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Abstract

This study examines the influence of product diversity, price, and word of mouth on impulse buying tendencies during the
COVID-19 pandemic. The study also explores the role of purchase intention as a mediator in this relationship. The research
method employed is both descriptive and causal, with a quantitative approach and primary data collection through interviews,
observations, and questionnaires. The sample population consists of consumers of Bluder Cokro Madiun, selected using
purposive non-probability sampling. The study employs SEM using PLS to analyze the data and determine the mediating
effect. The findings reveal that product diversity has no significant impact on purchase intention, while price and word of
mouth have a positive and significant influence. Furthermore, purchase intention positively and significantly affects impulse
buying tendencies. This study makes a significant contribution to the knowledge of consumer behavior during the
COVID-19 pandemic. The research findings provide insights into how product diversity, price, and word of
mouth affect consumers' impulse buying tendencies, and the role of purchase intention as a mediator. This
study's findings are valuable for producers and marketers in formulating effective marketing strategies and
pricing policies that align with consumer behavior during pandemics. Consumers can also benefit from this study
by gaining a better understanding of how their purchase decisions are influenced by product diversity, price, and
word of mouth, and their implications for impulse buying. Overall, this study has important practical
implications for the marketing industry, particularly during times of crisis.
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1 Introduction application shop qnline like _Shopee, _ Tokopedia,

' Lazada, and application other online shopping [6].
During the COVID-19 pandemic in Indonesia when
everyone is forced for permanently active and work
from house [1]. Activity that covers work, school,
activities sell-buy, and activities other including shop
[2]. The COVID-19 pandemic is accelerating the
transition to a digital world, a change to be implicated
period long along with the recovering global economy.
The whole activity starts in March 2020 to the moment
has restricted consequence plague The Covid-19
pandemic requires social distancing through Work
from Home (WFH) [3]. Data that was launched by
Organization Health World (WHO) (2021), states that
Covid-19 has innovated to produce new virus variants
that impact worse from year first. Besides that, the
changing situation pandemic has brought other changes
in the need and habits of online shopping [4]. Buying interest is part of a component of consumer
behavior in consumer attitudes, and the tendency of
respondents to act before buying decisions is
implemented [10]. Because consumers are now smarter
and more careful, and more demanding, can no longer
be satisfied by simply presenting a tradeoff between
price and product quality [11]. But they demand six
things at once: high-quality products, reasonable prices
with lenient payment terms and easy alternative
payment methods, fast product delivery, specialized
services, products that have a high degree of flexibility,
and familiarity with the user [12].

A shop is wrong one needs an in life, impulsive buying
is something condition named an unplanned purchase
purchasing which occurs outside of a consumer's
purchase planning [7]. Impulse buying so to speak a
sudden, defensive, and unplanned impulse to buy
something indirectly, without much regard for the
consequences [8]. Impulsive buying is defined as an act
that was previously not consciously recognized as such
results of a consideration or purchase intention formed
before entering the shop. Meanwhile, purchasing
Impulse is a purchase that occurs when consumers see
a product or certain brand, then consumers are
interested in getting it, usually because of stimulation
in someone's urge to make a purchase [9].

Exists an enhancement need in the indicated
community with Bank Indonesia increasing total
consumers by 51% on August 2020. Besides it, the
notes released by Exabytes show that total online
shopping will increase by 38.3% in 2020 compared to
2019 and total the will increase by 120% in comparison
with the month of February. 2019. This thing verifies
that many people started to notice the use of online
shopping [5]. Increase this pushed with progress
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An understanding of how consumers respond to
company offers and choose and decide which products
to buy is the key to success in achieving company
goals [13]. Understanding consumers begins with
understanding the needs and desires that become
motivation [14]. Because understanding consumer
motivation can predict the behavior that will be
expressed by consumers so that marketers can design
more appropriate stimuli so that in serving consumers,
they will be better than their competitors [15].
Therefore, understanding  consumer  behavior,
especially the variable needs, and desires of consumers
as motivation is an absolute requirement for the
success of the company [16].

