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Abstract. Technology-based era has brought market into higher level competition in 
which online shopping set the new standard for customer and marketer transaction. 
Prior study held in developed countries has resulted variety of customers online 
shopping motives, meanwhile in Indonesia where online transaction just started to 
VLJQL¿FDQWO\� LQFUHDVH�� WKH� GULYHQ� IDFWRUV� RI� RQOLQH� LPSXOVLYH� EX\LQJ� EHKDYLRU� VWLOO�
QHHG�WR�EH�H[SORUHG�WKXVO\��7KH�FRQVWUXFW�RI�WKLV�VWXG\�UHÀHFWV�WR�FXVWRPHU¶V�KHGRQLF�
browsing behavior and utilitarian browsing behavior that motivates them to make 
an online impulsive buying decision. This study has constructed the models based 
on prior study related to online impulsive buying in several countries and proposed 
promotion, positive emotion, and psychological distance as variable predictors. 
This study validated the framework using Partial Least Square-Structural Equation 
Modeling (PLS-SEM). Finding indicates that psychological distance (PSYD) is directly 
affecting online impulsive buying behavior (IMPB), yet promotion (PMTN) and positive 
emotion (PSTE) are indirectly affecting online impulsive buying behavior (IMPB). 
5HVXOW�LPSOLFDWHV�WKDW�,QGRQHVLDQ�FXVWRPHUV�DUH�GRPLQDWHG�E\�LPSXOVLYH�\HW�HI¿FLHQW�
¿UVW�W\SH�RI�FXVWRPHUV�
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Introduction

In the technology-based era, the online 
buying phenomenon has spread around 
the world, and researchers believed it has 
boosted the number of sales and became 
one of the most promising advantages 
of creating business opportunities in the 
PDUNHWSODFH�� 1LHOVHQ� &RPSDQ\¶V� �������
research stated that the number of sales 
LQ� WKH� 8�6�� LQFUHDVHG� WR� ����� ELOOLRQ� LQ�
������1RW�RQO\� WKH�8�6��DQG�(XURSH��$VLDQ�
countries, South Korea in particular, has 
JURZQ� D� VLJQL¿FDQW� QXPEHU� RI� VDOHV� E\�
using online platform. As a matter of fact, 
as Asian internet leader, Nielsen Company 
������� VWDWHG� WKDW� 6RXWK� .RUHD� LQ� �����
had reached $37 billion, mostly in fashion-
related products. In Indonesia, according to 
one of the Bank Indonesia directors, around 
24 million people are shopping online and in 
������WKH\�VSHQW�DSSUR[LPDWHO\����ELOOLRQ�WKDW�
even increased Indonesian economic growth 
WR� ��� �&11� ,QGRQHVLD� ������� 7KHVH� IDFWV�
show that Asian society has strong online 

buying behavior that increases throughout 
the years. A recent marketing study states 
WKHUH� LV� D� PLQLPXP� RI� ���� XS� WR� ����
sales in the market represent an example 
RI� VRFLHW\¶V� LPSXOVLYH� EX\LQJ�EHKDYLRU�ZLWK�
a variety of product tested (Amos, Holmes, 
	�.HQHVRQ���������+DELE�	�4D\\XP��������
VWDWHG�DURXQG���±����VDOHV�DW�UHWDLO�VWRUH�
DUH� LPSXOVH� SXUFKDVH�� DERXW� ���� VDOHV� LQ�
OX[XU\�SURGXFWV�DQG�����LQ�VXSHU�PDUNHWV�
also attributed to impulsive buying.

Referring to Tayibnapis, Wuryaningsih, 
	�*RUD�������������RI�WKH�WRWDO�SRSXODWLRQ�
of Indonesia have already familiar with 
the internet. Internet has become a new 
method that facilitates all kinds of activities 
and develop the digital technology-based 
industries. Tayibnapis, Wuryaningsih, & Gora 
�������VWXG\�DOVR�PHQWLRQHG�RQOLQH�VKRSSLQJ�
transactions per individual in Indonesia by 
WKH� \HDU� ����� DYHUDJLQJ� DSSUR[LPDWHO\�
,'5�����PLOOLRQ�SHU�\HDU��$�VLPLODU�UHVXOW� LV�
shown in Amanah, Harahap, & Lisnawati 
������� VWDWLQJ� WKDW� LQ������� ,QGRQHVLD�KDV�
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DSSUR[LPDWHO\�����PLOOLRQ�LQWHUQHW�XVHUV�E\�
�����DQG�SUHGLFWLQJ�WKDW�DSSUR[LPDWHO\�����
million people in Indonesia would actively 
shopping through online markets by the year 
������ $FFRUGLQJ� WR� :DUGKDQD� 	� 3UDGDQD�
��������WKH�HDVH�WKDW�RQOLQH�VKRSSLQJ�RIIHUV�
became the reason why customers keep 
using it. Online impulse buying has had a 
major impact on number of online sales, 
UHVXOWLQJ�����RI�RYHUDOO�RQOLQH�FRQVXPSWLRQ�
RQ� DFFRXQW� RI� FRQVXPHU¶V� RQOLQH� LPSXOVH�
EX\LQJ� EHKDYLRU� �+DELE� 	� 4D\\XP�� �������
By boosting the online impulse buying of 
a nation, the market demand of a product 
FDQ� EH� IXO¿OOHG� �3ULQFHV�� ������� 7KXV�� WKLV�
study is constructed to understand factors 
that mostly considered to shop online in 
an emerging country. Hopefully, by using 
the approach in this research, markets 
FDQ� XQGHUVWDQG� IDFWRUV� WKDW� GULYH� VRFLHW\¶V�
online impulsive buying behavior and put the 
strategies on the proper segmentation.

