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1- Introduction

With the impact of globalization and the development of the 4™ industrial revolution, the cyberspace competition is
extremely high in business, branding, and products. Online shopping is one of the most favourite shopping flatforms [1]
and strongly contributes to business in the 4.0 era [2]. Most enterprises currently set up their online sales channels in
various forms and approaches to reach more target customers [3, 4]. From the customer perspective, people easily get
more opportunities to access different online information sources, have more options for brands and products, and
compare them from different suppliers. This stimulates customer attraction and motivates them to make purchasing
decisions faster. It plays an important role for customers to easily find substitute products, and there are many
unpredictable factors that can delay or change the customer's purchasing decision. Therefore, motivating customers to
make a buying decision instantly whenever they see a suitable product plays an important role in online shopping.
Research data shows that impulsive shopping accounts for up to 40% of the proportion of goods traded in the market
[5]. Therefore, increasing the in-depth understanding of impulsive buying behavior is paramount to developing e-
commerce businesses [6].

Recently, many studies have examined online impulsive buying behavior [7-9]. Most studies confirmed the strong
influence of hedonic shopping motivations on online consumers’ impulsive buying behavior [9-12]. Some studies
explored the relationship among interactivity, vividness, and an online consumer’s impulsive buying behavior [8, 13].
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Other studies investigated the impact of functionality, psychological attributes, and affective and cognitive dimensions
to urge consumer’s making impulsive buying behavior [7, 14]. However, there are no research that explores the product
visual appeal and sales promotion program as the antecedents influencing online impulsive buying behavior directly and
indirectly through the mediate variable of instant gratification factors. In addition, estimating the impact of product
visual appeal and sales promotion programs on impulse buying behavior directly and indirectly through the instant
gratification factor would help marketing managers divide their budget efficiently. Hence, the purpose of the study is to
examine the impacted relationship of product visual appeal, sales promotion programs, and instant gratification on online
consumers’ impulsive buying behavior. It also helps measure the impact of the antecedents mentioned above, including
product visual appeal, sales promotion programs, and instant gratification, on consumers’ impulsive buying behavior.

2- Literature Review and Hypothesis Development

Impulse buying is an unplanned purchase behavior that occurs when consumers are exposed to a sudden, strong
stimulus that tempts them to make an immediate purchase to satisfy the desire to possess that product instantly [15-17].
When a consumer’s feelings and emotions are triggered, they easily make an impulsive buying decision [18]. The
empirical studies indicated that online consumers’ impulsive buying behavior is stimulated by various elements [8, 9,
12, 14]. The stimulation can be classified into four factors named external stimuli (store characteristics, sales promotion,
employees or attendants, presence of peers and family, perceived crowding, sensory stimulation, shopping channel, self-
service technology, retail merchandising), internal stimuli (impulsiveness, enjoyment, dedonism, fashion, emotions,
normative evaluation, variety seeking, self-identity, product involvement), situational and product-related factors (time
available, money available, product characteristics, fashion products, new products), and demographics and socio-
cultural factors (gender, age, income, education, socioeconomic, cultures) [19]. Based on the mentioned consumer’s
impulsive buying behavior, this study proposes that online consumers’ impulsive buying behavior is purchasing
behavior that is (1) unplanned, (2) instantaneous, and (3) occurs when the buyer is triggered by stimulus to urge making
an immediate purchase (see Table 1).

Table 1. Recently online impulsive buying behaviour studies

Authors, Years Antecedent variables Results

. C > online impulsive buying behavior is a dependent
Product availability, visual appeal, website onsumers’ online impulsive buying behavior is a dependen

Liu et al. (2013) [20] ease of use, impulsiveness, normative yana:)lfe that is d'?Ctly a?d i mdnr_ectly tlmpatg]t(_ed i by
evaluation, instant gratification impulsiveness, normative evaluation, instant gratification,
product availability, visual appeal, and website quality.
The research results indicated that flow experience and trust are
Wau et al. (2016) [21] Flow, Technology use, and trust two key factors that impacted online impulsive buying behavior,
whereas perceived usefulness has not.
Browsing plays an important role in increasing impulsiveness
Utilitarian ~ Value,  Hedonic  Value, and the urge to make impulsive buying behavior. Moreover,

Zhang et al. (2018) [12] utilitarian, and hedonic value are proved as two key factors that
lead to consumers' borrowing and the urge to make impulsive

buying decisions.