Consumers tend to choose places that offer varied and
complete products regarding the depth, breadth, and
quality of the variety of goods offered by sellers [17].
All those things are done by the company so that there
is an increase in the level of consumer purchases.
Because there are various kinds of similar products
offered by the company [18]. But we need to know that
when consumers buy a product there are always factors
that influence them in making a purchase decision [19].
One of them is the price factor because high and low
prices are always the main concern of consumers when
they are looking for a product. So that the price offered
becomes a special consideration before they decide to
buy goods or use a service. So pricing is very
influential on the sales and marketing of products
offered [20].

In the marketing process product, is not free from
promotion. Promotion is a strategy used by companies
to notify or offer goods or services to attract potential
customers to buy or consume them. With the
promotion of producers expect an increase in sales.
Good promotions naturally will help expand
information to reach the consumer in a manner evenly,
and vice versa if the promotion is not enough
interesting so information will be difficult to spread
among consumers. States word of mouth can affect
purchase intention. One dimension of promotion is the
word of mouth which is used to promote widely by
word of mouth.

Word of mouth is information about a product that is
passed on from one individual to another. The process
of communication that most often occurs between
humans is through word of mouth. Everyone talks and
exchanges information about a product with other
people all the time. Word of mouth sometimes someone
speaks positively of a product and sometimes can also
speak negatively. Most of the potential customers get
information based on the people around them, such as
consumers who have used the product or from those
closest to them, this has the effect of word of mouth
which is more reliable because it comes from sources
that are not bound by a particular company compared
to more formal marketing channels.

Impact of the Covid-19 outbreak throughout the world
including the City of Madiun, in the City of Madiun
there are small gifts in particular form brem, seasoning

pecel, honey mongso, and plate and there is once again
a new culinary that is popular and has become an icon
lately as a souvenir characteristic of the City of Madiun
that is Bluder Cokro Bread. Bluder Bread is bread that
has a distinctive Dutch colonial taste the past. The
Cockroach Bluder Bread Factory is located on Jalan
Cokroaminoto 36 Madiun. It is in front of the
Pawnshop Office Madiun. Bluder Cokro already
existed since August 19, 1889. The taste is legit and
delicious, and the practical packaging is very suitable
for souvenirs. Slowly but surely, the delicacy of this
cake which is claimed to be without preservatives is
becoming widely known. The company opened several
outlets outside the city. Among them in Ngawi,
Ponorogo, Caruban, Madiun, Magetan and Surabaya.
Now connoisseur Bluder penetrates outside Java,
including Makassar and Martapura. To make it easier
to carry, the packaging is designed in a paper bag with
Bluder order address Cokro selling sweets on the
market with affected by Covid-19 souvenirs typical
Madiun can be purchased through online marketplaces.

Research on product diversity, price, WOM, intention
buy, and trend purchase impulsively until now is still a
concern of researchers. Title “influence price and
quality product to interest buy the community (MSMEs
Know in the Village Sambong)” states that price has a
partial effect on purchase intention, but it is different
price does not affect purchase intention. Besides that,
diverse products also have been scrutinized states
diversity products are influential and significant to
interest buy consumers, diversity products do not
influence to interest buy.

Product Diversity is the availability of all types of
products offered for purchase by consumers. This
product diversity makes it easier for consumers to
choose and buy various kinds of products according to
their wishes. Diversity Product has a significant effect
on consumer buying interest, but it is different states
that product diversity does not affect purchase
intention. Based on the theoretical study and the results
of previous research, the hypothesis proposed is H1 is
Product Diversity has a positive effect on Purchase
Intention.

Price proved to be one of the factors that influence
intention states that price is the sum of all values
measured by consumers for the benefits of having or
using the product or service. Determining the right
price according to market prices or even daring to play
a price slightly lower than market prices will influence
consumers in buying a product. It states that price has a
partial effect on purchase intention, however, it is
different states that price does not affect purchase
intention. Based on the theoretical study and the results
of previous research, the hypothesis proposed is H2
Price has a positive effect on Purchase Intention.

