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Abstract 

The practicality of shopping through social commerce makes consumers vulnerable to being tempted to shop 

impulsely without considering the consequences carefully. Thus, it tends to cause post-purchase dissonance. Since 

there is only a few studies scrutinizing factors affecting impulse buying and the simultaneous effects, this study 

aimed to discover and understand the primary factors of online impulse purchase among social commerce buyers, 

particularly in TikTok Shop in Indonesia and the impulse buying effects on post-purchase dissonance. The primary 

factors of impulse buying examined in this study include sales promotion, shopping lifestyle, social factor, and 

positive emotion. This quantitative study was conducted by distributing questionnaires on 251 samples selected 

using the purposive sampling technique. A SEM analysis was employed using the SmartPLS software. The study 

results demonstrate that sales promotion, shopping lifestyle, social factor, and positive emotion positively and 

significantly affected impulse buying. The most dominant factor was positive emotion. Furthermore, the study 

also proved that impulse buying positively and significantly affected post-purchase dissonance experienced by 

TikTok Shop consumers. 

Keywords: Online Impulse Buying, Post Purchase Dissonance, Sales Promotion, Shopping Lifestyle, Social 

Factor. 

 

INTRODUCTION 

Today, social media is not only used to extend connections and share experiences but also acts 

as product trading media. This phenomenon is called social commerce. Social commerce is a 

process of buying and selling goods and services conducted directly on social media platforms. 

This social commerce phenomenon is considered the new competitor of popular e-commerce 

platforms, such as Shopee, Bukalapak, Lazada, and Tokopedia. A report by McKinsey stated 

that 40% of Indonesian e-commerce market was dominated by social commerce (Sirclo, 2020). 

Based on data of Statista in 2023, the gross merchandise value (GMV) of Indonesian social 

commerce is estimated to reach approximately 8.2 billion US dollar. This value is estimated to 

triple, achieving 22.1 billion US dollar in 2028. It shows a massive opportunity for 

entrepreneurs in utilizing social commerce platforms. TikTok Shop becomes the most popular 

social commerce among online customers. It is shown by the Indonesian TikTok users reaching 

109.9 million and ranked second globally after the United States (US) with 113.25 million in 

February 2023. Moreover, based on the latest survey uploaded on the Statista website, TikTok 

managed to be the most-used social commerce platform by Indonesian consumers in the last 

12 months. The role of easy-to-reach online shopping places allowing consumers to shop 

anytime and anywhere increases impulse buying habits, i.e., the phenomenon of consumers 

making purchasing decisions for products that were not actually planned. TikTok is the number 

one application encouraging consumers to purchase. Consumer expenditure increased to 77% 
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in TikTok throughout 2021. A total of 67% of TikTok users stated that TikTok encourages them 

to spend money despite having no plan to shop (Octavilia, 2023).  

There are several factors influencing impulse buying. One of which is sales promotion. TikTok 

Shop is known for having various sales promotions for consumers, starting from free shipping, 

cashbacks, discounts, free samples, and others. Furthermore, TikTok Shop also celebrates 

various marketing events, e.g., Mega Sales, FUNtastic payday, twin date sale, Ramadhan Sale, 

and Ied Sale (Populix, 2023). According to (Chan et al., 2017), sales promotion is the most 

effective marketing stimulus from marketers to attract consumers in purchasing products. A 

previous study also mentioned that consumers are more impulsive when the business provides 

offers or special discounts (Menon et al., 2016). It is proven in the Mega Sales 11.11 campaign 

in 2022, where TikTok Shop experienced increased GMV to 193% compared to the previous 

period. The 12.12 GMV in 2022 also experienced growth by 203% (Rahma, 2023). It provides 

a huge opportunity for marketers to develop strategies that trigger and affect impulse buying 

(theTradeDesk, 2022).  

Along the time, online shopping trend shows changed in shopping behavior of the public. 

Shopping even becomes the most popular lifestyle for several consumers. Shopping lifestyle 

encourages a person to allocate time and money to acquire various products during the 

shopping process (Sari & Hermawati, 2020). The app’s popularity makes shopping through 

TikTok as a new lifestyle for consumers (Kompas.com, 2023). It is marked by the number of 

TikTok application users that continues to grow, impacting TikTok’s revenue. In 2021, TikTok 

acquired revenue of $1.09 billion, while its revenue in 2022 increased to $.,64 billion 

(Databoks, 2022). Consumer shopping style while on TikTok Shop is that 58% of users tend to 

search brands and new products on the platform. Then, 71% of users tend to buy products after 

watching ads in TikTok (Liputan6.com, 2021). Ahmad et al. (2022) asserted that product 

purchases following latest trends and accidentally found products cause impulse buying. 

