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The rise of e-commerce has intensified Online impulse buying behavior, driven by
digital stimuli such as convenience, visual s, and promotional content. This study
investigates the effects of Online convenience, visual appeal, and sales promotions on
Online impulse buying behavior, mediated by consumer attitudes. A quantitative
approach was employed with 223 Shopee users. Data were analyzed using Partial Least
Squares Structural Equation Modeling (PLS-SEM). Findings reveal that visual appeal
and consumer attitudes significantly and positively influence impulse buying. Online
convenience negatively affects impulse behavior, while promotions show no direct
effect but influence indirectly via attitudes. Consumer attitude serves as a crucial
mediator, linking visual appeal and promotions to impulsive behavior. High
convenience can reduce emotional spontaneity in purchasing. Impulse buying behavior
is more influenced by visual and emotional aspects than by convenience or direct
promotional stimuli. Attitude forms a cognitive-affective bridge between digital stimuli
and spontaneous consumer actions.

INTRODUCTION

Impulse buying behavior is one of the most frequently observed phenomena in the context of
consumption, both offline and online. Historically, impulse buying was initially defined as a purchase
decision made without prior planning before entering a store, triggered by stimuli such as promotions
or product displays at the point of sale. [1], [2], [3] However, technological advancements and
digitalization have expanded the scope of impulse buying, particularly through e-commerce. With the
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emergence of online shopping platforms and social media, impulsive buying behavior has become
increasingly effortless and widespread. Online impulse buying is driven by various factors, such as ease
of access, interactivity, algorithm-based promotions, and visually appealing displays. [4], [5], [6] This
indicates that in the digital context, the stimuli that trigger impulse purchases have become more
complex and are deeply integrated into the design of shopping platforms. In the Indonesian context, e-
commerce has experienced rapid growth and has become one of the primary channels through which
consumers make purchases. Shopee, as one of the most popular e-commerce platforms in Indonesia,
has shown a significant increase in user visits and serves as a major medium for online impulse buying
behavior. [7] This provides a strong rationale for selecting Shopee as the object of study in research on
online impulse purchasing.

This study adopts the Stimulus-Organism-Response (SOR) framework and Cognitive Emotion
Theory (CET). The SOR model explains that external stimuli trigger internal reactions within the
individual (the organism), which in turn influence consumer behavioral responses. [8], [9] In this
context, online convenience, visual appeal, and sales promotion are positioned as stimuli, while
attitudes toward impulse buying represent the organism, and impulse buying behavior constitutes the
response. Cognitive Emotion Theory (CET) is employed to strengthen this model, as it explains that
consumer emotions are formed through cognitive evaluations of received stimuli. [10], [11]
Accordingly, online impulse buying behavior is the result of an interaction between cognitive
perceptions and emotional reactions to the digital shopping environment. In addition, several studies
have shown that attitudes toward impulse buying play a significant mediating role in influencing
consumers' purchase intentions [12], [13], [14]. These attitudes are shaped by cognitive evaluations,
such as convenience, visual appeal, and promotions, which subsequently influence impulsive purchase
decisions. Therefore, consumer attitudes represent a critical element that must be examined in
understanding the formation of impulsive buying behavior.

Nevertheless, previous research findings have indicated inconsistencies in the direct influence of
digital stimuli on online impulse buying. Several studies have shown that variables such as website
quality, visual appeal, and promotions do not always have a significant direct effect [15], [16].
Therefore, it is important to investigate the potential existence of mediating variables that bridge these
relationships. This study aims to examine a model of online impulse buying that comprises stimuli
(online convenience, visual appeal, and sales promotion), the organism (attitudes toward impulse
buying), and the response (online impulse buying behavior). By employing the SOR and CET
theoretical approaches and considering the mediating role of attitudes, this research is expected to offer
both theoretical and practical contributions to the understanding of impulsive buying behavior in the
digital context of Indonesia

RESEARCH METHODS

This study employs a quantitative, causal approach with the primary objective of examining the
relationships among digital stimulus variables (online convenience, visual appeal, and sales promotion)
and online impulse buying behavior, as well as testing the mediating role of attitudes toward impulse
buying. The quantitative approach is chosen for its ability to provide an objective depiction of the
relational patterns among constructs within the model, which is developed based on the Stimulus-
Organism-Response (SOR) and Cognitive Emotion Theory (CET).

The population in this study consists of active users of the Shopee e-commerce platform in
Indonesia. According to data from Databoks in 2023, Shopee is the most visited online shopping
platform in the country. This indicates that Shopee is a relevant setting for observing the phenomenon
of online impulse buying. The sampling technique employed is purposive sampling, with the criteria
that respondents must be Shopee users who have made at least one online purchase within the past three
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months. A total of 223 valid responses were collected from various regions across Indonesia and
included in the analysis.