Impulsive buying behavior can 
EH� GH¿QHG� DV� DQ� XQSODQQHG� GHFLVLRQ� RI�
buying things based on stimulus drive to 
eagerly having things that are seen in an 
immediate event, and diminished regard for 
LWV� FRQVHTXHQFHV� �*DUGQHU� 	� 5RRN�� ������
7RJDZD�HW�DO��� ��������:LGDZDWL��������� ,Q�
Indonesia, impulsive buying factors can be 
IRXQG� LQ� WKH� VWXG\�RI�'HYL�	�6DLQL� ��������
which believed demography factors could 
LQÀXHQFH� FXVWRPHU
V� GHFLVLRQ�PDNLQJ��
Referring to Hendra, Wirza, & Irawan 
��������,QGRQHVLDQ�RQOLQH�VKRSSLQJ�UHGXFHV�
the amount of travel to shop habit. We could 
also understand from both study by Devi & 
6DLQL� ������� DQG� +LGD\DQWR�� 6DLIXOKDT�� 	�
+DQGD\DQL��������WKDW�,QGRQHVLDQ�DUH�PRUH�
into chasing an output with less effort, while 
people from other countries focus more on 
FXVWRPHUV
�H[SHULHQFH�DQG�SHUVRQDOLW\�WUDLWV�
DV�VWDWHG�LQ�$UDJRQFLOOR�	�2U~V��������VWXG\��
Thus, it can be concluded that Indonesian 
online shopping customers tend to perceive 
time saving and simplicity of the process. 
The online marketplace with integrated 
technology and good inventory management 
is believed to be a more preferable 
marketplace for the customers due to its 
HI¿FLHQF\��*XJQDQL�	�&KRXGKDU\��������

Emotions and hedonic experiences are 
strongly related to sensory stimulation. In 
the previous study that has been done by 
�'DPH\DVDQL�	�$EUDKDP���������LPSXOVLYLW\�
GH¿QHG� DV� LQGLYLGXDO¶V� LQDELOLW\� WR� H[HUFLVH�
their self-control. To complete the statement, 
7RJDZD�HW�DO����������VWDWHG�WKDW�WKH�FRQWH[W�

of self-control in connection with impulse 
buying involves planning over how to allocate 
money, preventing displays of products, 
and handling emotional attraction towards 
products. A study conducted by Verhagen, 
YDQ� 'ROHQ� 	� 0HULNLYL� ������� EHOLHYHG� WKDW�
positive emotion factor in online impulsive 
buying behavior should be stimulated by 
using a calm, friendly, knowledgeable, and 
fun site with an attractive assortment. Fahd 
	� 6XJLDUWR� ������� LQ� WKHLU� VWXG\� H[SODLQV�
SRVLWLYH�HPRWLRQV�DV�FXVWRPHUV¶�PDLQ�GULYHQ�
factors to impulsively shop online; making 
an exciting, enthusiastic, and inspiring 
shopping experience for the customers 
would emerge their positive emotions that 
leads to their shopping impulsivity. Emotional 
consumption experience is closely related to 
shopping pleasure, including the delight of 
receiving something in the shopping process 
(Handayani, Anshori, Usman, & Mudjanarko, 
������� ZKLFK� H[SODLQV� ZK\� VKRSSLQJ�
experience such as communication style, 
shopping enjoyment, and user interface 
could be an important factor to drive the 
FXVWRPHUV¶� HPRWLRQ� LQ� RQOLQH� VKRSSLQJ�
context (Verhagen, van Dolen & Merikivi, 
�������3UHYLRXV�UHVHDUFK�KDV�HYLGHQFHG�WKDW�
positive emotion is easier to be driven in an 
online shopping context rather than negative 
emotion.

*XR�� =KDQJ� 	� :DQJ� ������� VWXG\�
stated that customer engagement could be 
GULYHQ�E\�UHIHUULQJ�WR�FXVWRPHU¶V�SHUVRQDOLW\�
traits using persuasive communication 
theory. Persuasive interaction explain 
how consumers interpret and elaborate 
persuasive signals, whether positive or 
negative, to construct their actions towards 
an item or individual (Guo, Zhang & Wang, 
������� 6XEMHFWLYH� HYDOXDWLRQ� RI� FRQVXPHUV�
might appear when they evaluate two 
products. This statement is concluded by Roy 
	�1J��������LQ�WKHLU�UHVHDUFK�ZKLFK�EHOLHYHV�
that consumer tends to focus on hedonic 
attributes when evaluating two products and 
show a greater preference for the product 
that is stronger on its hedonic claims.