Although a trend can push public interest on a particular brand, not all popular things will do. 

Another crucial factor that affects impulse buying is social factors. There are several parties 

playing essential roles in making purchasing decisions, e.g., parents, family members, peers, 

colleagues, and such (Rahim et al., 2016). Approximately 90% of people will buy products 

based on a recommendation from friends (Cnnindonesia.com, 2022).  More than 68% of 

respondents considered friend recommendation when selecting brands than following celebrity 

or influencer recommendations (Cnnindonesia.com, 2022).  

The next factor influencing impulse purchase is positive emotion. Shaifali et al. (2021) 

explained that positive emotion can trigger impulse buying. In generating positive emotions, 

TikTok Shop arranges the shopentertainment concept. Following this concept, TikTok Shop 

offers features encouraging users to enjoy entertaining content, then asking them to shop 

through live stream and short video features. After finishing the purchasing process, consumers 

will evaluate their purchased products. Due to the practicality of online shopping, consumers 

are prone to impulse buying without considering the consequences. Therefore, it tends to cause 

post-purchase dissonance (Chetioui & El Bouzidi, 2023). Upon experiencing dissonance, 

consumers will feel bad and regret their impulse buying behavior after buying non-essential 
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products (Chen et al., 2020). This purchase regret occurs when customers appreciate a specific 

product and finish the purchase, but then are unsure about the product or service quality. Based 

on a study by Novia (2020), the online shopping regret rate in Indonesia was relatively high. 

One of the characteristics causing post-purchase dissonance is impulsivity (Chen et al., 2020). 

Although several studies focused on the benefits of impulse buying, only a few are focused on 

consumer reactions post-impulse buying (Chen et al., 2020).  

Based on this background, the limited studies of impulse buying behavior in social commerce, 

and the minuscule number of studies examining the relationship between impulse buying and 

post-purchase dissonance, it is critical to study the matter to allow marketers or businesses to 

arrange appropriate strategies in encouraging impulse buying behaviour and minimize post-

purchase dissonance and regret.  

 

LITERATURE REVIEW 

Impulse Buying  

In 1987, Rock mentioned that impulse buying occurs when consumers have a sudden 

continuous urge to buy something immediately (Lazim et al., 2020). Unplanned shopping 

behavior is to buy instantly without any considerations on the possible benefits or effects. 

Impulse buying can happen anytime anywhere, without second thoughts, and is plausible to be 

experienced by all consumers (Kumar et al., 2020). Consumers tend to be interested to a brand 

or product when they see it (Martaleni et al., 2022). However, it is unfortunate that such 

products are non-essentials and unthinkable before (Made & Purnama, 2019). Generally, there 

are four impulse buying types according to Stern (1962), i.e., pure impulse buying, suggestion 

impulse buying, reminder impulse buying, and planned impulse buying. 

Sales Promotion  

Sales promotion is an effective strategy to significantly increase sales volume immediately. 

Sales promotion is defined as a captivating incentive offer for consumers that motivate them 

to purchase at the time (Kotler & Keller, 2021). Sales promotion is a form of marketing 

communication in a limited time to add values to a product or brand (Kegan, 2020). A study 

by Blattberg & Neslin (1993) mentioned four principal objectives of promotion, i.e., improve 

the shop’s image, create traffic, create price image, and empty product stock or inventory. 

According to Hajjat (2021), the most commonly used sales promotion types are samples, 

coupons, rebates, price off deals, contests, and lottery. Meanwhile, Evans (2019) argued that 

sales promotion oriented towards consumers that can be used to stimulate sales by consumers 

are rebates, price packs, promoted products, promotion reach, ads quantity in promotion media, 

and message delivery quality in the ad in promotion media.  

Based on a study by Tran (2019), sales promotions positively influenced consumer impulse 

buying behavior because people are interested when seeing a cheaper price compared to the 

normal price. It is supported by Bandyopadhyay et al. (2021), which stated that various sales 

promotion types offered by companies can encourage impulse purchases.  
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Therefore, the researcher formulated the following hypothesis:  

H1: Sales Promotion has a positive and significant effect on Impulse Buying at TikTok 

Shop. 

Shopping Lifestyle 

Hajjat (2021) explained that lifestyle is how the consumer behaves daily in fulfilling their needs 

by consuming a product based on their interests, activities, opinions, and beliefs. How we shop 

reflects our status, class, and habits. In an economic perspective, shopping lifestyle shows the 

way a person allocates their revenue for various products and services and specific alternatives 

in differentiating similar categories.One will purchase a preferred brand although they do not 

have enough money (Betty et al., 2006). It is clear that shopping has become a lifestyle for 

people worldwide and crucial for everyone. Shopping lifestyle is demonstrated in several 

indicators to discover the relationship between shopping lifestyle and impulse buying. 

