassing the acquisition of product information and recommendations, the
search and assessment of data, and ultimately, the execution of transactions. The expansion
of online retail, e-commerce, and improved internet connectivity have propelled the swift
advancement of this shopping modality (Bahrah & Fachira, 2021). In contrast to traditional
retail establishments, internet consumers lack the ability to physically touch or smell the
product. As a result, their purchasing choices are influenced by the information shown on
the website and the accessible product reviews (Fernandes et al., 2021). The information
derived from appealing, transparent, and well-described products on the e-commerce
platform serves as an impetus for consumers to engage in online shopping (Enjelina &
Masnita, 2024). Consumers then experience increased levels of trust and interest, and
a favorable disposition that promotes impulsive purchases (Li et al., 2022). Trust is a vital
factor for consumers while engaging in e-commerce, encompassing faith in service
delivery and the safeguarding of personal data privacy. While numerous factors affect the
continuity of transactions in e-commerce, the predominant factor continues to be trust.
Only consumers with adequate trust are inclined to engage in online transactions; without
trust, e-commerce is unfeasible (R. Nur Budi Setiawan et al., 2023). Attitudinal loyalty
denotes a customer's inclination to sustain a relationship with a firm despite lowerpriced
alternatives from competitors, as well as the propensity to endorse the product to others.
This loyalty determines the degree of inherent dedication to the distinctive ideals of the
organization. Besides attitudinal loyalty, self-control significantly influences online impulsive
buying behavior (Defni & Sari, 2024). The role of self-control in impulsive buying shows
that self-control serves as a catalyst affecting the degree of impulsive buying behavior. In
other words, a person's self-control influences their tendency for impulsive buying behavior
(Fauzan & Widarmanti, 2024).

This study seeks to investigate the correlation between online shopping
experience, attitudinal loyalty, and impulsive buying behavior among Shopee and Tokopedia
e-commerce consumers in Indonesia during Ramadan. The choice of the Ramadan period
is based on the author’s intent to analyze the online shopping behavior of the Indonesian
populace during this time, given that Indonesia is home to one of the largest Muslim
populations globally. The primary distinction between this study and prior research is the
use of diverse indicators for the online shopping experience variable, variations in research
subjects, and the methodological framework employed. The present study aims to elucidate
the consumption behavior of the Indonesian population, particularly during the month of
Ramadan, for the benefit of the global community.

2. Literature review

In marketing research, customer experience has emerged as a pivotal subject, as companies
increasingly acknowledge that their performance is heavily dependent on their ability to
deliver favorable buying experiences to consumers (Becker & Jaakkola, 2020). This study
aims to furnish empirical proof that OCSE serves as a determinant of impulse buying. The
results show that both functional and psychological factors, particularly informativeness
and trust, of OCSE serve as significant catalysts for impulse purchases on e-commerce

198G-GL¥Z NSSI/ LZ-1 "dd GZ0Z ‘0L oN ‘UONSeB | 8p SEIOUBIO B BISIAGY 109E
1043u09-jj8S pue ‘AjjeAo |euIpN3IIIY ‘ISNI] ‘SSBUBAIIEWIOMU| JO 8]0y 8y :uepewey Bulng swiojie|d #21awwo)-3 uo BuiAng saisindwy auljuQ Buijiaaun



Juwita Yeassy Kurniasari & Michael Christian

platforms, with attitudinal loyalty functioning as a mediator, and self-control as a moderator
(Gulfraz et al., 2022).

2.1. Impulse buying

Impulse buying is characterized as a psychological mechanism wherein customers
experience an abrupt and frequently recurring compulsion to make instant purchases
(Chan et al., 2017, p. 205). In another study, Feng et al. (2023, p. 3) define "online impulse
buying behavior" as the spontaneous acquisition of goods, motivated by an immediate urge
or desire, without prior planning. This behavior is defined by the onset of an unforeseen
urge to purchase, an abrupt choice, and a tendency to acquire the product quickly upon
its observation. Impulse buying in online environments occurs in the absence of external
influence, premeditated intent, or meticulous planning, frequently disregarding any long-
term consequences or financial implications.