3DUN�� .LP�� )XQFKHV�� 	� )R[[� �������
divide E-impulsive buying behavior into two 
categories: utilitarian browsing and hedonic 
browsing. The basic theory of this study 
LV� DOVR� SUHVHQWHG� LQ� 6D\JÕOÕ� 	� 6�W�WHPL]�
������� VWDWLQJ� WKDW� 8WLOLWDULDQ� FRQVXPHU�
behavior as goal-oriented, pragmatic, and 
well-reasoned attitudes which result from 
a situational-involved consumer collecting 
information out of necessity rather than as 
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UHFUHDWLRQ�� ZKLOH� KHGRQLF� EURZVLQJ� GH¿QHG�
as an action result of emotional arousals, 
fun, and playfulness during the shopping 
process. Sometimes consumers shop online 
for both hedonic and utilitarian browsing 
behavior. The engagement of the marketers 
ZRXOG�GULYH�FRQVXPHUV¶�VXEMHFWLYH�WKRXJKWV�
into shopping online hedonically and/or 
utilitarianly.

3URPRWLRQV�DUH�EHQH¿FLDO�DW�HQJDJLQJ�
and stimulating an undiscovered markets 
to generate inceptive period of shopping 
�/LP���������$�VWXG\�E\�0��3DUN�	�/HQQRQ�
�������FRQFOXGHG�WKDW�SURPRWLRQ�WR�D�ZHOO�
known brand name was a powerful factor 
GLUHFWO\� LQÀXHQFLQJ� FRQVXPHUV
� SXUFKDVH�
LQWHQWLRQ�� +RZHYHU�� FRQVXPHUV
� SHUFHSWLRQ�
of unexpected promotions to a smaller 
brand name may also stimulate impulsive 
and unplanned buying. This argument is 
VWUHQJWKHQHG� E\� +XDQJ�� .RU¿DWLV� 	� &KDQJ�
������� H[SHULPHQWDO� VWXG\� ZKLFK� VKRZ�
SHRSOH¶V� SRVLWLYH� SHUFHSWLRQ� WHQGHQF\� RI�
product value when promotional strategy 
is applied. Although promotional strategy is 
believed as an important factor, consumers 
with lower impulse purchase tendencies 
usually spend more money than those who 
make impulse purchases more frequently 
�+XOWpQ�	�9DQ\XVK\Q�������

Psychological distance is a personal 
concept that comes by subjective experiences. 
In the beginning, Trope, Liberman, & Wakslak 
������� VWDWHG� WKDW� SV\FKRORJLFDO� GLVWDQFH�
DIIHFWV� SHRSOH¶V� WKRXJKWV� GXULQJ� GHFLVLRQ�
making processes. Then, Liberman & Trope 
�������LQ�WKHLU�UHFHQW�VWXG\�UHGH¿QHG�WKHLU�
concept: psychological distance is an extent 
of divergence from direct experience of a 
person, exact place, and exact time along 
with the dimensions of time, space, social 
perspective, or hypotheticality. 

The ability to complete transactions 
between a spatially separated seller and 
buyer has been the most important part of 
all; consumers later receive their shopping 
object through delivery system and 
bypassing the time and effort they used 
to struggle with. It  shows that people are 
willing to psychologically cost their trust to 
an online shopping marketers to ease their 
shopping process, bypassing the time they 
need to go to and spend at the store/shop 
WR�PDNH�D�SXUFKDVH��.DMX�	�0DJOLR���������
&RQVXPHU¶V� SV\FKRORJLFDO� GLVWDQFH�PLQGVHW�
tend to avoid risk and exhibit preferences 
for the familiar rather than for the unknown 

�(GZDUGV�� /HH�� 	� )HUOH�� ������� &RQVXPHUV�
tend to make an impulse purchase when 
their cognitive framework of psychological 
distance is affecting their subjective concept 
RI�HI¿FLHQF\��

3DUN� HW� DO�� ������� VWXG\� VKRZHG�
hedonic browsers moderates price attributes 
to online impulsive buying behavior. Similar 
VWXG\� E\� $VWXWL� HW� DO�� ������� VKRZHG�
VLJQL¿FDQFHV�EHWZHHQ�SURPRWLRQ�DQG�RQOLQH�
impulsive buying behavior. It is known that 
PDUNHWHUV� DUH� WU\LQJ� WR� JDLQ� FRQVXPHU¶V�
loyalty by keeping consumers satisfaction 
which later provokes their impulsivity on the 
same website in the future.