Japarianto & Sugiharto (2011) asserted that such indicators are ad offers, latest models, popular 

brands, best quality, different branded products, and same branded products. Meanwhile, 

following Aqmala & Putra (2022), shopping lifestyle indicators are ads offers, latest models, 

popular brands, best quality, and shopping style variations. 

Shopping style is an essential factor that will arouse consumer interest in a marketplace. The 

shopping style as the main reference for consumers in purchasing a product in a particular 

marketplace will influence consumers' positive emotions, allowing online impulse buying to 

occur (Aprilia et al., 2022). The hypothesis testing result shows that the shopping lifestyle 

variable influence impulse buying behavior. It is discovered that the higher the consumer's 

shopping style, the higher the impulse buying, and vice versa. Respondents stated that shopping 

style is in the high category since online stores are always the main choice for shopping and 

made purchases (Aqmala & Putra, 2022). Therefore, the researcher formulated the following 

hypothesis:  

H2:  Shopping Lifestyle has a positive and significant effect on Impulse Buying at TikTok 

Shop. 

Social Factor 

A study by Pujiastuti et al. (2022) mentioned that the social environment is a place where 

people interact with each other and do things together with each other and with their 

environment. It aligns with Aqmala & Putra (2022), stating that social factors are also defined 

as anything used as a reference in people interactions concerning the society or community. 

Social factors can be seen from relationships with friends, family, and parents in influencing 

purchasing decisions. Tran (2019) stated that the presence of other people highly changes a 

consumer's purchasing behavior positively, especially when they are a couple or for those who 

have close relationships with family, friends, or co-workers. Consumers often turn to others, 

especially friends and family members, for opinions about products and services.  
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Several precedent studies have examined the effect of social factors on impulse buying. A study 

by Aqmala & Putra (2022) demonstrated that social factors comprising the presence of family, 

peers, co-workers, and reference groups positively influenced online impulse buying behavior. 

Furthermore, another conclusion from the previous study mentioned that a colleague’s 

shopping desire and their supporting or refuting view can significantly influence an individual 

customer's purchase amount (Tran, 2019).  Therefore, the researcher formulated the following 

hypothesis:  

H3: Social Factor has a positive and significant effect on Impulse Buying at TikTok Shop 

Positive Emotion 

Emotion is a complex concept to explain, which is why the definition of emotion should be 

observed cautiously. Emotion comes in various shapes. In general, emotions are divided into 

two groups: negative and positive. Positive emotion usually leads to joyful feeling that support 

individuals to approach stimuli such as happiness, satisfaction, and appreciation (Martaleni et 

al., 2022). According to Aqmala & Putra (2022), one’s positive emotions include interest, sense 

of comfort, pride, joy, pleasure, satisfaction, affection, admiration, relief, and sense of emotion. 

Sudarsono (2017) believed that positive emotion can be translated into one’s feeling that affect 

decision-making, which tend to reduce complexity and time in making purchasing decisions. 

The possibility of positive emotions depends on stimuli offered by a business; hence, 

influencing consumers’ emotions or feelings (Soodan & Pandey, 2016).  

With the internet development and the shift in consumer behavior from traditional to online 

purchasing, marketers need to understand the role of emotions in triggering unplanned 

purchases in the digital environment (Zheng et al., 2020). A previous study examining emotions 

in marketing found that emotions play a vital role in triggering impulse purchases (He et al., 

2018). According to Fu et al. (2018), consumer emotions affect one’s tendency to have 

unplanned purchases. Consumers having positive emotions will more likely be involved in 

approaching than rejecting behavior. Positive emotions can appear from fulfilled needs or 

wants from such a person. Positive emotions can trigger unplanned purchases due to joyful 

feelings influenced by various environments encouraging such purchases. Therefore, the 

researcher formulated the following hypothesis:  

H4: Positive Emotion has a positive and significant effect on Impulse Buying at TikTok 

Shop. 

Post Purchase Dissonance 

Kotler & Keller (2021) stated that post-purchase is the fifth stage of a purchasing process. In 

this stage, consumers evaluate whether the selected alternatives can fulfil the needs and 

expectations. In 1957, cognitive dissonance was coined by Festinger as discomfort occurring 

when there is a non-conformity between one’s belief and confusing outcomes (Chetioui & El 

Bouzidi, 2023). Referring to the Cognitive Dissonance Theory, dissonance or discomfort 

appears when consumers have a controversial thought on their belief or attitude on a particular 

object (Lazim et al., 2020). Consumers tend to believe that they make a great choice. However, 
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upon buying products or goods without a plan (unplanned purchase), it might confront their 

previous belief regarding the decision-making ability. Thus, creating post-purchase dissonance 