2.2. Informativeness

This information encompasses fundamental company data, comprehensive details
regarding the company and its brands, as well as product specifications. Given that
information dissemination is a fundamental role of online retailers, numerous scholars have
investigated the variety of information offered by e-commerce platforms. Informativeness is
defined as the degree to which online retailers furnish helpful, informative, comprehensive,
and precise information to consumers (Wu et al., 2020, p. 4). Another perspective posits
that "Informativeness pertains to the degree of information supplied regarding a product or
service, particularly within the realm of online services" (Choi, 2021, p. 88). Informativeness
is defined as the degree to which the information in a product video helps users. In
advertising, informativeness is essential as it assesses the utility of the information shown
to users, and faciliates the effective communication of the central message (Hidayanto et
al.,, 2018, p. 4).

2.3.Trust

Trust may be regarded as a contextual element, whereas competence suggests a substantial
degree of ability or understanding that can engage consumers. In influencer marketing,
"expertise is characterized by the degree to which users on a social e-commerce platform
perceive the availability of members who provide informative and professional consumption
insights across various dimensions" (Lee & Chen, 2021, p. 4). "Trust is a firm conviction that
an individual or entity is dependable or credible. In the context of consumers, trust denotes
the degree to which they perceive the trustworthiness of a company's products. This
element is affected by perceptions of reliability and trust in business, particularly regarding
the utilization of e-commerce apps” (Putri & Astuti, 2024, p. 406). “Trust is an individual's
conduct that anticipates favorable outcomes from another party.” Trust is established when
the trusted entity delivers advantages and fulfills the expectations of the trusting party
(Nurlaili & Wulandari, 2024, p. 61).



2.4. Attitudinal Loyalty

“Attitudinal loyalty is characterized as a consumer's psychological inclination towards a
specific store. Conversely, behavioral loyalty focuses primarily on the real and repeated
purchasing behaviors at the same establishment” (Lin et al., 2023, p. 3). Attitudinal
loyalty denotes the psychological and emotional bond that reflects a unique connection
between a consumer and a product provider. This loyalty is characterized by the consumer's
inclination to maintain a connection with a product or service provider, irrespective
of pricing considerations, hence, demonstrating a willingness to endorse it to others.
“In e-commerce, customer loyalty can be assessed through various metrics, including
preference for a preferred shopping platform over competitors, regularity in purchases on
the site, and the propensity to recommend the favored shopping site to others” (Nabela &
Albari, 2023, p. 58).

2.5. Self-control

“Self-control can be viewed as an indicator of strong willpower, namely the determination
to resist certain urges. In addition, self-control can also be seen as a resource. Some
scholars have proposed a ‘strength’ or ‘limited resource’ model of self-control, in which this
concept is defined as a capacity that has limitations” (Wang et al., 2022, p. 4). Self-control
is understood as the ability to control thoughts, regulate emotions, and adjust impulsive
urges. Research conducted on the relationship between self-control and online behavior
has mainly highlighted the explicit process of resisting temptation. These studies show that
suppressing immediate desires requires the capacity and motivation to process information
and apply self-control (Nyrhinen et al., 2024, p. 4).

3. Relationships among variables and hypothesis development

Gulfraz et al., (2022) categorized OCSE into functional and psychological dimensions. This
study examines the functional side of informativeness and the psychological aspect of
trust, using attitudinal loyalty as a mediator and self-control as a moderator of its impact
on impulse buying. Feng et al. (2023) indicated that informativeness positively affects the
tendency for impulsive buying among consumers. This aligns with the findings of the study
by Gulfraz et al. (2022), which concludes that the functional aspect of OCSE positively
affects online impulsive buying.

Research by Nabela and Albari (2023) and Feng et al. (2023) shows that
informativeness affects online impulsive buying behavior in e-commerce transactions.
This finding is corroborated by a study conducted by Gulfraz et al. (2022), which indicates
that informativeness, as a component of the functional dimension of OCSE, considerably
and positively contributes to the enhancement of customer impulsive buying behavior on
e-commerce platforms. According to Maradita (2020), however, informativeness does not
significantly influence impulsive buying, and Rizgy and Hidayati (2021) also assert that
the quality of information does not influence impulsive buying behavior of products on
e-commerce platforms. By preventing buyers from being motivated to seek or require
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supplementary information regarding the products they intend to purchase informativeness
serves as the primary catalyst that triggers psychological processes in customers,
subsequently fostering the development of impulsive buying desires. The provision of
excellent information can enhance the likelihood of impulsive buying behavior among
consumers (Rizqy & Hidayati, 2021). As a result, the author proposes the following research
hypothesis:

H1:

The informativeness of content positively affects online impulsive buying behavior.