The delightful process of shopping 
is believed to be caused by emotional 
experience of a consumer (Handayani et al., 
������� 5DKD\X� ������� VWDWHG� WKDW� SRVLWLYH�
emotions such as feeling happy increase 
the tendency of unplanned shopping and 
JHQHUDWH� FRQVXPHUV¶� RQOLQH� LPSXOVLYH�
buying behavior. Positive emotion is often 
UHODWHG� WR� FRQVXPHUV¶� KHGRQLF� YDOXH�� 7KH�
engagement of hedonic value might come 
to the consumers through promotions and 
DGYHUWLVHPHQWV��%ULGJHV��������

5HIHUULQJ� WR� (GZDUGV� HW� DO�� �������
DQG�/LEHUPDQ�	�7URSH���������LQ�WKLV�VWXG\��
SV\FKRORJLFDO� GLVWDQFH� LV� GH¿QHG� DV� WKH�
GHJUHH� RI� GHYLDWLRQ� IURP� DQ� LQGLYLGXDO¶V�
subjective perspectives to conjecture the 
XQLGHQWL¿HG�GLPHQVLRQV�RI� WLPH�DQG� VSDFH��
It explained that psychological distance is 
LQÀXHQFHG� E\� WKH� FXVWRPHU¶V� SHUFHSWLRQ� RI�
HI¿FLHQF\�� WKH� HDVH� WR� VKRS� DQ\WLPH� DQG�
anywhere, which are similar to utilitarian 
EURZVLQJ� EHKDYLRU¶V� IDFWRUV�� ,Q� WKH�
Indonesian context, which is also mentioned 
LQ�$QGDQL��������VWXG\��XWLOLWDULDQ�EURZVLQJ�
EHKDYLRU�FRXOG�EH�LGHQWL¿HG�LI�WKH�FXVWRPHUV�
are considering product information, quality, 
DQG�HI¿FLHQF\�

Based on the previous explanation, 
this study proposed a conceptual frameworks 
contains eight hypotheses: (H1) Promotions 
RQ� VKRSSLQJ� ZHEVLWH� SRVLWLYHO\� LQÀXHQFHV�
consumers online impulsive buying behavior; 
(H2) Promotions on shopping websites 
positively related to hedonic browsing 
behavior; (H3) Emotions on shopping 
ZHEVLWH� SRVLWLYHO\� LQÀXHQFHV� FRQVXPHUV�
online impulsive buying behavior; (H4) 
Emotions on shopping websites positively 
UHODWHG�WR�KHGRQLF�EURZVLQJ�EHKDYLRU���+���
Psychological distance on shopping website 
positively related to utilitarian browsing 
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EHKDYLRU�� �+��� 3V\FKRORJLFDO� GLVWDQFH� RQ�
VKRSSLQJ� ZHEVLWHV� SRVLWLYHO\� LQÀXHQFHV�
FRQVXPHU¶V� RQOLQH� LPSXOVLYH� EX\LQJ�
behavior; (H7) Hedonic browsing on shopping 
ZHEVLWHV� SRVLWLYHO\� LQÀXHQFHV� FRQVXPHU¶V�
RQOLQH�LPSXOVLYH�EX\LQJ�EHKDYLRU��DQG��+���
Utilitarian browsing on shopping websites 
SRVLWLYHO\� LQÀXHQFHV� FRQVXPHU¶V� RQOLQH�
impulsive buying behavior. The conceptual 
framework illustration is presented in the 
¿JXUH���

psychology, political science, marketing and 
health. Introduction to Structural Equation 
Modelling using SPSS and AMOS provides 
engaging and accessible coverage of all the 
basics necessary for using SEM, making it 
an invaluable companion for students taking 
introductory SEM courses in any discipline. 
(PsycINFO Database Record (c.

The questionnaire was given to 
respondents who have shopped online, and 
VSHFL¿FDOO\�� WR� WKRVH� ZKR� GLG� D� PLQLPXP�
of one purchase in the last three months. 
Respondents are asked to indicate the extent 
to which they agreed with the condition 
GHVFULEHG� LQ� HDFK� LWHP� RQ� D� ��SRLQW� VFDOH�
��� �VWURQJO\�GLVDJUHH���� �VWURQJO\�DJUHH���
This research is designed for the “simple 
UDQGRP�VDPSOLQJ¶�PHWKRG�ZLWK�UHVSRQGHQWV�
who have become accustomed to online 
shopping. The age category in this research 
LV� GLYLGHG� LQWR� ��� ������ \HDUV� ROG�� ������
\HDUV�ROG��������\HDUV�ROG��DQG����RU�DERYH��
This category of data collection is referring 
WR� 1XVDULND� 	� 3XUQDPL� �������� )XUWKHU�
demographic information is presented in 
table 1 below.

This research began with questionnaire 
UHODWHG� WR� UHVSRQGHQWV¶� SUR¿OH� WR� EULHÀ\�
H[DPLQH� UHVSRQGHQWV¶� GHPRJUDSKLF�
situation. The questionnaire was given to 
��� people (N = ���) consisting of 132 
male respondents (������) and ��� female 

Figure 1. Conceptual Framework

Research Methodology

This study validated the framework of 
online impulsive buying behavior in Indonesia 
XVLQJ�D�TXDQWLWDWLYH�DSSURDFK��4XDQWLWDWLYH�
shreds of evidence are necessary to lower 
ELDV� UHODWHG� WR� LQQHU� FRQVWUXFWV¶� GLVSDULWLHV�
VLQFH�WKLV�UHVHDUFK�DLPV�WR�¿QG�WKH�FRUUHODWLRQ�
between pre-determined variables based 
on previous research gap, thus applying 
SEM (Structural Equation Modeling) in this 
research would consider suitable. Variables 
are constructed based on previous research 
related to impulse buying behavior. This 
research uses an iterative analysis approach 
using PLS-SEM analysis by examining 
the outer loadings or the loadings of each 
item on their respective construct or latent 
variables (Hair, Risher, Sarstedt & Ringle, 
������+HQVHOHU�HW�DO��������DQG�D�PLQLPXP�
of mathematical knowledge, this is the ideal 
guide for those new to SEM. Each chapter 
begins with learning objectives, and ends 
with a list of the new concepts introduced 
and questions to open up further discussion. 
Exercises for each chapter, including 
the necessary data, can be downloaded 
IURP� WKH� ERRN¶V� ZHEVLWH�� +HOSIXO� UHDO� OLIH�
examples are included throughout, drawing 
from a wide range of disciplines including 