Word of Mouth Marketing is communication about a
product between people who are considered
independent from the company. which provides the
product. These communications are conducted in a
medium that will be deemed independent of the
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company. This communication can be a conversation
or just a one-way testimonial. For example, speaking
directly, by telephone, email, group lists, or other
means of communication. Word of Mouth (WOM) has
a significant effect on Purchase Intention. Based on the
theoretical study and the results of previous research,
the hypothesis proposed is H3 Word of Mouth has a
positive impact on Purchase Intention.

Impulse buying is defined as buying actions that were

consideration, or purchase intentions that are formed
before entering the shop. Impulse buying occurs when
a consumer makes a sudden purchase decision, before
an impulsive purchase occurs, there must be an
intention to buy it. Purchase intention acts as a
mediation between the independent and dependent
variables. Based on the theoretical study and the results
of previous research, the hypothesis proposed is H4
Purchase Intention has a positive impact on Impulsive
Buying Tendency. Next is research framework shown

previously unconscious consciously because of in Figure 1.
e N\
Product Diversity
(X1)
- J Hl
4 N\
Price (Xy) H2 Purchase H4 Impulse Buying
Intention (Z) (YY) Tendency (Y)
- J
4 h H3
Word of Mouth
(X3)
- J

Figure 1. Research Framework

Based on the framework Figure 1, it can be explained
that product diversity (X;) is thought to influence
purchase intention (Y), this conjecture is called
hypothesis 1 (H;). Price (X,) is thought to influence
purchase intention (Z), this assumption is called
hypothesis 2 (H,). Word of mouth (X5) is expected to
affect purchase intention (Z), this conjecture is called
hypothesis 3 (Hs). Purchase intention (Z) is thought to
influence impulsive buying tendency (YY), this
assumption is called hypothesis 4 (Hy).

2. Research Method

This research uses descriptive and causal research with
a (quantitative approach. Descriptive research is
research that is directed at solving problems by
explaining or describing what the results of the
research are. Causal research is a type of research in
which there is a causal relationship between the
independent variables (variables that are influenced)
and the dependent (variables that are influenced). The
type of data used in this research is primary data.
Primary data is data collected by researchers directly
from the main data source. Primary data in this study
were obtained from interviews, observations, and
questionnaires to obtain information about the effect of
product diversity, prices, and word-of-mouth on
impulse-buying tendencies on Bluder Cokro in Madiun
City.

This study has a population that is too large and cannot
be known with certainty, so the number of samples is
unknown, so the researchers chose the sampling
method to be used in this study, namely the non-
probability sampling method. The sampling technique
which does not provide the same opportunity for every
member of the population to be selected as a member
of the sample. The non-probability sampling method

used in this study is purposive sampling. Purposive
sampling is a sampling technique with certain
considerations. The number of samples used is 100
respondents. The purposive sampling criteria in this
study were respondents who had bought Bluder Cokro
Madiun. This study uses SEM (Structural Equation
Model) based on the PLS (Partial Least Squares)
technique using SmartPLS software, to provide a
mediating effect. The validity test, trust test, and test
multicollinearity are used to evaluate the measurement
Model (Outer Model). The inner model specifies the
causal relationship between latent variables. The
coefficient of determination (R2) and Goodness of Fit
is used to evaluate this model.

3. Result and Discussion

Description of sex characteristic served on Table 1.

Table 1. Description of Sex Characteristics

No. Gender Amount Percentage
1. Man 34 34%
2. Woman 66 66%
Total 100 100%

From Table 1 above it can be seen that the collected
sample of 100 respondents was divided into 2 sex
groups. Respondents with male sex totaled 34 people
(34%) and women totaled 66 people (66%). Next
description of age characteristics served on Table 2.