The discussion on the significance of trust in online impulsive buying demonstrates
it has considerable importance. This is corroborated by data from numerous prior studies
that revealed the same concerns. Research conducted by Gulfraz et al. (2022) and Xian
(2022) indicated that trust positively influences online impulsive buying behavior. Conversely,
Nabela and Albari (2023), Budiarti et al. (2024), and Nurlaili and Wulandari (2024) revealed
that trust did not exert a significant impact on online impulsive buying. Trust serves as a
significant internal psychological mechanism that stimulates impulsive desires. Consumer
trust enhances feelings of security and comfort, hence, amplifying the propensity for
impulsive purchases in online shopping (Masitoh et al., 2024). As a result, the author posits
the following research hypothesis:

H2:

Trust exerts positive effects on online impulsive buying behavior.

Studies conducted by Gulfraz et al. (2022) and Pandey and Chawla (2018)
demonstrated that informativeness both positively and significantly influences the
attitudinal loyalty of online consumers. A study by Nabela and Albari (2023) revealed that
informativeness exerts a favorable, albeit insignificant, influence on attitudinal loyalty.
For this reason, attitudinal loyalty may serve as a mediator in the correlation between
informativeness and impulsive buying behavior. Moreover, a robust level of customer trust
might affect their purchasing intentions, thereby enhancing loyalty. Individuals with strong
trust in a specific e-commerce platform typically exhibit a favorable disposition towards it
(Gulfraz et al., 2022). Moreover, strong trust can affect purchasing intentions and ultimately
foster loyalty (Hong & Cho, 2011). This conclusion contrasts with the results of the study by
Malau and Sitanggang (2024). Customers are inclined to transition to alternative platforms
when they find a more lucrative offer, despite having previously placed their trust in a specific
site. A study by Aprilyra (2024) revealed that attitudinal loyalty has a positive and significant
influence on online impulsive buying behavior. Kurniasari and Okta Viyani (2024) showed that
loyalty serves as a partial mediator in the association between online shopping experiences
and online impulsive buying behavior. Enhanced consumer loyalty following a gratifying
shopping experience is associated with a greater propensity for unintentional impulsive
purchases. Informativeness and trust serve as catalysts that activate internal psychological
mechanisms, resulting in attitudinal loyalty. Attitudinal loyalty mediates the effect of the
two stimuli on impulse buying, such that consumers who obtain quality information and
demonstrate high trust are inclined to exhibit attitudinal loyalty, which promotes impulsive
purchases. Based on the above, the author posits the following research hypotheses:



H3:

Attitudinal loyalty serves as a mediator in the interaction between informativeness
and impulsive buying behavior.

H4:

Attitudinal loyalty serves as a mediator in the interaction between trust and
impulsive online buying.

Self-control serves as a negative mediator in the association between customer
attitudinal loyalty to e-commerce platforms and online impulsive buying behavior (Gulfraz
et al., 2022). Self-control and emotional aspects related to impulsive inclinations have
a significant, direct impact on impulsive buying behavior (Wang et al., 2022). Additional
research has indicated that self-control does not influence the correlation between
attitudinal loyalty and online impulsive buying behavior. Despite exhibiting significant self-
control, customers may nonetheless engage in impulsive purchases unintentionally when
exposed to potent triggers. The degree of self-control does not influence the extent to
which consumer attitudinal loyalty propels online impulsive buying behavior (Kurniasari &
Okta Viyani, 2024).