Browsing, Urge to Buy Impulsively

All the components named adventure seeking, gratification

Wang et al. (2022) [11]

Wang et al. (2022) [7]

Chen et al. (2023) [8]

Madhu et al. (2023) [9]

Hedonic (adventure seeking, gratification
seeking, idea shopping, role-play shopping,
social shopping, value shopping), gender

neuroticism,  extroversion, self-control,
collectivism, negative emotions, and
affective and cognitive dimensions of the
impulsive buying tendency.

The interactivity, vividness of virtual
reality, and impulsiveness

Online impulsive tendencies,

hedonic motivation

buying

seeking, idea shopping, role-play shopping, docial shopping, and
vlue shopping have significantly influenced impulsive buying
behavior. The findings show a big difference in impulse buying
behavior between men and women.

The antecedent variables, named neuroticism, extroversion,
collectivism, negative emotions, and the impulsive buying
tendency, comprised of affective and cognitive dimensions, have
positively influenced consumers' impulsive buying behavior;
however, self-control has a negative effect on consumers’
impulsive buying behavior.

The interactivity and vividness have significantly impacted
consumers' perceptions, leading to impulsive buying decisions.
Furthermore, impulsive traits are also factors that affect
consumers’ impulsive buying behavior.

The study confirmed the important role of online impulsive
buying tendencies and hedonic motivation in making impulsive
purchase decisions. Moreover, impulsive purchase decisions,
hedonic motivation, and sale promotion have significantly
impacted consumers' satisfaction.
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2-1-Product Visual Appeal

Product visual appeal refers to how product availability is displayed on social platforms [22]. Product visual appeal
is expressed through a number of aspects, such as product description, product display images, and product catalog
diversity. According to Liu et al. [20] and Parboteeah et al. [23], product visual appeal is related to the way the product
appears, the fonts, graphic image elements, and related design layouts that create an attractive and eye-catching overall
display.

When shopping online, consumers do not have the opportunity to directly contact or directly test the product, so
product visual appeal is a positive sign for customers to speculate about product quality, feel, and decide to order.
Previous studies show that customer purchasing decisions can be influenced by product appearance and background
music [24], outdoor background music, product display [25], self-service, product display [16]. In the online
environment, the research results of Mesiranta [22] showed that product display is a crucial factor promoting online
impulsive buying behavior. In the same line, Liu et al. [20] and Parboteeah [23] illustrated that product visual appeal
creates a feeling of excitement and satisfaction when making impulse purchases. Hence:

H1: Product visual appeal has impacted on instant gratification;

H2: Product visual appeal has impacted consumers' impulsive buying behavior;

2-2-Sales Promotion Program

Sales promotion is defined as short-term incentives to promote the sale of goods and services [26, 27]. In addition,
sales promotion refers to the added value of products or services that are offered to consumers in the short term [28].
Sales promotion is considered an important marketing tool to attract and persuade consumers to make purchasing
decisions [29]. According to Lamb et al. [30], sales promotion could be classified into five forms, including (1) coupons,
(2) discounts, (3) free shipping, (4) contests, and (5) reduced prices or refunds. In the online market, if sales promotion
is properly planned, it will create value for customers, encourage impulsive buying behavior, and contribute to increased
revenue [31, 32]. Previous studies confirmed that sales promotion is an important stimulus factor that creates pleasure
and promotes impulsive buying behavior [33-35]. Therefore, the hypotheses are suggested as follows:

H3: The sales promotion program has impacted on instant gratification;

H4: The sales promotion program has impacted consumers' impulsive buying behavior;

2-3- Instant Gratification Factor

Instant gratification is the feeling that consumers satisfy immediately when they make impulsive buying decisions
[36]. In other words, consumers’ impulsive buying behavior will be promoted to purchase as soon as they have positive
feelings such as excitement, enthusiasm, or satisfaction about a specific product or service [20, 37]. Therefore:

H5: Instant gratification has impacted on consumers’” impulsive buying behavior.

3- Research Methodology
3-1-Procedure

The study scale of research concepts is inherited from previous studies. The process of adjusting the scale is
carried out in two stages. Stage 1: Based on the theoretical overview, scales for research concepts from previous
studies in the proposed model are selected and basically edited in Vietnamese to form a preliminary survey
questionnaire. Stage 2: The initial questionnaire was revised, supplemented in terms of language, and appropriate to
the research situation through in-depth interviews with 10 target customers and 5 experts to complete the final
questionnaire. The official survey questionnaire was distributed to participants, who often go shopping impulsively
on online platforms.