(Sameeni et al., 2022). Regarding the impulsive buying behavior, a consumer committing 

impulse buying tends to have post-purchase dissonance. It is caused by the absence of logical 

explanation for their purchase, causing discomfort that leads to post-purchase dissonance 

(Barta et al., 2022).Impulse buying creates more dissonance than planned buying (Hasan Usma, 

2014). Instead of having a positive influence, impulse buying rather has a negative impact on 

consumer satisfaction (Suyanto & Femi, 2023). Study results by Chetioui & El Bouzidi (2023) 

stated that impulse buying has a positive relationship on post-purchase dissonance. A similar 

opinion is conveyed by Chen et al. (2020), stating that impulse buying directly and positively 

affected product dissonance and  emotion dissonance of consumers. Following Shan et al. 

(2020), since impulse buying is unplanned with a little to no cognition, consumers often feel 

regret. It is caused by the lack of information search effort in making decisions due to emotional 

elements dominating rational elements (Lazim et al., 2020). Therefore, the researcher 

formulated the following hypothesis:  

H5: Impulse Buying has a positive and significant effect on Post Purchase Dissonance at 

TikTok Shop. 

Referring to the results of previous researches and the hypotheses that have been developed, 

then research model is created as depicted in the following: 

 

Figure 1: Research Framework 
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METHODOLOGY 

Data Collection, Measurement, and Sample 

The study population was users of TikTok in Indonesia. The sampling technique used in this 

study was non-probability sampling with a purposive sampling method. Purposive sampling is 

a sample determination technique by selecting subjects based on certain criteria instead of 

strata, random, or area (Hikmawati, 2017:68). The sample criteria:  

1. TikTok application user; 

2. Domiciled in Indonesia; 

3. Ever purchased a product through the TikTok Shop (at least once).  

Since the study population size is unknown and uncertain, the researchers used a special PLS-

SEM sample formula proposed by Hair Jr. et al. (2021:17) as follows: 

𝑆𝑖𝑔𝑛𝑖𝑓𝑖𝑐𝑎𝑛𝑐𝑒 = 1%:  𝑛𝑚𝑖𝑛 > (
3.168

𝑃𝑚𝑖𝑛
)

2

 (1) 

Thus, based on the calculation result, the minimum sample size in this study was 251 

respondents. Data collection technique was using a questionnaire in Google Form. The first 

part lists the respondents’ gender, age, and frequency of shopping. The second part consists of 

measuring each variable such as sales promotion, shopping lifestyle, social factor, positive 

emotions, impulse buying, and post purchase dissonance.  

Measurements and Survey Instruments 

The items were borrowed from the previously conducted studies that were considered relevant 

for construct measurement and were designed in Indonesian. Sales promotion and were 

measured with six items adapted from Aqmala & Putra (2022). Shopping Lifestyle was 

assessed with six items borrowed from Cobb & Hoyer (1986). Social Factor was measured 

through three items adapted from Aqmala & Putra (2022). For positive emotion and impulse 

buying positive emotion and impulse buying with each of the four question items were also 

taken by Aqmala & Putra (2022). Meanwhile, post-purchase dissonance was measured using 

four items adapted from Chetioui & El Bouzidi (2023). 

The respondents’ demographic characteristics consist of 67% of the respondents or 168 people 

were female, while 33% or 83 people were male. Based on age, 135 people or 54% were 19-

24 years old. Then 32% were 13-18 years old, 12% were 25-30 years old and 5 or 2% were 

over 30 years old. Based on the frequency of shopping in one month, 75 people, or 30% of the 

respondents, shop twice in a month. Then, 70 other people shop three times a month. 53 people, 

or 21%, shop online once a month, while 51 people, or the other 21%, and shop as many as 

four times or even more in a monthly period. 
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Table 1: Respondent’s Demographic Attributes 

Variable Category Frequency Percentage 

Gender 
Male 

Female 

168 

83 

67% 

33% 

Age 

13-18 years old 

19-24 years old 

25-30 years old 

>30 years old 

81 

135 

30 

5 

54% 

32% 

12% 

2% 

Frequency of 

Shopping 

Once a month 

Twice a month 

Three times a month 

Four times or more a month 

53 

75 

70 

53 

21% 

30% 

28% 

21% 

 

Source: Result of Data Processing (2023).  

 

DATA ANALYSIS AND RESULTS 

Regarding the causal study approach used, this study aimed to analyze the relationship and the 

influence of each variable. In achieving the study objectives, the researchers used structural 

equation model (SEM) analysis. Structural equation modeling (SEM) is a multivariate 

statistical analysis method to predict and to explain one or more dependent variables and test 

the relationship between variables in a model, both between indicators and their constructs or 

the relationship between constructs (Hamid and Anwar, 2017). In general, SEM is divided into 

two, i.e., covariance-based SEM (CB-SEM) and partial least path modeling (PLS-SEM). In 

this study, the SEM type used was PLS-SEM. PLS is used to explain whether there is a 

relationship between latent variables and test the truth of a theory (Ghozali, 2021:5).  