From a psychological standpoint, self-control is a facet of self-regulation that
encompasses cognitive and emotional capabilities to govern impulses and feelings
(Baumeister, 2002). Attitudinal loyalty functions as a conduit that transforms impulses
from platform engagement (such as promotions or trust) into impulsive buying behavior.
Nonetheless, self-control, an intrinsic aspect of the individual, functions as a constraint
that mitigates the influence of attitudinal loyalty on impulse buying. In essence, despite a
consumer's strong loyalty to a platform, good self-control will diminish the propensity for
impulsive buying. As a result, the author proposes the following research hypothesis:

Hb5:

Self-control negatively impacts the relationship between attitudinal loyalty to an
e-commerce platform and online impulsive buying.

4. Methods

The study adapts prior research by Gulfraz et al. (2022) with specific alterations to particular
items to align with the current research environment and respondent attributes. This
research employs a quantitative methodology to evaluate the hypotheses formulated. The
test seeks to elucidate the correlation between variables to assess the importance of the
established association. This quantitative method is used to examine the impact of Online
Customers' Shopping Experience on online impulsive buying, mediated by attitudinal loyalty
and controlled by self-control, within the Tokopedia and Shopee e-commerce platforms
in Jakarta. The research was conducted in Jakarta during Ramadan in 2025. The study's
sample consisted of users of the Tokopedia and Shopee applications residing in Jakarta.
The sample size was determined using the formula established by Tabachnick and
Fidel, as referenced in the work by Otoo et al. (2021). The Tabachnick and Fidel method
was selected because of its practical, empirical, and validated criteria for finding an
appropriate minimum sample size based on the number of variables in the study, facilitating
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the possibility of obtaining valid and representative samples. This study, grounded in this
strategy, used a sample size of 156 respondents. Data were gathered via a questionnaire
employing a Likert scale and processed with SmartPLS 3 software. The survey employs a
5-point Likert scale, ranging from 1 (strongly disagree) to 5 (strongly agree).

This study comprises two primary components: the inner model and the outer
model. The inner model assesses reliability (with a composite reliability exceeding 0.7) and
validity (with an average variance extracted greater than 0.5 and a loading factor above 0.7),
as referenced in the studies by Christian et al. (2024) and Wibowo et al. (2024). During this
assessment, elements failing to match these criteria will be discarded. An outer model was
run simultaneously for significance testing (p-value < 0.05 and t-statistic > 1.96) (Christian
et al., 2024, Ekaimi et al., 2024).

Figure 1 illustrates a research framework that encapsulates the entire study and
delineates the function of each hypothesis. The model demonstrates that informativeness
and trust in online shopping influence impulsive buying behavior via the mediating effect
of customer attitudinal loyalty towards the e-commerce platform. The degree of customer
self-control serves as a moderating factor in the association between attitudinal loyalty and
online impulsive buying.

Figure 1. Research Framework

Informativeness

H5

Attitudinal - Impulse
Loyalty Buying

H2

Source: Own elaboration

5. Results and analysis:

This study included 156 people from diverse backgrounds, as detailed in the distribution
of participant profiles in Table 1. Among the participants, 93 were female and 63 were
male, indicating a higher proportion of females. Most participants, i.e., 46.8%, were born
between 1981 and 1996. The study showed that approximately 71.2% of respondents held
a bachelor's degree (S1). The majority (over 59%) were employed in the private sector. Over
76% of participants selected Shopee as their preferred e-commerce platform. About 87.8%
of the respondents engaged in fasting, while 87.2% observed Eid al-Fitr. An estimated
16% of participants spent between IDR 500,001 and IDR 1,000,000 on each e-commerce
transaction during the month of Ramadan.



The data indicate that most participants in this study were female, aged 27 to

42 (born between 1981 and 1996), held a bachelor's degree, and worked for the private

sector. Shopee is the most used e-commerce platform among respondents for shopping,

particularly during the month of Ramadan. This finding shows active digital consumer

behavior, particularly in relation to seasonal spending during Ramadan.