Table 2. Description of Age Characteristics

No. Gender Amount Percentage
1 17-21 8 8
2. 22-26 61 61
3. 27-31 9 9
4 >31 22 22
Total 100 100%

From Table 2 above it can be seen that the collected
sample of 100 respondents was divided into 4 age
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groups. Respondents aged 17-21 years were 8 people
(8%), aged 22-26 years were 61 people (61%), aged
27-31 years were 9 people (9%), and ages >31 years
were 22 people (22%). Next description of state
characteristics served on Table 3.

Table 3. Status Characteristic Description

No. Gender Amount  Percentage

1. Not married yet 71 71

2. Married 29 29
Total 100 100%

From Table 3 above it can be seen that the collected
sample of 100 respondents was divided into 2 status
groups. Respondents with single status were 71 people
(71%) and respondents with married status were 29
people (29%). Next description of job characteristic
served on Table 4.

Table 4. Description of Job Characteristics

No. Gender Amount  Percentage
1. BUMN 2 2
2. Freelancing 3 3
3. IRT 4 4
4. Honorary Employee 1 1
5. Private Sector Worker 27 27
6. Student 34 34
7. Civil Servants/Government 11 11
8. Police 2 2
9. Self-employed 17 17

Total 100 100%
X141
‘""0.633_.__‘
X1.2 4—0.565 —
[
X1.3 il

Product Diveristy
(X1

—
0851
40881 —
0.822
—

Price (X2)

-0.212

X2.1

X2

X3

0.477

X341

X3.2

%33
WOM (X3)

0.400—M

From Table 4 above it can be seen that the collected
sample of 100 respondents was divided into 9 age
groups. Respondents with BUMN jobs were 2 people
(2%), Freelance jobs were 3 people (3%), IRT jobs
were 4 people (4%), Honorary Employee jobs were 1
person (1%), Private jobs were 27 people (27%),
Students/Students  totaled 34 people (34%),
PNS/Government totaled 11 people (11%), Police jobs
totaled 2 people (2%), and Entrepreneurs totaled 17
people (17%). Next description characteristics
salary/pocket money served on Table 5.

Table 5. Description of Salary/Pocket Money Characteristics

No. Gender Amount  Percentage

1. 1,000,000-2,000,000 45 45%

2. 2,000,000-3,000,000 21 21%

3. 3,000,000-4,000,000 8 8%

4. >4,000,000 26 26%
Total 100 100%

From Table 5 above it can be seen that the collected
sample of 100 respondents was divided into 4
salary/pocket money groups. Respondents with a
salary/allowance of 1,000,000-2,000,000 totaled 45
people (45%), a salary/allowance of 2,000,000-
3,000,000 totaled 21 (21%), a salary/allowance of
3,000,000 totaled 8 people (8%), and >4,000,000
totaling 26 people (26%). Next outer model shown in
Figure 2.

1

'\

0.860

z2

:

0.881

3

/

0.876

/

/9.326')

—0.711 b ,___g'ﬁj:
Toss

~h

Impulse Buying
Tendency (Y)

Purcahse Intention

Figure 2. Outer Model
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Table 6. Outer Loading

Variable Indicator Outer Loading Information
X1.1 0.633 Valid
Valid
Product Diversity (X1) x12 0.565
X1.3 0806 Valid
X2.1 0.851 Valid
0.881 Valid
Prices (X2) X2.2 al
X2.3 0.822 Valid
X3.1 0.822 Valid
Word of Mouth (X3) X3.2 0.860 Valid
X3.3 0.774 Valid
Y1 0.826 Valid
Y2 0.804 Valid
Impulse Buying Tendencies (YY) Y3 0.804 Valid
Y4 0.564 Valid
Y5 0.826 Valid
71 0.860 Valid
Purchase Intention (Z) z2 0.881 Valid
73 0.876 Valid
Table 7. Composite Reliability
Indicators Composite Reliability Ket
Product Diversity (X1) 0.711 reliable
Prices (X2) 0.888 reliable
Word of Mouth (X3) 0.860 reliable
Impulse Buying Tendencies (YY) 0.840 reliable
Purchase Intention (Z) 0.905 reliable