The data collection instrument was developed in the form of an online questionnaire using a 5-
point Likert scale (1 = strongly disagree to 5 = strongly agree). The variable of online convenience was
measured using dimensions of access, search, evaluation, transaction, ownership, and post-ownership,
adopted from the measurement developed by Jiang et al. (2013), which has been applied in similar
online shopping studies.[17] The visual appeal variable was measured based on perceptions of website
visual elements such as aesthetics, layout, and overall visual impression, adapted from the scale by Lee
et al. (2022).[18] Meanwhile, the sales promaotion variable included responses to discounts, flash sales,
bundling, and exclusive offers, in accordance with the indicators proposed by Karbasivar & Yarahmadi
(2011).[19] The variable of attitudes toward online impulse buying, which serves as a mediating factor
in this model, refers to the cognitive and affective aspects of respondents' responses to their online
impulsive shopping experiences. The attitude indicators were adapted from the scale developed by
Liang et al. (202 1which explicitly distinguishes between consumers’ rational evaluations and emotional
responses toward impulsive behavior.[20] Meanwhile, the dependent variable, online impulse buying
behavior, was measured using the scale developed by Park et al. (2012), which assesses the tendency
to make spontaneous, unplanned purchases.[21]

The data analysis technique employed in this study is Partial Least Squares Structural Equation
Modeling (PLS-SEM), conducted using the SmartPLS software. PLS-SEM was chosen as it is well-
suited for testing models involving latent variables, mediating relationships, and non-normal data
distributions, as well as for handling complex model structures. The analysis stages include the
evaluation of the outer model to assess construct validity and reliability through indicator loadings,
Average Variance Extracted (AVE), and Cronbach's alpha; and the evaluation of the inner model to
examine path coefficients among variables, along with mediation testing using the bootstrapping
method to assess indirect effects. With the SOR and CET theoretical frameworks, this study is expected
to explain the process of forming online impulsive purchasing behavior, mediated by consumer attitudes
toward various digital stimuli, as well as provide empirical contributions to the understanding of
consumer behavior in the context of Indonesian e-commerce.

RESULTS AND DISCUSSION

Results
Table 1 Direct Effect
Original Sample t Statistic p Values
OoC ->0IB -0,387 8,628 0.000*
VA ->0IB 0,447 9,378 0.000*
Prom -> OIB 0,094 1,646 0,100
Attitude -> OIB 0,437 8,573 0.000*

Note: OC = Online Convenience; VA = Visual Appeal; Prom = Promotion; OIB = Online Impulse Buying
* significant at p-value < 0,001

The results of the analysis using Partial Least Squares Structural Equation Modeling (PLS-SEM)
indicate significant effects of several variables on Online Impulse Buying (OIB). The variable Online
Convenience (OC) has a significant negative effect on OIB, with an original sample value of -0.387, a
t-statistic of 8.628, and a p-value of 0.000. This suggests that the higher the level of convenience in
online shopping, the lower the tendency for impulsive purchases. Conversely, Visual Appeal (VA) has
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a significant positive effect on OIB (original sample value = 0.447; t-statistic = 9.378; p-value = 0.000),
indicating that attractive visual displays can enhance consumers’ impulsive buying behavior. Similarly,
Attitude toward Online Impulse Buying shows a significant positive effect on OIB, with an original
sample value of 0.437 and a t-statistic of 8.573 (p-value = 0.000), suggesting that the more favorable
consumers’ attitudes are toward impulsive buying, the more likely they are to make spontaneous
purchases. Meanwhile, the Promotion (Prom) variable does not exhibit a significant effect on OIB, with
a p-value of 0.100 (> 0.001), although the direction of the effect is positive (original sample value =
0.094). These findings imply that not all promotional efforts directly drive consumers’ impulsive buying
behavior on online platforms, and that internal factors and visual appeal play a more dominant role in
shaping such decisions.

Table 2 Indirect Effect

Original Sample t Statistic p Values
oCc->0IB -0,387 8,628 0.000*
OC -> Attitude -> BIO 0,044 1,952 0,052
VA ->0IB 0,447 9,378 0.000*
VA -> Attitude -> BIO 0,076 3,953 0.000*
Prom ->0OIB 0,094 1,646 0,100
Prom -> Attitude -> BIO 0,247 7,531 0.000*

Note: OC = Online Convenience; VA = Visual Appeal; Prom = Promotion; OIB = Online Impulse Buying
* significant at p-value < 0,001

In addition to the direct effects, the analysis also reveals the presence of indirect effects through
the mediating variable of Attitude toward Online Impulse Buying. The mediation path from Online
Convenience — Attitude — OIB shows a t-statistic of 1.952 with a p-value of 0.052, indicating that
the indirect effect is not statistically significant. In contrast, the path from Visual Appeal — Attitude
— OIB demonstrates a significant mediating effect, with a t-statistic of 3.953 and a p-value of 0.000.
Similarly, the indirect effect of Promotion — Attitude — OIB is also statistically significant (t =
7.531; p = 0.000). These findings suggest that consumer attitudes toward impulse buying play a crucial
role in mediating the effects of visual appeal and promotion on online impulse buying behavior.
However, this is not the case for Online Convenience, which shows a direct negative effect on impulse
buying and no significant mediating effect. Thus, attitude functions as an important psychological
mediator that amplifies the influence of visual and promotional stimuli on consumers’ tendency to make
spontaneous purchases on online platforms.