Table 1. Participant Profiles

Profile Frequency %
Gender
Male 63 40.4
Female 93 59.6
Year of birth
1965 - 1980 16 10.3
1981 - 1996 73 46.8
1997 - 2012 67 42.9
Educational background
High School 25 16.0
Diploma 2 1.3
Bachelor's Degree m 71.2
Postgraduate Degree 17 10.9
Doctoral Degree 1 0.6
Profession
Civil Servant 21 13.9
Privante Employee 92 60.9
Self-Employed 18 1.9
Retiree 1 0.7
Student 16 10.6
Freelance 1 0.7
Lecturer 1 0.7
Teacher 1 0.7
Most frequently used e-commerce website
Shopee 120 76.9
Tokopedia 36 23.1
Are you fasting?
Yes 137 87.8
No 19 12.2
Do you celebrate Eid al-Fitr?
Yes 136 872
No 20 12.8
Mean expenditure per transaction on e-commerce throughout the month of Ramadan
IDR 50,000 - IDR 250,000 59 378
IDR 250,001 - IDR 500,000 55 35.3
IDR 500,001 - IDR 1,000,000 25 16.0
> IDR 1,000,000 17 10.9

Source: Own elaboration.
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This study employed the outer model testing to assess the link between latent

variables and their indicators, as illustrated in Table 2. Reliability and validity testing was

conducted during the outer model evaluation phase.

Table 2. Outer Model

Variable Item oL CR AVE
AL1 0.591
AL2 0.734
AL3 0.517
Attitudinal Loyalty AL4 0.650 0.708 0.354
AL5 0.532
AL6 0.639
AL7 0.454
1B1 0.831
B2 0.883
B3 0.772
Impulse Buying B4 0.871 0.952 0.735
IB5 0.861
I1B6 0.882
I1B7 0.893
INF1 0.783
Informativeness INF2 0730 0.686 0.473
INF3 0.804
INF4 0.313
SC2 0.819
SC3 0.816
Self-Control SC4 0.653 0.827 0.558
SCb 0.724
SC6 0.709
TR1 0.741
TR2 0.609
Trust 0.601 0.443
TR3 0.753
TR4 0.533

*OL = Outer Loading (>0.7); CR = Composite Reliability (>0.7); AVE = Average Variance Extracted (AVE>0.5)

Source: Own elaboration.

This study additionally assesses the inner model, which seeks to forecast causal

links among latent variables, complementing the previously discussed outer model analysis.

We conducted the testing procedure using the bootstrapping approach and evaluated the

R-squared value, as shown in Table 3.

Table 3. R-squared

Variable R-squared
Attitudinal Loyalty 0.390
Impulse Buying 0.246

Source: Own elaboration.



Both mediation paths exhibit a p-value < 0.05, indicating that the mediation impact
on each path is statistically significant. The t-statistic value for both paths exceeds 1.96,
affirming the significance of the mediation effect. The OS value denotes the extent of the
indirect influence for each pathway, as presented in Table 4.

Table 4. Mediation Effects

Total Indirect Effect oS T-statistics P-values
Informativeness -> Attitudinal Loyalty -> Impulse Buying 0.115 2.346 0.019
Trust -> Attitudinal Loyalty -> Impulse Buying 0.125 2.637 0.008

Source: Own elaboration.

The moderation effect test revealed a moderation value (p-value) of self-control
at 0.001, which is below the 0.05 threshold. It can be inferred that self-control greatly
moderates the influence of attitudinal loyalty on impulse buying. The "Simple Slope Analysis"
graph in Figure 2 indicates a robust positive correlation between attitudinal loyalty and
impulse buying at low levels of self-control (green line).

This shows that elevated attitude loyalty correlates with an increased propensity
for impulsive buying among individuals with diminished self-control. At medium self-control
(blue line), the correlation between attitudinal loyalty and impulse buying persists positively,
albeit with reduced strength compared to poor self-control. In individuals with great self-
control (red line), the correlation between attitudinal loyalty and impulse buying is nearly
negligible (approaching zero), suggesting that attitudinal loyalty exerts minimal influence on
impulsive buying behavior.

Figure 2. Simple Slope Analysis

Moderating Effect
0.50 -
251 et
o _ .
= 0.00 - .-
= s =
& 025
=
=13
E 050 -
-0.75 -
1004 i i i i . . i i
-1.00 -0.75 -0.50 -0.25 0.0o 025 0.50 075 1.00
Aftitudinal Loyalty
— Self-control at-1 50 — Self-control at Mean Selfcontrol at +1 5D

Source: Own elaboration.
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This study involved hypothesis testing through the analysis of p-values for each
path, as presented in Table 5. The research results show that out of the five proposed
hypotheses, three were validated, while two were dismissed.