Table 1
Respondents’ Demographic 

Information

5HVSRQGHQWV�3UR¿OH N %

Gender Male 132 ������

 Female ��� ������

Age ����� ��� ������

 ����� ��� ������

 ����� �� �����

 !�� 37 ������

Occupation Student �� ������

 Entrepreneur �� �����

 Housewife �� �����

 Employees ��� ������

 Freelancer 31 �����

 Other 37 ������

Online 

Shopping 

Frequency 

in the last 3 

months

1-2x �� ������

3-4x �� ������

>4x ��� ������
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respondents (������). There are ��� 
respondents (�31) with the age range of �� 
to 24 years old, ��� respondents (���) with 
the age of �� to 34 years old, �� respondents 
(����) with the age of �� to 44 years old, 
and 37 respondents (�11.4) with the age of 
more than �� years old. Data of this survey 
is analyzed using SmartPLS of Structural 
Equation Modeling (SEM). SmartPLS is used 
GXH�WR�LWV�VLJQL¿FDQFH�RI�DQDO\]LQJ�PRGHO�ZLWK�
moderator and provides less contradictory 
results than regression analysis in terms of 
detecting moderation effects (Ramli, Latan, 
	1DUWHD���������

Psychometrics analysis is used to 
DVVHVV� WKH� TXHVWLRQQDLUHV� JRRGQHVV� RI� ¿W�

to the research variables. According to the 
newest guidelines written by (Henseler, 
+XERQD�� 	� 5D\�� ������� WKHUH� DUH� WKUHH�
main measures used to test the reliability: 
internal consistency as a result of Cronbach 
alpha and composite reliability (value should 
EH� PRUH� WKDQ� ������ FRQYHUJHQW� YDOLGLW\� RU�
also known as average variance extracted 
�YDOXH�VKRXOG�EH�PRUH�WKDQ�������DQG�RXWHU�
loadings (value should be more than at least 
������ +RZHYHU�� LI� WKH� RXWHU� ORDGLQJV� YDOXH�
LV� GHVFHQGHG� WR� EHWZHHQ� ���� DQG� ����� WKH�
result can only be maintained if the value 
of composite reliability and average variance 
extracted (AVE) are already above the 
minimum requirements of the threshold. 

Table 2
Full-Scale Study Results of Outer Loadings, Cronbach Alpha, and Composite 

Reliability
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Discriminant validity is examined 
with the Fornell-Larcker criterion and cross-
loadings factor.

Results and Disscusions

Psychometric and PLS-SEM Analysi

Table 2 present the results of the Outer 
Loadings, Cronbach Alpha, and Composite 
Reliability of this study. Referring to Table 
2, the values of composite reliability (CR) 
VKRZQ� ZLWKLQ� WKH� UDQJH� RI� ������ WR� ������
and resulted Cronbach Alpha values within 
WKH� UDQJH� RI� ������ WR� ������� 9DOXH� RI� WKH�
$9(�WKDW� ODUJHU� WKDQ�HTXDO� WR����� LQGLFDWHV�
that the latent variables have the capability 
WR� H[SODLQ� DW� OHDVW� KDOI� RI� WKH� LQGLFDWRUV¶�
variance and measurement items with 
the same constructs are equivalent one to 
another; all of the explanation above shows 
that the result are reliable. Table 3 shows 
Fornell-Larcker criterion and the cross-
loadings to determine discriminant validity. 
7KH�$9(�VFRUH�LQ�WDEOH���VKRZV�DOO�VLJQL¿FDQW�
results that larger than its correlation. This 
result indicates that the discriminant validity 
conditions are relevant toindicator reliability 
along with the convergent validity. It is 
understood that the three online impulsive 
EX\LQJ� EHKDYLRU� IDFWRUV� DUH� VLJQL¿FDQWO\�
related to web browsing (hedonic and 
utilitarian browsing), however, only 
psychological distance factors that found to 
be directly affect online impulsive buying 
behavior. The estimated model accounts for 
�������RI�WRWDO�YDULDQFH�LQ�RQOLQH�LPSXOVLYH�
buying behavior.