In PLS-SEM, there are two stages of evaluating the measurement model used, i.e., the 

measurement model (outer model) and the structural model (inner model). The measurement 

model evaluation stage aims to measure the validity and reliability values of a model. Construct 

validity testing in PLS-SEM consists of convergent and discriminant validity. Loading factor 

and AVE indicators of more than 0.50 are used as criteria for accepting convergent validity, 

meanwhile, the Cross Loading, Fornell Lackrer, and HTMT values are the acceptance criteria 

for the discriminant validity test. In reliability testing, measuring the reliability of a construct 

with reflective indicators can be performed using two methods: Cronbach's Alpha and 

Composite Reliability. The Cronbach's Alpha and Composite reliability values of the variables 

must be ≥ 0.70 (Ghozali, 2021:70).    

A structural model aims to show the estimation strength between latent variables (Ghozali, 

2021:7). There are several item components as the criteria for assessing the structural model 

(inner model), i.e., R-Square, Q-Square, F-Square Path Coefficient, and Model Fit values 

(Ghozali & Latan, 2017:78). To prove the relationship between variables, it is necessary to test 

the hypothesis (Indrawati, 2015). Hypothesis refers to a temporary answer to the research 

problem formulation. It is called a temporary answer since the answer is only based on existing 

theory instead of empirical facts obtained through the data collection process (Hikmawati, 
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2017:57). A hypothesis test can be accepted or rejected by considering the significance value 

shown between variables, i.e., t-value and p-value. Since the study used a one-tailed hypothesis 

testing, the hypothesis test used a 5% significance level or p = 0.05 (Hikmawati, 2017:52). The 

path coefficient value from t-statistics on a 0.05 significance level must be over 1.65. 

Measuring Outer Model 

Table 2: Convergent Validity 

Construct Indicator Loading Factor AVE Conclusion 

Sales Promotion 

SP1 

SP2 

SP3 

SP4 

SP5 

SP6 

0.788 

0.806 

0.802 

0.823 

0.809 

0.806 

0.649 Valid 

Shopping Lifestyle 

SL1 

SL2 

SL3 

SL4 

SL5 

SL6 

0.801 

0.791 

0.793 

0.812 

0.804 

0.778 

0.635 Valid 

Social Factor 

SF1 

SF2 

SF3 

SF4 

SF5 

0.822 

0.832 

0.838 

0.789 

0.795 

0.665 Valid 

Positive Emotion 

PE1 

PE2 

PE3 

PE4 

0.836 

0.841 

0.829 

0.828 

0.694 Valid 

Impulse Buying 

IMB1 

IMB2 

IMB3 

IMB4 

0.806 

0.855 

0.848 

0.831 

0.698 Valid 

Post purchase Dissonance 

PPR1 

PPR2 

PPR3 

PPR4 

0.815 

0.800 

0.815 

0.771 

0.641 Valid 

Source: Result of Data Processing (2023).  

All items in this study questionnaire could be extracted perfectly with a loading factor value of 

> 0.5. Also, an indicator is stated valid and meet the criteria if the AVE value is > 0.5 (Ghozali, 

2021:68). Based on Table 2, each variable has loading factor and AVE values of > 0.5 thus, all 

study variables are valid and meeting the convergent validity test requirements. This shows 

that the items used in this study could explain the construct and its latent variables well. 
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Table 3: Cross Loading Factor 