Table 5. Hypothesis Test Results

H 0s T-statistics P-values Remark

H1 0.108 1.080 0.280 Not supported
H2 0.055 0.584 0.559 Not supported
H3 0.115 2.346 0.019 Supported
H4 0.125 2.637 0.008 Supported
H5 0.380 3.181 0.001 Supported

*p-values < 0.05; t-statistics >1.96; OS = original sample
Source: Own elaboration.

The findings of the study concerning the initial hypothesis suggest that
informativeness does not influence impulsive buying behavior. This finding contradicts
earlier research conducted by Nabela and Albari (2023), Feng et al. (2023), and Gulfraz et
al. (2022). The study is corroborated by Maradita (2020) and Rizgy and Hidayati (2021). It
demonstrates that participants will engage in impulsive buying despite receiving limited
product information and shows that quality of information influences impulsive buying;
nonetheless, the effect is neither robust nor significant.

While the information provided can affect impulsive buying decisions, other factors
may exert a more significant influence, indicating that information is not the sole or primary
driver of impulsive buying on the e-commerce platform. Despite encountering valuable
information, their purchasing decisions frequently rely not on the product's informativeness
but on its visual appeal.

The second hypothesis suggests that trust does not influence impulsive buying
behavior. The results of this study contradict those of Gulfraz et al. (2022) and Xian (2022).
They align with those of Nabela and Albari (2023), Budiarti et al. (2024), and Nurlaili and
Wulandari (2024) whose research suggest that trust is not the primary determinant of
impulsive buying behavior in e-commerce.

While trust is essential for establishing enduring relationships between customers
and platforms, impulsive buying is predominantly affected by situational and emotional
elements, including enjoyable and positive shopping experiences. This shows that in
spontaneous and emotionally driven impulsive purchases, rational factors like trust may
not prevail over other effects. Alternative considerations frequently exert a more significant
influence on customer decisions. In such circumstances, buyers frequently lack the time
or inclination to evaluate their trust in the platform, particularly if they are accustomed to a
specific e-commerce site.

This study employs attitudinal loyalty as a mediating variable between
informativeness and impulsive buying in the third hypothesis. Gulfraz et al. (2022) and
Pandey and Chawla (2018) established that informativeness has a positive and significant
influence on e-commerce customer attitudinal loyalty, and the results of this study
corroborate their conclusions. The findings of Nabela and Albari (2023), however, are not
in line with the above. Attitudinal loyalty, or customer attitudinal loyalty to the e-commerce



platform, mediates the relationship between aspects of the online shopping experience,
particularly informativeness, and impulse buying behavior. Attitudinal loyalty increasingly
encourages consumers to engage in impulsive buying behaviors, which suggests that the
information provided by the e-commerce platform does not immediately elicit impulsive
buying behavior. The material must initially foster the development of consumer attitudinal
loyalty towards the platform. In summary, higher quality information enhances consumer
loyalty, hence, increasing the likelihood of impulsive purchases.

The fourth hypothesis of this study posits that attitudinal loyalty serves as a
mediator variable between trust and impulsive buying behavior. Gulfraz et al. (2022), Hong
and Cho, (2011), Aprilyra (2024), and Kurniasari and Okta Viyani (2024) identified a favorable
correlation among trust, attitudinal loyalty, and impulsive buying behavior. This study aligns
with their perspective; hence, the findings of Malau and Sitanggang (2024) contradict those
of this study. Attitudinal loyalty to e-commerce platforms significantly connects customer
trust with online impulsive buying behavior. A user's trust in the platform does not directly
stimulate impulsive buying behavior; instead, it initially fosters loyalty towards the platform.
This attitudinal loyalty subsequently motivates consumers to engage in impulsive purchases.

This research substantiates that trust exerts a more pronounced influence on
impulsive conduct when coupled with a favorable attitudinal affinity towards the platform,
such as feelings of comfort, satisfaction, or a preference for its use over alternative options.
In the fifth hypothesis, self-control will serve as a moderating variable for attitudinal loyalty
in relation to impulsive buying behavior. Prior research (Gulfraz et al., 2022) showed that
self-control negatively moderates the relationship between attitudinal loyalty and impulsive
buying, suggesting that increased self-control among consumers correlates with a
diminished propensity for impulsive purchases, despite their loyalty to the platform.