The result of SEM analysis in this study 
H[SODLQV� WKDW�+\SRWKHVLV�+�� �ǃ� ��������S�
�������� DQG�+\SRWKHVLV�+�� �ǃ� � ������� S�
��������DUH�UHMHFWHG�VLQFH�WKH\�VKRZHG�WKH�
SRRU�OHYHO�RI�LQÀXHQFH�DQG�LQVLJQL¿FDQW��ZH�
could assume that promotion (PMTN) and 
SRVLWLYH�HPRWLRQ��367(���GR�QRW�VLJQL¿FDQWO\�
related to IMPB. Meanwhile, Hypothesis H2 
�ǃ� � ������� S��������� DQG�+\SRWKHVLV�+��
�ǃ� ��������S���������UHVXOWV�DV�VKRZQ� LQ�
the Table 4, are strongly implied that both 
promotion (PMTN) and positive emotion 
�367(�� KDV� SRVLWLYH� LQÀXHQFH� RQ� KHGRQLF�
browsing behavior (HDBW) variable. 
+\SRWKHVLV� +�� �ǃ�  � ������� S�������� DQG�
+\SRWKHVLV� +�� �ǃ�  � ������� S� ������� DUH�
both showing that psychological distance 
�36<'�� YDULDEOHV� DUH� SRVLWLYHO\� LQÀXHQFLQJ�
utilitarian browsing behavior (UTBW) and 
online impulsive buying behavior (IMPB). 
$OWKRXJK� +\SRWKHVLV� +�� LV� VKRZLQJ� ORZ�
FRHI¿FLHQW� YDOXHV� �+DLU�� 5LVKHU�� 6DUVWHGW�
	� 5LQJOH�� ������� WKH� YDULDEOHV� ZRXOG� EH�
VLJQL¿FDQW� LI� WKH� S�YDOXHV� UHTXLUHPHQW� DUH�
IXO¿OOHG��KRZHYHU��LW�DOVR�PLJKW�LQGLFDWH�WKDW�
+\SRWKHVLV�+��KDV�VPDOO�PHULW�LQ�PDQDJHULDO�
LPSOLFDWLRQV�� +\SRWKHVLV� +�� �ǃ�  � ������� S�
�������� DQG� +\SRWKHVLV� +�� �ǃ�  � ��������
S� ������� DUH� VKRZLQJ� WKDW� ERWK� KHGRQLF�
browsing behavior (HDBW) and utilitarian 
EURZVLQJ�EHKDYLRU� �87%:��DUH�VLJQL¿FDQWO\�
related to online impulsive buying behavior 
�,03%���+RZHYHU��+\SRWKHVLV�+���ǃ� ��������
S��������� VKRZV� SRVLWLYH� LQWHUDFWLRQ�ZKLOH�
+\SRWKHVLV�+���ǃ� ���������S��������VKRZ�D�
negative interaction which is caused by the 
hedonic nature of impulsive behavior, but 
ERWK�+\SRWKHVLV�+��DQG�+\SRWKHVLV�+��DUH�

Table 3
Fornell-Larcker Criterion
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valid. This study also includes the moderating 
effect to describe HDBW and UTBW as the 
moderator to produce IMPB. Hypothesis H2 
�ǃ�  � ������� S� �������� 3071� +'%:� DQG�
+\SRWKHVLV�+���ǃ� ��������S���������367(��
HDBW, showing both promotion and positive 
emotion factors are positively related to 
online impulsive buying behavior through 
PRGHUDWLQJ� HIIHFW� VLQFH�+\SRWKHVLV� +�� KDV�
W�YDOXH�RI��������S���������DQG�+\SRWKHVLV�
+�� KDV� W� YDOXH� RI� ������ �S� ������� ZKLFK�
VKRZV�PRUH�VROLG�VXSSRUW� IRU�WKH�HI¿FLHQF\�
and effectiveness of hypotheses, although 
+��VHHPV�WR�EH�OHVV�FRQVLVWHQW�DV�WKH�PRGHO�
predicted it to be negative (Hair, Risher, 
6DUVWHGW�	�5LQJOH��������7KH�FRPSOHWH�UHVXOW�
RI� SDWK� FRHI¿FLHQW� DQG� 9,)� FDQ� EH� VHHQ� LQ�
table 4. 

Research Finding

Referring to the proposed hypothesis 
mentioned earlier in the study, we can 
conclude that most of the hypotheses were 
SURYHQ�WR�EH�VLJQL¿FDQWO\� UHODWHG�DFFRUGLQJ�
WR�WKH�GDWD�SUHVHQWHG�DERYH��<L�	�-DL��������
research showed the reason why Hypothesis 
4 in this study is rejected as their study 
concluded positive emotion which could not 
directly stimulate impulse buying behavior; 
instead, it should be managed simultaneously 
ZLWK� FRQVXPHUV¶� GHVLUHV�� +\SRWKHVLV� �� LV�
VXSSRUWHG� E\� .LP� 	� (DVWLQ� ������� VWXG\�
result which state that although customers 
are exploring various product information 
and marketing promotions, they will not 

be induced to buy impulsively. Thus, being 
consistent with Hypothesis 1 and Hypothesis 
4, several previous studies by (Park et al., 
������9HUKDJHQ��YDQ�'ROHQ�	�0HULNLYL��������
<L� 	� -DL�� ������ VXSSRUW� ERWK� +\SRWKHVLV� ��
and Hypothesis 3 arguments that customers 
hedonic browsing tendency is affected 
by their positive emotion and promotion 
strategies. es. 