Based on table 7 above, shows that the composite
reliability of each variable shows a constructed value

composite reliability so it can be concluded that all
variables have a high level of reliability. Next

>0.70. These results indicate that each variable meets cronbach’s  alpha  served on  Table 8.
Table 8. Cronbach's Alpha
Indicators Cronbach's Alpha Ket
Product Diversity (X1) 0.546 reliable
Prices (X2) 0811 reliable
Word of Mouth (X3) 0.755 reliable
Impulse Buying Tendency (Y) 0.762 reliable
Purchase Intention (Z) 0.843 reliable

Furthermore, in the table 8, Cronbach's alpha for each
variable shows a constructed value >0.60, thus these

requirements for Cronbach's alpha value, so it can be
concluded that all variables have a high level of

- . reliability. Next vif served on Table 9.
results indicate that each research variable has met the y
Table 9. VIF
Collinearity (VIF) Impulse Buying Purchase Intention (Z) Ket.

Tendencies (Y)

Product Diversity (X1) 1.419
Prices (X2) 1,711
Word of Mouth (X3) 1957

Purchase Intention (Z)

Multicollinearity Free
Multicollinearity Free
Multicollinearity Free

1,000 Multicollinearity Free

The purpose of this multicollinearity test is to
determine the multicollinearity between variables by
looking at the correlation values between the
independent variables. The criterion that applies to the
multicollinearity test is if the VIF (Variance Inflation
Factor) value is <10, which means that the regression
model is free from multicollinearity. Next R-Squares
served on Table 10.

Table 10 R-Squares

RSquare
Impulse Buying Tendencies (Y) 0.505
Purchase Intention (Z) 0.615

Based on table 10 above, shows that the R-Square
value for the Impulse Buying Tendency () variable is
0.505. This acquisition explains that the percentage of
Impulse Buying Tendency is 50.5%. This means the
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variables Product Diversity (X;), Price (X;), Word of
Mouth (X3), and Purchase Intention (Z) against
Impulse Buying Tendency of 50.5%, and the remaining
49.5% is influenced by other variables. The Purchase
Intention (Z) variable is 0.615. This acquisition
explains that the percentage of Purchase Intention is
61.5 %. This means the variables Product Diversity
(Xy), Price (X;), Word of Mouth (X3), the Purchase
Intention is 61.5% and the remaining 38.5% is
influenced by other variables. Next Q-Squares served
on Table 11.

Product Diveristy
71
2102

26.974

x21
4

23975 __
—36650—
—
16.720
“

Price (X2)

-

37872
—_

1079

WOM (X3)

X22

X23

X3.2

X33

Table 11. Q-Squares

Ket Q Square
Impulse Buying Tendencies () 0.264
Purchase Intention (2) 0.448

Purcahse Intention

Based on table 11, a Q-square value that is greater than
0 indicates that the model is predictively relevant. Next
inner model shown in Figure 3.

z2 Z3

:

37.292 35045

|/ /“H

29343 “
- 14172
13.800 p =
. — 3
1028
~

-

Impulse Buying Y4
Tendency (¥)

Figure 3. Inner Model

This direct effect uses the t-test which aims to
determine the effect of the independent variable on the
dependent variable partially. This hypothesis can be
accepted if the P Values < 0.05. In testing the

hypothesis it can be said to be significant if the t-
statistic value is greater than 1.96, whereas if the t-
statistic value is less than 1.96 then it is considered
insignificant. Next direct effects served on Table 12.