Indicator 

Online 

Impulse 

Buying 

Positive 

Emotion 

Post-

Purchased 

Dissonance 

Social 

Factor 

Shopping 

Lifestyle 

Sales 

Promotion 

IMB1 

IMB2 

IMB3 

IMB4 

0.806 

0.855 

0.848 

0.831 

0.652 

0.635 

0.590 

0.601 

0.668 

0.598 

0.628 

0.596 

0.571 

0.602 

0.587 

0.608 

0.636 

0.645 

0.621 

0.606 

0.575 

0.589 

0.547 

0.529 

PE1 

PE2 

PE3 

PE4 

0.588 

0.617 

0.644 

0.625 

0.836 

0.841 

0.829 

0.828 

0.583 

0.612 

0.595 

0.606 

0.565 

0.611 

0.602 

0.608 

0.619 

0.647 

0.612 

0.640 

0.609 

0.554 

0.605 

0.558 

PPR1 

PPR2 

PPR3 

PPR4 

0.648 

0.585 

0.642 

0.495 

0.596 

0.514 

0.616 

0.575 

0.815 

0.800 

0.815 

0.771 

0.580 

0.534 

0.574 

0.446 

0.599 

0.553 

0.622 

0.540 

0.590 

0.554 

0.609 

0.583 

SF1 

SF2 

SF3 

SF4 

SF5 

0.548 

0.590 

0.598 

0.546 

0.607 

0.623 

0.609 

0.561 

0.573 

0.552 

0.549 

0.555 

0.536 

0.520 

0.577 

0.822 

0.832 

0.838 

0.789 

0.795 

0.610 

0.656 

0.643 

0.568 

0.626 

0.558 

0.546 

0.479 

0.524 

0.492 

SL1 

SL2 

SL3 

SL4 

SL5 

SL6 

0.543 

0.600 

0.650 

0.613 

0.579 

0.605 

0.608 

0.591 

0.554 

0.605 

0.642 

0.611 

0.548 

0.531 

0.580 

0.594 

0.626 

0.582 

0.635 

0.596 

0.616 

0.558 

0.632 

0.605 

0.801 

0.791 

0.793 

0.812 

0.804 

0.778 

0.536 

0.574 

0.577 

0.578 

0.638 

0.569 

SP1 

SP2 

SP3 

SP4 

SP5 

SP6 

0.543 

0.548 

0.507 

0.553 

0.514 

0.578 

0.542 

0.558 

0.583 

0.602 

0.543 

0.541 

0.573 

0.591 

0.587 

0.583 

0.574 

0.615 

0.521 

0.489 

0.536 

0.507 

0.476 

0.552 

0.539 

0.574 

0.552 

0.626 

0.577 

0.643 

0.788 

0.806 

0.802 

0.823 

0.809 

0.806 

Source: Result of Data Processing (2023).  

Table 3 shows that each cross-loading value of a construct is higher than the construct loading 

value against other constructs. This shows that all indicators have high discriminant validity. 

Then, a Fornell-Larcker Criterion test was performed, where the square root of AVE for each 

variable is higher than the correlation value among variables.  The following Table is the result 

of the Fornell Lackrer test: 
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Table 4: Fornell-Lackrer 

Indicator 

Online 

Impulse 

Buying 

Positive 

Emotion 

Post-

Purchased 

Dissonance 

Sales 

Promotion 

Shopping 

Lifestyle 

Social 

Factor 

Online Impulse Buying 0.835      

Positive Emotion 0.743 0.833     

Post purchase 

Dissonance 
0.747 0.719 0.801    

Sales Promotion 0.671 0.697 0.729 0.806   

Shopping Lifestyle 0.752 0.756 0.725 0.727 0.797  

Social Factor 0.709 0.716 0.672 0.638 0.762 0.815 

Source: Result of Data Processing (2023).  

Table 4 reveals that each tested variable has fulfilled the discriminant validity requirement 

since each square root of AVE shows a higher value than correlation among variables. Besides 

the Fornell-Leckrer Criterion test, the next discriminant validity test is examining the HTMT 

value. According to Ghozali (2021), The HTMT value must be <0.9 to be declared 

discriminantly valid. The following Table is the result of the HTMT test: 

Table 5: HTMT 

Indicator 

Online 

Impulse 

Buying 

Positive 

Emotion 

Post-

Purchased 

Dissonance 

Sales 

Promotion 

Shopping 

Lifestyle 

Social 

Factor 

Online Impulse Buying       

Positive Emotion 0.868      

Post purchase Dissonance 0.885 0.861     

Sales Promotion 0.767 0.799 0.855    

Shopping Lifestyle 0.863 0.869 0.850 0.817   

Social Factor 0.820 0.828 0.789 0.722 0.866  

Source: Result of Data Processing (2023).  

Based on Table 5, all variables on this study have HTMT values more than 0.9. Therefore, each 

variable is discriminantly valid. 

Table 6: Reliability Test 

 

Construct 

Cronbach's Alpha Composite Reliability 
Conclusion 

(> 0,6) (> 0,6) 

Sales Promotion 0.892 0.917 Reliable 

Shopping Lifestyle 0.885 0.912 Reliable 

Social Factor 0.874 0.908 Reliable 

Positive Emotion 0.853 0.901 Reliable 

Online Impulse Buying 0.855 0.902 Reliable 

Post-Purchased Dissonance 0.814 0.877 Reliable 

Source: Result of Data Processing (2023).  



  
  
 
 

DOI: 10.5281/zenodo.8412863 

1149 | V 1 8 . I 0 9  

Furthermore, Table 6 shows that, based on the Cronbach Alpha and Composite Reliability 

values. All variables are declared reliable since they have Composite Reliability values over 

0.7 and Cronbach's Alpha values over 0.6. 