Hypothesis 2 and Hypothesis 3 explain 
that both promotion (PMTN) and positive 
HPRWLRQ� �367(�� DUH� VLJQL¿FDQWO\� LQÀXHQFH�
FXVWRPHU¶V� KHGRQLF� EURZVLQJ� EHKDYLRU�
(HDBW). Hedonic browsing behavior (HDBW) 
is mainly driven by customers cognition and 
emotion (Alvarez-Milán, Felix, Rauschnabel, 
	�+LQVFK���������7KLV�¿QGLQJ�H[SODLQV�ZK\�
customers tend to browse hedonically when 
WKH\� DUH� LQ� D� JRRG� PRRG� �+DUULV�� �������
DQG�WKH�¿UP¶V�SURPRWLRQDO�VWUDWHJ\�VXFK�DV�
coupons, discounts, cashback, bundling, and 
rebates successfully intrigued them to browse 
�/LX��=KDQJ��+XDQJ��=KDQJ��	�=KDR���������
Aligned with Hypothesis 2 and Hypothesis 
3, Hypothesis 7 explains that hedonic 
EURZVLQJ� EHKDYLRU� �+'%:�� LV� VLJQL¿FDQWO\�
LQÀXHQFH� RQOLQH� LPSXOVLYH� EX\LQJ� EHKDYLRU�
�,03%��� +\SRWKHVLV� �� ¿QGLQJ� VXJJHVWV�
that the more they explore the internet 
ineffectually looking for an uncertain product 
with no deliberate intention, the more likely 
that they would be driven to perform an 
LPSXOVLYH� SXUFKDVH�� $� VLPLODU� ¿QGLQJ� KDV�
been discovered by Park, Kim, Funches, & 
)R[[��������LQ�WKHLU�VWXG\�ZKLFK�FRQFOXGHG�
hedonic browsing behavior (HDBW) acts as 

Table 4
3DWK�&RHI¿FLHQWV�DQG�9,)
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D�PRGHUDWLQJ�YDULDEOH�DQG�IRXQG�VLJQL¿FDQWO\�
LQÀXHQFHG�RQOLQH�LPSXOVLYH�EX\LQJ�EHKDYLRU�
�,03%��� 7KLV� VWXG\� KDV� UHÀHFWHG� WKH� VDPH�
result with different variables. Relating to 
$OYDUH]�0LOiQ��)HOL[��5DXVFKQDEHO��	�+LQVFK¶V�
������� H[SHULPHQWDO� VWXG\� ¿QGLQJV�� ZH�
can conclude that emotion, cognitive and 
behavior of customers are the main drivers 
to activate their impulsivity.

7KH� QH[W� ¿QGLQJV� ZLOO� EH� IRFXVHG� RQ�
psychological distance (PSYD) variables: 
how it affects utilitarian browsing behavior 
(UTBW) and online impulsive buying 
EHKDYLRU��,03%���+\SRWKHVLV���H[SODLQV�KRZ�
psychological distance (PSYD) is strongly 
affecting utilitarian browsing behavior 
(UTBW). It indicates that utilitarian browsing 
EHKDYLRU� �87%:�� LV� DIIHFWHG� E\� FXVWRPHUV¶�
SHUFHSWLRQ� RI� HI¿FLHQF\� DQG� ULVN� DYRLGDQFH�
factors (Vonkeman, Verhagen, & van Dolen, 
�����ZKLFK�ZHUH�DQDO\]HG�XVLQJ�D�VWUXFWXUDO�
equation modeling approach, showed that 
vividness and interactivity of online product 
SUHVHQWDWLRQV� LQFUHDVHG� WKH� SDUWLFLSDQWV¶�
perceptions of local presence, which refers 
to the sense of a product being present with 
a consumer in his or her own environment. 
/RFDO� SUHVHQFH�� LQ� WXUQ�� LQÀXHQFHG� WKH�
urge to buy impulsively by generating 
both cognitive (perceived risk. Consumers 
DUH� LQÀXHQFHG� PDLQO\� E\� WKH� LPPHGLDWH�
impact of consumption. As utilitarian 
browsing encouraged a proximal purchase 
(psychological distance is proximal), Zheng, 
<XDQ��%LDQ��:DQJ��	�+XDQJ��������FRQFOXGHG�
that psychological distance effect would 
enhance as well.

/LX� HW� DO�� ������� H[SORUH� WKH� ¿HOG� E\�
YDOLGDWLQJ� WKDW� RQOLQH� FXVWRPHU¶V� EHKDYLRUV�
will increase based on high-level construal 
aspects as psychological distance increases, 
ZKLFK� LV� LQ� OLQH� ZLWK� +\SRWKHVLV� �� ZKHUH�
psychological distance (PSYD) found to be 
VLJQL¿FDQWO\�DIIHFWLQJ�RQOLQH�LPSXOVLYH�EX\LQJ�
EHKDYLRU� �,03%��� &RQVXPHU¶V� PLQGVHW� RI�
risk avoidance occur due to their minimum 
experience or source of information, and 
the drive to make several different types of 
impulsive purchases is more likely to appear 
if the customer feels more familiar with the 
online retailer or having less psychological 
distance with the retailer (Edwards et al., 
������

7KH�ODVW�¿QGLQJ�LV�+\SRWKHVLV����ZKHUH�
utilitarian browsing behavior (UTBW) acts as 
a moderating factor between psychological 
distance (PSYD) and online impulsive buying 

behavior (IMPB). Despite the fact that 
WKHVH�IDFWRUV�KDYH�D�VLJQL¿FDQW�LPSDFW��WKH�
QHJDWLYH� YDOXH� RI� WKH� FRHI¿FLHQW� LPSOLHG�
that the overall effect of the indicator is less 
than the sum of individual effects. In other 
phrases, the direct negative relationship 
between utilitarian browsing behavior and 
LPSXOVLYH�EX\LQJ�EHKDYLRU�FRXOG�EH�GH¿QHG�
as follows: the less a consumer searches for 
a product on the internet by estimating the 
risk, forecasting the effort, and collecting as 
much relevant information, the greater their 
online impulsive buying behavior level. This 
result is similar to a prior study by Park et al. 
�������ZKLFK�VWDWHG�WKDW�XWLOLWDULDQ�EURZVLQJ�
behavior (UTBW) is not strongly moderates 
variables with online impulsive buying 
behavior (IMPB). X. Zheng, Men, Yang, & 
*RQJ� ������� VWXG\� UHVXOWHG� WKDW� XWLOLWDULDQ�
browsing behavior has an indirect effect to 
online impulsive buying behavior through 
the moderating effect of hedonic browsing 
behavior. Thus, in the case of Indonesian, 
ZH� FDQ� FRQFOXGH� WKDW� WKH� VLJQL¿FDQFH� RI�
hedonic browsing behavior (HDBW) is higher 
than utilitarian browsing behavior (UTBW). 
A similar result is also shown in other Asian 
countries, such as South Korea (E. J. Park et 
DO���������DQG�&KLQD��;��=KHQJ�HW�DO����������
It implies that society online impulsive 
buying behavior is easier to develop through 
hedonic browsing behavior rather than the 
utilitarian browsing behavior.

Conclusions

This study which held in an emerging 
country resulted in some interesting insights.  
First, among promotion (PMTN), positive 
emotion (PSTE), and psychological distance 
(PSYD), only psychological distance (PSYD) 
that was found to be directly affecting 
online impulsive buying behavior (IMPB) 
LQ� FXVWRPHU¶V� PLQGVHW� RI� VKRSSLQJ� RQOLQH��
Second, as a moderating factor, hedonic 
browsing behavior (HDBW) indicates that 
promotion (PMTN) and positive emotion 
(PSTE) are indirectly affecting online 
impulsive buying behavior (IMPB). Referring 
to the analysis of the moderating effect, it 
could be concluded that positive emotion and 
SURPRWLRQ�FRXOG�WULJJHU�FXVWRPHU¶V�KHGRQLF�
browsing behavior and help marketers drive 
FXVWRPHU¶V�RQOLQH�LPSXOVLYH�EX\LQJ�EHKDYLRU��
Third, this study has shown that psychological 
GLVWDQFH� �36<'�� LV� VLJQL¿FDQWO\� DIIHFWLQJ�
online impulsive buying behavior (IMPB). 
It showed that moderating psychological 
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distance (PSYD) using utilitarian browsing 
behavior (HDBW) was not essential to the 
research. Thus, we could conclude that 
compare to utilitarian browsing behavior, 
hedonic browsing behavior plays more 
important role in Indonesian online impulsive 
buying behavior. 

Regardless of the insight that this 
study contributes, there are also several 
limitations that should be observed for 
future research development. First, the data 
collection of this study was held during a 
ZRUOG�VFDOH� SDQGHPLF� FRYLG����� PHDQLQJ�
that the result might be biased since the 
FXVWRPHU¶V� SHUVSHFWLYH� RI� VKRSSLQJ� PLJKW�
be shifted. Second, a variety of selection 
should be included in factors affecting online 
impulsive buying behavior that is moderated 
by utilitarian browsing behavior.

Authors suggested marketers offer 
PRUH� QRWL¿FDWLRQV� UHODWHG� WR� SURPRWLRQDO�
VWUDWHJLHV�VLQFH�FXVWRPHU¶V�WHQGHQF\�WR�FOLFN�
or browse often appear whenever they obtain 
information related to promotional strategies 
such as discounts, bundles, rebates, and 
PDQ\�PRUH��+RZHYHU��WRR�PXFK�QRWL¿FDWLRQ�
PD\�IDLO�WR�DWWUDFW�WKH�FXVWRPHU¶V�DWWHQWLRQ��
It would need proper research on when is the 
SHUIHFW� WLPH�WR�RIIHU�QRWL¿FDWLRQ�DQG�JLYLQJ�
the best user interface to make the customer 
stay the longest as possible in the application 
or websites to drive their impulsivity. Lastly, 
marketers should provide the quality of 
the goods, the delivery system guarantee, 
brand awareness, in order to build the trust 
EHWZHHQ� WKHLU�¿UP�DQG�FXVWRPHUV�ZLWK� WKH�
LQWHQWLRQ� RI� UDLVLQJ� FXVWRPHU¶V� UHSXUFKDVH�
intention without having to spend a lot of 
time browsing through the marketplace.
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