The collected survey data was cleaned and coded to prepare for analysis. Before analyzing the SEM, the data
were analyzed with Cronbach's alpha, EFA, and CFA coefficients to evaluate and eliminate scales that did not meet
the requirements for scale value. Specifically, the steps to analyze Cronbach's alpha, EFA, and CFA reliability
coefficients to evaluate the scale value (reliability, convergent validity, and discrimination) through the reliability
coefficient and mean variance indicators. average (AVE) and composite reliability (CR) according to the standards
of Hair et al. [38]. SEM analysis is used to test the research hypotheses and the fit of the research model with market
data. The data analysis process was performed with the support of SPSS 23 and AMOS 22 software. The research
process is described in Figure 1.
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Figure 1. Research process

3-2-Sample Size

According to Bollen [39], the appropriate sample size is 5:1 for SEM analysis. Accordingly, the research model of
this study includes 4 structures with 12 observed variables, requiring at least 12x5 = 60 observation samples. According
to Soper [40], it required at least 263 valid respondents to analyze the structural equation models at the significant level
of 0.05; the intercorrelation among the items is not bigger than 0.3 for 20 items. In this study, the number of valid
samples is 362. Thus, the number of samples meets the reliability requirements for quantitative analysis methods in the
study.

3-3-Measurements

The study scales of the questionnaire were inherited from previous studies and adjusted to suit the conditions and
circumstances of this study. The data focuses on four key research concepts: (1) product visual appeal (PVA), (2) sale
promotion programs (SPP), (3) instant gratification factor (IGF), and (4) impulsive buying behavior (IBB). Sales
promotion program measurements were developed by Singh & Verma [41]. Product visual appeal, instant gratification
factor, and impulsive buying behavior scales were modified from Liu et al. [20] and Wang et al. [11]. There are twelve
items measured by the 7-point Likert scale: (1) Extremely disagree, (2) Disagree, (3) Somewhat disagree, (4) Neutral,
(5) Somewhat agree, (6) Agree, and (7) Extremely agree.

4- Results and Discussion
4-1-Sample Characteristics

There are 390 collected survey questionnaires, but 362 valid respondents were used. The valid data reaches 92,82%.
Four demographic dimensions were described, both frequency and percentage, in Table 2 for each category.
Remarkably, Vietnamese women play a crucial role in going shopping. The well-known instinct of most women is that
they are strongly emotional and affected by external factors when making impulsive buying decisions. Thanks to the
domino effect of snowballs and random sampling, it is easy to get another female participant to answer the questionnaire.
Table 3 illustrates the mean and the standard deviation of the items of the four constructs in the proposed framework.
Data analysis and processing of Table 2 and Table 3 were conducted by SPSS software.

Page | 300



Emerging Science Journal | Vol. 8, No. 1

Table 2. Research Analysis sample characteristics

Characteristics Frequency Percent
Male 127 35.1%
Gender

Female 235 64.9 %

From 18 to 35 years 319 88.1%

Age From 36 to 55 years 38 10.5%

Above 55 years 5 1.40%

Low undergraduate 2 0.6 %

Educational level Bachelor 173 47.8%

Postgraduate 187 51.6%

Under 500 USD/ month 201 55.5%

Income From 500-1500 USD/month 139 38.4%

Above 1500 USD/ month 22 6.1 %

Table 3. Descriptive statistics of the items
Items Mean Std Deviation Items Mean Std Deviation

PVAl 5.2044 1.47074 IGF1 5.4309 1.24190
PVA2 5.1464 1.42906 IGF2 5.3453 1.20690
PVA3 5.1381 1.36750 IGF3 5.3315 1.25460
SPP1 5.4945 1.30468 IBB1 5.3785 1.32015
SPP2 5.4530 1.32492 IBB2 5.3923 1.27657
SPP3 5.6271 1.28991 IBB3 5.4558 1.26512

4-2- Measurement Refinement and Validation

To evaluate the measurements of the constructs, the Cronbach alpha, EFA, CFA, and SEM were applied to analyze
the survey data. The results showed that all the items used to estimate the research model meet the criteria of Hair et al.
[8]. The Cronbach's alpha coefficients (CA) of each construct are quite higher than the requirement (> 0.6), and the
item-total correlation is less than 0.3 based on Nunnally and Burnstein [9]. In particular, CA(sppy = 0.920; CApva) =
0.901; CAger) = 0.932; CA(ee) = 0.922. Moreover, the requirements for the composite reliability (CR) of the mentioned
constructs are highly accepted at CR(sppy =0.750; CRpva) =0.749; CR(cr =0.755; CR(eg) =0.749. Furthermore, the
average variance extracted (AVE) coefficients of the four research constructs are still accepted since they are higher
than the criteria requirement (. 0.5) at AVEspp) = 0.793; AVEpva) = 0.759; AVE (er) = 0.822; AVE(gs) = 0.799. The
results confirmed that all the observed variables have reliability and convergent validity based on the evaluation criteria
of Anderson & Gerbring [42], Joreskog [43], and Fornell & Lacker [44]. The specific analysis results are presented in
Table 4.