Measuring Inner Model 

In testing the inner model, the R-Square value or coefficient of determination measures how 

much the endogenous construct can be explained by the exogenous construct. The R-Square 

value range is divided into three: 0.75 (strong), 0.50 (moderate), and 0.25 (weak) (Ghozali, 

2021:73).  The R-Square test yielded the following findings: 

Table 7: R-Square 

Variable R-square Adjusted R-square 

Online Impulse Buying 0.661 0.655 

Positive Emotion 0.650 0.645 

Post-Purchased Dissonance 0.557 0.556 

Source: Result of Data Processing (2023).  

Online Impulse Buying variable is 0.661. It means that the influence of the Sales Promotion, 

Shopping Lifestyle, Social Factor, and Positive Emotion variables on Online Impulse Buying 

is 66.1%. Furthermore, the R-Square value for the Positive Emotion variable is 0.650. It 

indicates that the influence exerted by the Sales Promotion, Shopping Lifestyle, and Social 

Factor variables on Positive Emotion is 65.0%. Meanwhile, the R-Square value of the Post-

Purchased Dissonance variable is 0.557, indicating that the influence of the Online Impulse 

Buying variable on Post-Purchased Dissonance is 55.7%. 

The path coefficient value in structural testing shows the positive or negative direction of the 

variable and shows the level of significance in hypothesis testing. The path coefficient test 

yielded the following findings: 

Table 8: Path Coefficient 

Jalur Path Coefficient 

Sales Promotion -> Online Impulse Buying 0.137 

Shopping Lifestyle -> Online Impulse Buying 0.278 

Social Factor -> Online Impulse Buying 0.198 

Positive Emotion -> Online Impulse Buying 0.296 

Online Impulse Buying -> Post-Purchased Dissonance 0.747 

Source: Result of Data Processing (2023).  

Table 8 shows that the path coefficient value of independent variables with the highest value 

in influencing impulse buying is positive emotion by 0.296. Meanwhile, the variable with the 

lowest influence value is sales promotion with by 0.137. Furthermore, the impact of impulse 

buying on post-purchased dissonance is 0.747. The inner model testing also conducted 

Predictive Relevance (Q^2) calculation. If the Q-Square value is less than 0, the model is 

considered having poor predictive relevance.  
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The Q Square test results are shown below:    

Table 9: Q-square Predictive 

Variable Q² predict Conclusion 

Online Impulse Buying 0.612 Has a Predict Relevance 

Positive Emotion 0.638 Has a Predict Relevance 

Post-Purchased Dissonance 0.569 Has a Predict Relevance 

Source: Result of Data Processing (2023).  

Table 9 shows that the Q2 predictive relevance value for the endogenous latent variable, i.e., 

Online Impulse Buying, is 0.612. Then, the Q2 value of Positive Emotion is 0.638 and 0.569 

for Post-purchased Dissonance. The Q2 predictive relevance values for three endogenous latent 

variables are > 0, concluding that the model meets the criteria for good predictive relevance. 

Next, the Goodness of Fit test aims to evaluate the measurement and structural models and 

provide a simple measurement of the overall model predictions (overall fit index). GoF consists 

of three criteria, i.e., 0.1 (small GoF), 0.25 (moderate GoF), and 0.36 (large GoF).  

The following are the results of GoF calculations using the formula: 

𝐺𝑜𝐹 = √𝐴𝑉𝐸̅̅ ̅̅ ̅̅  𝑥 𝑅2̅̅̅̅  

𝐺𝑜𝐹 = √0,664 × 0,623 = 0,643                                                                          (2) 

Based on the equation calculation, the GoF value is 0.643, included in the large GoF criteria 

value. It indicates that the measurement and structural models in this study are feasible and 

strong for prediction. 

After comparing the outer model and inner model, the researchers assessed the hypothesis and 

its significance. The hypothesis and significance test findings are listed below: 

Table 10: Hypothesis Testing 

Hypothesis Path Coefficient T Statistic P Value F Square Result 

H1 0.137 2.142 0.016 0.023 Accepted 

H2 0.278 2.561 0.005 0.066 Accepted 

H3 0.198 2.281 0.011 0.043 Accepted 

H4 0.296 2.765 0.003 0.190 Accepted 

H5 0.747 20.342 0.000 1.259 Accepted 

Source: Result of Data Processing (2023).  

During the hypothesis testing process, two criteria must be met: t-statistics values > 1.65 for 

one-tailed hypotheses and p-values < 0.05. The purpose of comparing t-statistics values is to 

see the direction of influence and the significance level between variables. Meanwhile, the p-

value is used to determine whether the hypothesis is accepted or rejected (Ali et al., 2019). 