Discussion

The findings of this study indicate that the variable of online convenience has a significant
negative effect on online impulse buying. This result contrasts with several previous studies which
suggested that convenience can increase the tendency for impulsive purchases. [22], [23] This
discrepancy can be explained through Lazarus’s Cognitive Emotion Theory, which posits that in the
absence of emotional pressure or sufficiently strong stimulation, cognitive evaluation alone does not
lead to impulsive action. In this context, a high level of convenience may instead foster a sense of
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stability and rationality, thereby reducing the emotional drive that typically triggers impulsive buying
behavior.

In contrast, the variable of visual appeal was found to significantly encourage online impulse
buying, both directly and indirectly through the mediating variable of attitude. The visual appeal of an
application or product display can create a pleasurable experience, thereby increasing the likelihood of
consumers making unplanned purchases. [10], [24] This aligns with the findings of this study, which
indicate that the more visually appealing a platform is, the higher the tendency of users to engage in
impulsive buying behavior. Furthermore, attitude toward online impulse buying plays a crucial role as
a mediator between visual appeal and impulse buying behavior. The test results indicate that both the
direct and indirect effects of visual appeal are significant and in the same direction, thus falling under
the category of complementary partial mediation.[25], [26] This implies that visual appeal not only
creates a favorable first impression but also shapes a positive attitude that reinforces the impulse to
make spontaneous purchases.

Meanwhile, the promotion variable does not have a statistically significant direct effect on online
impulse buying. Although the direction of the effect is positive, the significance level does not meet the
statistical threshold. This can be explained by the phenomenon of promotional fatigue, in which
consumers are exposed to promotions so frequently that they lose the element of surprise that typically
triggers impulsive behavior.[27] Overused and generic promotions are perceived as less effective in
stimulating impulsive actions compared to emotional and visual elements. Nevertheless, an interesting
finding emerged in the analysis of the indirect effect of promotion through the attitude variable. The
results indicate that attitude significantly mediates the relationship between promotion and online
impulse buying. In other words, effective promotions do not directly trigger impulsive purchases but
must first shape a positive consumer attitude. This is supported by Liu and Xie (2020), who stated that
affective attitudes formed through discount promotions can lead to impulsive buying behavior in the
context of omni-channel retail. The variable of attitude toward online impulse buying was found to have
a direct, positive, and significant effect on impulsive buying behavior. A positive attitude, such as
perceiving impulse buying as enjoyable, acceptable, and harmless, has strong potential to increase the
tendency to make unplanned purchases. This finding reinforces previous research, which suggests that
the cognitive and affective dimensions of consumer attitudes are closely linked to impulsive purchasing
behavior. [28], [29]

Overall, these findings emphasize that in the context of online shopping, visual stimuli and
consumer attitudes play a more dominant role than cognitive stimuli such as promotions or convenience.
Therefore, marketing strategies that focus on creating pleasant visual experiences and fostering positive
attitudes through emotional value are likely to be more effective in encouraging impulse purchases. The
practical implication of this study suggests that e-commerce platform managers, such as those at
Shopee, should prioritize visual design and affective approaches in attracting consumers, rather than
relying solely on promaotions and convenience features.

CONCLUSION
This study demonstrates that in the context of online impulse buying through e-commerce

platforms such as Shopee, not all digital stimuli have a direct and significant impact on impulsive buying
behavior. Visual appeal and attitudes toward impulse buying were found to have a direct and significant
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positive effect on impulsive purchases. In contrast, online convenience showed a significant negative
effect, indicating that when consumers feel too comfortable and rational, their impulsive urges tend to
diminish. Sales promotion did not have a significant direct effect, but it exerted an indirect influence
through the mediating role of attitude. These findings reinforce the critical role of attitude as a
psychological mediator linking external stimuli to behavioral responses. Therefore, in addressing the
research questions, it can be concluded that consumer attitude serves as the key mechanism bridging
the influence of visual appeal and promotion on impulse buying, while online convenience should be
managed in a way that does not reduce emotional urgency.

Future research is recommended to explore other potential mediating or moderating variables,
such as spontaneous emotions, self-control, or consumer personality types. In addition, a longitudinal
approach should be considered to better understand the dynamic changes in attitudes and impulse
buying behavior over time. E-commerce industry practitioners are also encouraged to emphasize visual
and emotional approaches in their marketing strategies, rather than relying solely on convenience
features or repetitive promotional tactics.
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