To evaluate the measurements of the constructs, the Cronbach alpha, EFA, CFA, and SEM were applied to analyze
the survey data. The results showed that all the items used to estimate the research model meet the criteria of Hair et al.
[8]. The Cronbach's alpha coefficients (CA) of each construct are quite higher than the requirement (> 0.6) as well as
item-total correlation, which is less than 0.3 based on Nunnally and Burnstein [9]. In particular, CA(spp) = 0.920; CApva)
= 0.901; CAqcr = 0.932; CAuse) = 0.922. Moreover, the requirements for the composite reliability (CR) of the
mentioned constructs are highly accepted at CRspry =0.750; CRpva) =0.749; CR(cr =0.755; CR(gs) =0.749.
Furthermore, the average variance extracted (AVE) coefficients of the four research constructs are still accepted since
they are higher than the criteria requirement (. 0.5) at AVEsppy = 0.793; AVEpva) = 0.759; AVE (cr) = 0.822; AVE(igg)
= 0.799. The results confirmed that all the observed variables are reliability and convergent validity based on the
evaluation criteria of Anderson and Gerbring [42], Joreskog [43], and Fornell & Lacker [44]. The specific analysis
results are presented in Table 4.
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Table 4. The assessment results of the construct validity

Constructs and items Loading
Product visual appeal: CR = 0.749; AVE=0.759; Cronbach’s alpha =0.901
It's easy for me to come across products that fit my style on social platforms. 0.855
Product design displayed on online sales platforms is very eye-catching. 0.835
Products displayed on online sales platforms especially attract me. 0.777
Sales promotion program: CR = 0.799; AVE=0.694; Cronbach’s alpha =0.917
I'm attracted by the big discounts on products on social platforms. 0.785
Special discounts offered on social platforms motivate me to make instant purchasing decision. 0.778
Flash sales on social platforms motivate me to buy immediately. 0.773
Instant gratification : CR = 0.755; AVE=0.822 ; Cronbach’s alpha =0.932
Impulsive shopping gives me instant pleasure. 0.808
Impulsive shopping gives me a sense of satisfaction. 0.771
Impulsive shopping gives me a feeling of excitement. 0.718
Impulsive buying behaviour: CR = 0.749; AVE=0.799; Cronbach’s alpha =0.922
| often make impulsive shopping decisions when surfing social platforms. 0.841
| often buy things basing on my feeling at that moment. 0.788
| often buy specific items that I had no intention of purchasing before scrolling through social media. 0.782

Note: CR = composite reliability; AVE = average variance extracted

Additionally, the correlation coefficients between pairs of constructs are smaller than the square roots of the average
variances extracted (AVE) for the two constructs in the pair. The correlation among the constructs was significantly
below unity (p < 0.001). Therefore, the convergent and within-construct discriminant validity are approved based on
Fornell & Larcker [44] and Steenkamp & van Trijp [45]. The specific results are presented in Table 5.

Table 5. The discriminant validity between the constructs results

Path r 1-r Se('r) CR P
SPP o PIA 0.686 0.314 0.038347968 8.188178268 0.000
IGF o PIA 0.696 0.304 0.037844125 8.032951007 0.000
IGF o IBP 0.769 0.231 0.033691369 6.856355442 0.000
SPP o IBP 0.755 0.245 0.034559731 7.08917557 0.000
IBP o PIA 0.668 0.332 0.039220743 8.46490852 0.000
IGF o SPP 0.838 0.162 0.028759346 5.632951399 0.000

4-3-Hypothesis Testing

SEM was applied to estimate the suggested model. The theoretical model is fit with the market when Chi-square
(CMIN) has a P-value < 0.05 and CMIN/ df < 3 [46]; Goodness of Fit Index (GFI), Tucker and Lewis Index (TLI),
Comparative Fit Index (CFI) are bigger than 0.9 [47]; and RMSEA < 0.05 [48] or RMSEA <0.8 [49]. The findings
indicate that the model is well-fitted at Chi-square X2 (48) = 96.801 (p = 0.000), Chi-square/df = 2.017, GFI = 0.958;
TLI =0.984; CFl = 0.988; RMSEA = 0.053. The structural coefficients are shown in Tables 6 to 9 and Figure 2.