Kurniasari and Okta Viyani (2024) asserted that the degree of self-control does not
influence the extent to which consumer attitudinal loyalty propels online impulsive buying
behavior. The findings of this study corroborate the concept that self-control mitigates
the favorable influence of attitudinal loyalty on impulsive conduct, consistent with the
conclusions reached by Gulfraz et al. (2022). This suggests that consumers with greater
self-control are more adept at resisting impulse purchases, notwithstanding their loyalty
to a specific e-commerce site. These findings hold significant implications for e-commerce
managers, who must account for consumers’ self-control levels when formulating
marketing and promotional tactics, in order to mitigate the adverse effects of impulse
buying, particularly among consumers with diminished self-control.

6. Conclusion

This study demonstrates that informativeness and trust do not exert a direct or significant
influence on online impulsive buying behavior, contrary to numerous other studies. It
identified attitudinal loyalty as a significant mediator between informativeness and trust.
The correlation between attitudinal loyalty to an e-commerce platform and online impulsive
buying behavior is negatively influenced by self-control, consistent with other research.
Moreover, the findings indicate that impulsive buying decisions made by consumers are
often not directly affected by the quality of information or the degree of trust in the platform,
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but rather by elements such as emotions, images, promotions, and transient desires.
Although information quality and trust are crucial for sensible or long-term transactions,
factors like convenience, procedural simplicity, and favorable experiences significantly
influence impulsive behavior. Consequently, e-commerce management strategies must
prioritize enhancing the overall user experience, in order to cultivate attitudinal loyalty, while
also acknowledging the influence of consumer self-control in the formulation of appropriate
and effective marketing efforts.

The study contributes to the existing literature on impulsive buying behavior
involving e-commerce platforms, particularly during Ramadan in Indonesia. It demonstrates
that informativeness and trust directly influence impulsive buying behavior and indirectly
enhance consumer attitudinal loyalty, as per the Stimulus-Organism-Response (SOR)
hypothesis. This finding builds upon prior research (Gulfraz et al., 2022) by highlighting the
importance of informed online purchasing experiences and trust as the primary basis for
fostering consumer loyalty and impulsive behavior. The present study enhances academic
discourse by emphasizing the importance of self-control as a moderating factor that
mitigates the favorable impacts of informativeness and trust on impulsive buying behavior.
Although this aligns with the available literature on self-control (Wang et al., 2022; Nyrhinen
et al., 2024), the context of Ramadan introduces a novel complexity due to the heightened
consumption activities and emotional impulses that are characteristic of this month.

Not only does this study validate previous ideas, but it also expands the
comprehension of consumer behavior dynamics in the digital market, which is significantly
shaped by cultural factors and religious timing. From a managerial standpoint, the findings
of this study offer explicit and practical advice for e-commerce stakeholders. Platform
administrators like Shopee and Tokopedia can enhance their marketing tactics by fortifying
the delivery of clear, precise, and trustworthy product information, in addition to developing
effective loyalty programs. Moreover, understanding the function of customer self-regulation
enables organizations to create more targeted promotions, such as providing limited-
time discount initiatives to consumers exhibiting greater impulsive behaviors. This study
contributes to the existing literature and offers significant insights into the advancement of
management science and digital business practices in Indonesia and beyond.

7. Limitations and recommendations

This study outlines several limitations and offers suggestions. The research sample is limited
to Shopee and Tokopedia users during Ramadan, hence, the findings may not be applicable
to other platforms or varying timeframes. Additional characteristics that could affect
impulsive buying behavior remain inadequately investigated. Therefore, subsequent studies
may broaden the platform's reach or temporal dimensions, or could incorporate additional
variables, such as promotions, discounts, and social influences. Future research may employ
qualitative methodologies to explore customer motivations more comprehensively. The
limitations acknowledged in this research may serve as recommendations for continued
research. The present study offers comprehensive insights into the customer experience
of online shopping and its impact on impulsive buying behavior in e-commerce. It provides



insights for e-commerce stakeholders regarding the functional and psychological aspects of
the online shopping experience that affect impulsive buying behavior.
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