Table 12 Direct Effects

Original Sample Ste"’\‘/?gggc:] t Statistics P Values
Sample (O) Means (M) (STDEV) (|O/STDEV))
Product Diversity (X1) -> Purchase 0212 -0.156 0.101 2.102 0.036
Intention (Z)
Price (X2) -> Purchase Intention (Z) 0.490 0.493 0.075 6,550 0.000
\(/\Z/)OM (X3) -> Purchase Intention 0.477 0.445 0.104 4,609 0.000
Purchasing Intention (Z) -> Impulse 0711 0.715 0.051 13,809 0.000

Buying Tendency (Y)

Based on the table above, it shows that of the nine
hypotheses, there is one that is not significant because
the t-Statistics value is <1.96 and P-Values >0.05,
namely the product diversity hypothesis on purchase
intention. The Impact of Product Diversity on Purchase
Intentions.

Based on the results of the analysis in this study,
proves that product diversity does not affect purchase
intentions. Based on the results obtained, the P-values
were 0.036>0.05, but the results of the Original Sample
(O) showed a negative sign, this proves that Product
Diversity has no impact on Purchase Intention, so this

hypothesis is rejected. Product Diversity is the
availability of all types of products offered for
purchase by consumers. This product diversity makes it
easier for consumers to choose and buy various kinds
of products according to their wishes. Product diversity
does not affect purchase intention. but it is different
from the research states product diversity has a
significant effect on consumer buying interest.

The Effect of Price on Purchase Intention. Based on the
results of the analysis in this study, proves that price
affects purchase intention. Based on the results
obtained, the P-values are 0.000 <0.05, this proves that
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Price has a positive and significant impact on Purchase
Intention, so this hypothesis is accepted. Price proved
to be one of the factors that influence intention. Price is
the sum of all values measured by consumers for the
benefits of having or using the product or service.
Determining the right price according to market prices
or even online to play a price slightly lower than
market prices will influence consumers in buying a
product. Price has a partial effect on purchase
intention, however, price does not affect purchase
intention.

The Effect of Word of Mouth on Purchase Intention.
Based on the results of the analysis in this study,
proves that Word of Mouth affects purchase intention.
Based on the results obtained, the P-values were 0.000
<0.05, this proves that Word of Mouth has a positive
and significant impact on Purchase Intention, so this
hypothesis is accepted. Word of Mouth Marketing is
communication about a product between people who
are considered independent from the company. which
provides the product. These communications are
conducted in a medium that will be deemed
independent of the company. This communication can
be a conversation or just a one-way testimonial. For
example, speaking directly, by telephone, email, group
lists, or other means of communication. Word-of-
Mouth Communication (WOM) is a communication
process in the form of providing recommendations both
individually and in groups for a product or service that
aims to provide personal information. Word of Mouth
(WOM) has a significant effect on Purchase Intention.

The Influence of Purchase Intention on Impulse Buying
Tendency. Based on the results of the analysis in this
study, proves that Purchase Intention influences
Impulse Buying Tendency. Based on the results
obtained, P-values are 0.000 < 0.05, this proves that
Purchase Intention has a positive and significant impact
on Impulse Buying Tendency, so this hypothesis is
accepted. Impulse buying is defined as buying actions
that were previously unconscious consciously because
of consideration, or purchase intentions that were
formed before entering a shop. Impulse buying occurs
when a consumer makes a sudden purchase decision,
before an impulsive purchase occurs, there must be an
intention to buy it. Purchase intention acts as a
mediation between the independent and dependent
variables.

4, Conclusion

This study aims to determine the impact of product
diversity, price, and word of mouth on impulse buying
tendencies with purchase intention as an intervening
variable during the covid-19 pandemic, based on the
results of the research that has been carried out and
data analysis as explained in the previous chapter, the
following are the conclusions from the results of the
study as follows product Diversity has no impact on
purchase intention. Price has a positive and significant
on purchase intention. Word of mouth has a positive
and significant on purchase intention. Purchase

intention has a positive and significant on Impulse
buying tendency.

References

[1] Utama, A., Sawitri, H. S. R., Haryanto, B., & Wahyudi, L.
(2021). Impulse Buying: The Influence of Impulse Buying
Tendency, Urge to Buy and Gender on Impulse Buying of the
Retail Customers. Journal of Distribution Science, 19(7), 101—
111. DOI: https://doi.org/10.15722/jds.19.7.202107.101 .