Table 6. CMIN results

Model NPAR CMIN DF P CMIN/DF
Default model 30 96.801 48 0.000 2.017
Saturated model 78 0.000 0
Independence model 12 4199.104 66 0.000 63.623
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Table 7. RMR, GFI results

Model RMR GFI
0.042
0.000

0.994

AGFI
0.932

PGFI
0.590

Default model 0.958
1.000

0.186

Saturated model

Independence model 0.038 0.157

Table 8. Baseline Comparisons results

NFI RFI1 IF1

Model Deltal rhol Delta2

TLI
rho2

CFI

Default model 0.977 0.968 0.988
1.000 1.000

0.000 0.000

Saturated model

Independence model 0.000

0.984

0.000

0.988
1.000
0.000

Table 9. RMSEA Results

Model RMSEA  LO90

HI 90

PCLOSE

0.053
0.416

0.038
0.406

Default model

Independence model

0.068
0.427

0.351
0.000

SEM was continuously used to test the hypothesis. The results indicated that P\VA and SPP have directly impacted
IGF. It implies that hypotheses 1 and 2 are confirmed (H1: Bspr®1cr = 0.629; p < 0.001; H: Bevaeicr = 0.192, p < 0.001).
The hypotheses 3, 4, and 5 are also supported at Hs: Bspp @ 188 = 0.287; p < 0.001; Ha: frvae s = 0.168, p < 0.001; Hs:
Bicr @ 18 = 0.386; p < 0.001. Based on the research results, SPP is the strongest factor influencing IGF and IBB.
Additionally, the findings also show the estimated indirect effect levels of the exogenous variables on IBB through IGF.
Specifically, SPP indirectly influences IBB via IGF at 0.257, and PVA indirectly influences IBB via IGF at 0.087. All

the analyzed results are presented in Tables 10 and 11, and Figure 2.

Table 10. Regression Weights

Paths Estimate Standard error Critical ratio P-value Results
PVA — IGF 0.192 0.042 4.535 falalel Accepted
PVA — IBB 0.168 0.049 3.446 faiaiel Accepted
SPP — IGF 0.629 0.051 12.336 ook Accepted
SPP — 1BB 0.287 0.077 3.721 il Accepted
IGF — IBB 0.386 0.084 4578 Fkk Accepted

@ 80 85 @ 63

| Pvat | [ Pvaz | [ Pvas |

90 9 79

689

Chi-square=96.801; df=48; P=.000;
Chi-square/df=2.017;
GF1=.958;TLI=.984;CFI=.988;

51 81 75 RMSEA=.053

| SPP1V|| spP2 | [ spp3 |

Figure 2. The SEM results
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Furthermore, the research results also provide the specific impacted levels of the sales promotion program, product
visual appeal, and instant gratification variables on consumers’ impulsive buying behavior in Table 10.

Table 11. The direct and indirect effect results

Paths SPP PVA IGF IBB

Direct effect 0.681 0.230 0.000 0.000

IGF Indirect effect 0.000 0.000 0.000 0.000
Total 0.681 0.230 0.000 0.000

Direct effect 0.304 0.197 0.378 0.000

1BB Indirect effect 0.257 0.087 0.000 0.000
Total 0.561 0.283 0.378 0.000

The findings described the unique demographic dimensions of consumers’ impulsive buying through social platforms
in the emerging market. The results show that women and the age of under 35 olds has outstanding contribution to
impulsive buying behavior; this result is similar to studies by Verhagen & Van Dolen (2011) [37], Wang et al. (2022)
[11], and Liu et al. (2013) [20]. More importantly, the research-suggested model fits with the market data. These results
imply that product visual appeal and sales promotion programs have significantly impacted both directly and indirectly
on consumers' impulsive buying behavior through the instant gratification factor as the same line with the previous
studies of Liu et al. [20], Jamal & Lodhi [31], and Youn & Faber [36]. Moreover, the analyzing results also illustrate
the specific influence level of the product visual appeal, sales promotion program, and instant gratification factor on
impulsive buying behavior in the cyberspace in the emerging market. In particular, sales promotion programs have the
highest impact level, followed by product visual appeal and finally the instant gratification factor on consumers’
impulsive buying behavior through social platforms.