Based on Table 8, the sales promotion and impulse buying variables have a t-value of 2,142 > 

1.65 with a p-value of 0.016 < 0.05 and a path coefficient value of 0.137. It shows that sales 
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promotion has a positive and significant influence on the online impulse buying variable. The 

more attractive the advertising and promotions of the TikTok Shop, the more it encourages 

consumers to make purchases, especially unplanned purchases. It occurs due to the presence 

of cashback, bundling packages, or free shipping vouchers, making consumers believe they are 

benefiting when buying the products. Thus, it triggers consumers to buy more than what was 

previously planned, especially for consumers preferring shopping activities. Sales promotion 

is a variable with the smallest influence on impulse buying by 0.023. 

The test results show that the relationship between the shopping lifestyle and impulse buying 

variables has a t-value of 2,561 > 1.65 with a p-value of 0.005 < 0.05 and a path coefficient 

value of 0.278. It indicates that shopping lifestyle positively and significantly influenced the 

online impulse buying variable. The higher the shopping lifestyle a customer has, the greater 

their urge to make impulse purchases. Hence, customers who like to spend their time shopping 

are more likely to make impulse purchases. Shopping lifestyle has a small influence on impulse 

buying by 0.066. 

The social factor and impulse buying variables have a t-value of 2,281 > 1.65 with a p-value 

of 0.011 < 0.05 and a path coefficient value of 0.198. It shows that social factors have a positive 

and significant influence on the online impulse buying variable. The higher the encouragement 

and persuasion from people around you such as family members, friends, or reference groups, 

the higher the possibility of purchases. The influence value given is included in the small 

category by 0.043. 

The positive emotion and impulse buying variables have a t-value of 2,765 > 1.65 with a p-

value of 0.003 < 0.05 and a path coefficient value of 0.296. It means that positive emotion has 

a positive and significant influence on the online impulse buying variable. The more positive 

the emotions felt by consumers when shopping, especially at TikTok Shop, the more likely 

consumers will make impulse purchases. Positive emotion has a moderate influence on impulse 

buying by 0.190.  

Furthermore, based on the test results, the relationship between online impulse buying and 

post-purchased dissonance has a t-value of 20,342 with a p-value of 0.000 < 0.05 and a path 

coefficient value of 0.747. It indicates that online impulse buying has a positive and significant 

influence on the post-purchased dissonance variable. The higher the level of impulse purchases 

on the TikTok Shop, the higher the post-purchase dissonance felt by consumers. Impulse 

buying has a big influence on post-purchase dissonance by 1.259. 

 

DISCUSSION AND CONCLUSION 

Based on the study results, all hypotheses are accepted, where (1) Sales Promotion positively 

and significantly influences Online Impulse Buying on TikTok Shop, (2) Shopping Positively 

and significantly influences online Impulse Buying on TikTok Shop, (3) Shopping Lifestyle 

positively and significantly influences Online Impulse Buying on TikTok Shop, and (4) 

Positive Emotion positively and significantly influences Online Impulse Buying on TikTok 

Shop. The most affecting variable is positive emotion with an effect value of 0.190. Meanwhile, 
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sales promotion has the least effect on online impulse buying by 0.023. Another hypothesis is 

that (5) online impulse buying positively and significantly influences post-purchased 

dissonance on TikTok Shop. Based on the f-square value, online impulse buying significantly 

affects post-purchased dissonance by 1.259. 

Based on the conclusion above, impulsive online purchasing decisions are influenced by mood, 

price, and social factors. Therefore, in encouraging impulse purchases, social commerce, 

especially TikTok Shop, can optimize the existing shop entertainment concept to create a sense 

of entertainment in consumers by continuing to present the latest trends or challenges that can 

inspire sellers to promote their sales in an interesting and creative way possible. Concerning 

price, TikTok Shop can also offer various sales promotions to its consumers more often.  

Meanwhile, from social environmental factors, it is recommended that TikTok Shop 

collaborate more with various parties such as the influencer community, online shop 

community, and other parties to using the TikTok platform more often to sell, considering that 

consumers' intense interaction with their social environment has been proven to create an urge 

to buy products and create online impulse buying.  

The study findings also show that online impulsivity causes post-purchase dissonance on online 

consumers, especially TikTok Shop. Therefore, to overcome these negative emotions at the 

start of a purchase, companies can introduce incentives such as coupons for future purchases. 

The company can also review the return policy to make it more flexible to reduce the 

inconvenience experienced by some consumers after receiving the product. Then, it is 

recommended that further research can add other factors that can influence consumer 

involvement in impulsive purchases such as payment methods or hedonic shopping. Future 

studies can also discuss other impacts of the impulse buying variable on consumers. For 

example, satisfaction or brand switching. 
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