[2] Lee, H. (2018). Intrinsic and Extrinsic Motivations Affecting
Impulse-Buying Tendency In Mobile Shopping. Social Behavior
and Personality, 46(4), 683-694. DOI:
https://doi.org/10.2224/sbp.6693 .

[3] Parsad, C., Prashar, S., & Vijay, T. S. (2019). Comparing
Between Product-Specific and General Impulse Buying
Tendency: Does Shoppers’ Personality Influence Their Impulse
Buying Tendency?. Asian Academy of Management Journal,
24(2), 41-61. DOI: https://doi.org/10.21315/aamj2019.24.2.3 .

[4] Cavazos-Arroyo, J., & Maynez-Guaderrama, A. I. (2022).
Antecedents of Online Impulse Buying: An Analysis of Gender
and Centennials’ and Millennials’ Perspectives. Journal of
Theoretical and Applied Electronic Commerce Research, 17(1),
122-137. DOI: https://doi.org/10.3390/jtaer17010007 .

[5] Zaki, H. O., & Ab Hamid, S. N. (2021). The Influence of Time
Auvailability, Happiness, and Weariness on Consumers’ Impulse
Buying Tendency amidst Covid-19 Partial Lockdown in
Malaysia.  Jurnal  Pengurusan, 62, 81-90. DOI:
https://doi.org/10.17576/pengurusan-2021-62-07 .

[6] Dhaundiyal, M., & Coughlan, J. (2016). Investigating The
Effects of Shyness And Sociability on Customer Impulse Buying
Tendencies: The Moderating Effect of Age and Gender.
International Journal of Retail and Distribution Management,
44(9), 923-939. DOI: https://doi.org/10.1108/IJRDM-12-2014-
0166 .

[7] Verplanken, B., & Herabadi, A. (2001). Individual Differences
In Impulse Buying Tendency: Feeling and No Thinking.
European Journal of Personality, 15(1 SUPPL.). DOI:
https://doi.org/10.1002/per.423 .

[8] Parsad, C., Prashar, S., & Tata, V. S. (2017). Understanding
Nature of Store Ambiance And Individual Impulse Buying
Tendency on Impulsive Purchasing Behaviour: An Emerging
Market  Perspective.  Decision, 44(4), 297-311. DOI:
https://doi.org/10.1007/s40622-017-0168-2 .

[9] B. T. K. Chathuranga | V. G. P. Lakshika. (2019). Multi Sensory
Brand Experience and Impulse Buying Tendency An
Exploration of Sri Lankan Supermarkets. International Journal
of Trend in Scientific Research and Development (IJTSRD),
3(5), 2497-2501. DOI:
https://doi.org/https://doi.org/10.31142/ijtsrd27846 .

[10]Lin, Y. H.,, & Chen, C. F. (2013). Passengers’ Shopping
Motivations and Commercial Activities at Airports -The
Moderating Effects of Time Pressure and Impulse Buying
Tendency. Tourism Management, 36, 426-434. DOI:
https://doi.org/10.1016/j.tourman.2012.09.017 .

[11]Palilingan, V. N., Hussein, A. S., & Prabandari, S. P. (2022).
The Effect of Thematic Store Atmosphere on Impulse Buying
Behavior Mediated by Affection and Impulse Buying Tendency.
European Journal of Management Issues, 30(1), 58-65. DOI:
https://doi.org/10.15421/192206 .

[12]Jones, M. A., Reynolds, K. E., Weun, S., & Beatty, S. E. (2003).
The Product-Specific Nature of Impulse Buying Tendency.
Journal of Business Research, 56(7), 505-511. DOI:
https://doi.org/10.1016/S0148-2963(01)00250-8 .

[13] Mmittal, S., Chawla, D., & Sondhi, N. (2016). Impulse Buying
Tendencies Among Indian Consumers: Scale Development and
Validation. Journal of Indian Business Research, 8(3), 205-226.
DOI: https://doi.org/10.1108/JIBR-09-2015-0101 .