5- Conclusion

The findings of this research underscore the crucial role played by product visual appeal, sales promotion programs,
and the promise of instant gratification in driving impulsive buying behavior among online consumers. These results
significantly enhance marketing theory by assessing the measurable impact of product visual appeal, sales promotion
programs, instant gratification, and impulsive buying behavior. Moreover, the proposed research model has been
validated in the context of the emerging online market.

The research findings have significant practical implications for business administrators, offering insights into
strategies to attract and motivate customers to make quick purchasing decisions. By focusing on product visual appeal,
sales promotion programs, and instant gratification, businesses can increase revenue and profits. Managers must tailor
their approaches based on various conditions and circumstances to attract and retain customers effectively. These
findings provide valuable guidance for navigating the competitive landscape of the technology-driven 4.0 era. They
underscore the importance of strategic online customer engagement, particularly in emerging markets like Vietnam.
With this analyzed data, online business administrators in Vietnam can develop effective marketing strategies. It is
suggested that managers allocate more marketing budget and resources to sales promotion programs than to product
visual appeal and instant gratification factors, as this can encourage consumers to make purchasing decisions more

promptly.

This research has several limitations that need to be addressed in future studies. Firstly, the study of online consumers'
impulsive buying behavior should be conducted in diverse contexts, including different countries, generations, and
cultures, to ensure broader applicability of the findings. Secondly, other factors may impact online consumers' impulsive
buying behavior, such as external stimuli (store characteristics, presence of peers, sensory stimulation), internal stimuli
(enjoyment, emotions, self-identity), situational and product-related factors (time and money availability, product
characteristics), and demographic and socio-cultural factors (gender, age, income, education, cultural background).
Lastly, the sampling collection method used in this research was non-probability, limiting the generalizability of the
findings. Future research should consider using probability sampling methods to enhance the generalizability and
reliability of the results.
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Appendix I: Questionnaire for Quantitative Research
Hello everyone,

I am Ph.D. Nguyen Thi Hong Nguyet at the Ho Chi Minh University of Natural Resources and Environment. We are
conducting a study related to consumer’s impulsive buying behaviour on social platforms. The target respondent has
purchased somethings impulsively on social platforms. We hope you can help us accomplish this questionnaire. We
declare that your information will be secure.

Thank you very much, and | wish you the best of health.
Filtering part:
1. Please tell us, have you ever made impulsive purchases on social platforms?
o If so, continue.
o If not or no, then stop.
2. Please tell us, if you have participated in interviews/surveys on this topic (consumer’s impulsive buying behaviour
on social platforms) in the last six months?
o If so, continue.

o If not or no, then stop.

3. Please tell us, if you work in fields related to market research, customer surveys, or advertising?
o If so, continue.

o If not or no, then stop.

PART I: Content of Questionnaire

Now, please take a moment to think about your most recent impulsive shopping decision. Recall the cognitions, feeling,
and factors that influenced on your decision to make impulse purchases on social platforms. Once you have completed
this, please indicate how much you agree with the statements below by ticking an X in the box corresponding to the
levels:

5 igg%rlr_\eeely Disagree Sd(??az\;\g;at Neutral Soz%%\éhat Agree Ex;rgirgleely
1 2--- ---3 4 5----- 6----- 7
No. | Items |1]2]3[a]s5]6]7
Product visual appeal
1 It's easy for me to come across products that fit my style on social platforms.
2 Product design displayed on online sales platforms is very eye-catching.
3 Products displayed on online sales platforms especially attract me.
Sales promotion programs
1 I'm attracted by the big discounts on products on social platforms.
2 Special discounts offered on social platforms motivate me to make instant purchasing decision.
3 Flash sales on social platforms motivate me to buy immediately.
Instant gratification factor
1 Impulsive shopping gives me instant pleasure.
2 Impulsive shopping gives me a sense of satisfaction.
3 Impulsive shopping gives me a feeling of excitement.
Impulsive buying behaviour
1 | often make impulsive shopping decisions when surfing social platforms.
2 | often buy things basing on my feeling at that moment.
3 | often buy specific items that I had no intention of purchasing before scrolling through social media.
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PART I1: Personal Information

- Gender:
Male D Female D
- Age:

18-35[] 36-55[]  Abovess []

- Education level:
Below undergraduate D Bachelor D Postgraduate D

- Income per month:

<500 UsD [_] 500-1500 USD[_]  above 1500 usD [_]

Thank You Indeed
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