Jurnal Informatika Ekonomi Bisnis — Vol. 5, Iss. 2 (2023) 514-521

520


https://doi.org/10.15722/jds.19.7.202107.101
https://doi.org/10.2224/sbp.6693
https://doi.org/10.21315/aamj2019.24.2.3
https://doi.org/10.3390/jtaer17010007
https://doi.org/10.17576/pengurusan-2021-62-07
https://doi.org/10.1108/IJRDM-12-2014-0166
https://doi.org/10.1108/IJRDM-12-2014-0166
https://doi.org/10.1002/per.423
https://doi.org/10.1007/s40622-017-0168-2
https://doi.org/https:/doi.org/10.31142/ijtsrd27846
https://doi.org/10.1016/j.tourman.2012.09.017
https://doi.org/10.15421/192206
https://doi.org/10.1016/S0148-2963(01)00250-8
https://doi.org/10.1108/JIBR-09-2015-0101

Nafania Annisa Oktandani, Muhammad Sholahuddin

[14] Liu, M. (2022). Determining the Role of Influencers” Marketing
Initiatives on Fast Fashion Industry Sustainability: The
Mediating Role of Purchase Intention. Frontiers in Psychology,
13. DOI: https://doi.org/10.3389/fpsyg.2022.940649 .

[15] Fook, L. A., & McNeEeill, L. (2020). Click To Buy: The Impact of
Retail Credit on Over-Consumption In The Online Environment.
Sustainability (Switzerland), 12(18). DOLl:
https://doi.org/10.3390/SU12187322 .

[16]Ningsih, E. M., & Andjarwati, A. L. (2021). Peran Consumer
Perceived Value dalam Online Review terhadap Impulse Buying
Tendency melalui Browsing sebagai Variabel Intervening.
Jurnal lImu Manajemen, 9(2), 601. DOl:
https://doi.org/10.26740/jim.v9n2.p601-616 .

[17]Parsad, C., Prashar, S., Vijay, T. S., & Kumar, M. (2021). Do
Promotion and Prevention Focus Influence Impulse Buying: The
Role of Mood Regulation, Shopping Values, and Impulse

Buying Tendency. Journal of Retailing and Consumer Services,
61. DOI: https://doi.org/10.1016/j.jretconser.2021.102554 .

[18]Dodoo, N. A., & Wu, L. (2019). Exploring The Anteceding
Impact of Personalised Social Media Advertising on Online
Impulse Buying Tendency. In International Journal of Internet
Marketing and Advertising (Vol. 13, pp. 73-95). Inderscience
Publishers. DOI: https://doi.org/10.1504/IJIMA.2019.097905 .

[19] Goel, P., Parayitam, S., Sharma, A., Rana, N. P., & Dwivedi, Y.
K. (2022). A Moderated Mediation Model For E-Impulse
Buying Tendency, Customer Satisfaction and Intention To
Continue E-Shopping. Journal of Business Research, 142, 1-16.
DOI: https://doi.org/10.1016/j.jbusres.2021.12.041 .

[20] Masitoh, M. R., Prihatma, G. T., & Alfianto, A. (2022).
Pengaruh Sales Promotion, Hedonic Browsing, dan Impulse
Buying Tendency terhadap Impulse Buying Pelanggan E-
Commerce Shopee. Sains Manajemen, 8(2), 88-104. DOI:
https://doi.org/10.30656/sm.v8i2.5307 .

Jurnal Informatika Ekonomi Bisnis — Vol. 5, Iss. 2 (2023) 514-521

521


https://doi.org/10.3389/fpsyg.2022.940649
https://doi.org/10.3390/SU12187322
https://doi.org/10.26740/jim.v9n2.p601-616
https://doi.org/10.1016/j.jretconser.2021.102554
https://doi.org/10.1504/IJIMA.2019.097905
https://doi.org/10.1016/j.jbusres.2021.12.041
https://doi.org/10.30656/sm.v8i2.5307

