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The purpose of this study was to analyze the effect of online customer shopping 

experience on online impulsive buying on Shopee : attitudinal loyalty as mediator and 

self control as moderation. The sampling technique for this research uses purposive 

sampling. The sample in this study amounted to 180 respondents. Data was collected 

through online distribution of questionnaires and analyzed using SmartPLS software. 

The results of this research reveal that (1) Online Customer Shopping Experience has 

a positive and significant effect on Online Impulsive Buying (2) Online Customer 

Shopping Experience has a positive and significant effect on Attitudinal Loyalty (3) 

Attitudinal Loyalty has a positive and significant effect on Online Impulsive Buying 

(4) Online Customer Shopping Experience has a positive and significant effect on 

Online Impulsive Buying, mediated by Attitudinal Loyalty (5) Self-control negatively 

moderates the relationship between Attitudinal Loyalty and Online Impulsive Buying. 
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INTRODUCTION 

As technology develops, transactions via electronic media are also growing. One of them is shopping 

for products online or via e-commerce. Currently, e-commerce has become something that society 

cannot abandon. Therefore, business actors take advantage of this technological progress to improve 

their business. By involving internet technology in business, people can access products more easily 

and practically. Based on a CNBC Indonesia survey, from 2022 to early 2023, as many as 178.9 million 

Indonesians bought goods online. That figure rose 12.8% year on year. The total transactions recorded 

on the e-commerce platform were US$55.97 billion or equivalent to IDR 849 trillion. This is based on 

the latest report from research firm We Are Social entitled 'Digital 2023 Indonesia'. According to the 

report, there are several reasons that encourage modern society to shop online via e-commerce. As 

many as 54.9% said they were interested in the benefits of free shipping (postage), which is often used 

as promotional material in various e-commerce sites. Furthermore, coupons and discounts were the 

second reason for 52.3%. Usually coupons and discounts are busy in e-commerce on twin date 

campaigns such as 11.11 and 12.12. 
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 According to (Vermaat, 2007) e-commerce is a business transaction that occurs in electronic 

networks such as the internet. Anyone who has an internet network can participate in e-commerce 

activities. With e-commerce as a media or platform that consumers can use to shop online, it can lead 

to consumer behavior that buys goods unplannedly, resulting in waste, one of which is among student 

groups. Students are vulnerable to being influenced by buying items they don't need or even items they 

don't need. Various efforts have been made by e-commerce to attract consumer attention and to be able 

to compete with other platforms. One of the biggest e-commerce is Shopee. Research results from 

MarkPlus.Inc show that Shopee is ranked first as an application that is often remembered by 

consumers. Until mid-2023, the Shopee application will maintain dominance in the Indonesian e-

commerce market. 

 Impulsivel buying is a condition that occurs wheln individuals elxpelrielncel a suddeln felelling of 

urgelncy that cannot relsist (Solomon & Rabolt, 2009). According to Velrplankeln in (Zhao elt al., 2022) 

impulsivel buying is an irrational purchasel and is associateld with unplanneld and rapid purchasels with 

conflicting thoughts and elmotional impulsels. Baseld on prel-survely relsults rellateld to thel telndelncy of 

studelnts at thel Faculty of ELconomics and Businelss, Padang Statel Univelrsity to makel unplanne ld 

purchasels via el-commelrcel. Thel author conducteld a prel-survely of 70 studelnts which showeld that many 

studelnts madel impulsel purchasels. 

According to (Gulfraz elt al., 2022) Onlinel impulsivel buying on welll-known el-commelrcel 

platforms in China, namelly Jindong and Taobao, is influelnceld by onlinel customelr shopping elxpelrielncel, 

whelrel OCSE L increlasels impulsivel buying on el-commelrcel and customelrs who havel a positivel OCSE L arel 

morel likelly to high ratel of making impulsel purchasels onlinel. 

Customelr onlinel shopping elxpelrielncel is an important aspelct in Shopelel that influelnce ls 

purchasing delcisions and customelr loyalty. Consumelrs who havel a loyal attitudel towards a brand that 

relfelrs to e l-commelrcel will always follow delvellopmelnts in el-commelrcel and makel purchasels on an 

ongoing basis. Attitudinal loyalty relfelrs to a customelr's delsirel to continuel thelir rellationship with a 

particular businelss, relgardlelss of lowelr pricels offelreld by compeltitors and thel likellihood of thel custome lr 

relcommelnding thel product to othelrs, it includels a lelvell of dispositional commitme lnt in telrms of somel 

of thel uniquel valuels associateld with thel. Apart from attitudinal loyalty, sellf-control also plays a rolel in 

onlinel impulsivel buying. According to Schulz in (Praptiani, 2013) sellf-control or sellf-control is an 

individual's ability to control elmotions, with elncouragelmelnt from within himsellf to relgulatel physical, 

psychological and belhavioral procelssels in composing, guiding, organizing and direlcting positivel forms 

of belhavior so that thely can bel accelpteld in thel elnvironmelnt. social. 

LITELRATUREL RELVIELW 

Onlinel impulsivel buying 

Impulsivel buying is a strong elmotional delcision and can bel thel dominant basis for unplanneld buying 

motivels (Schiffman, 2007). Impulsivel buying belhavior as a delscription of thel thoughts and elmotions 

elxpelrielnce ld by consumelrs in casels of impulsivel buying. This belhavior is a typel of purchasing belhavior 

that is not controlleld by elmotions (Rook & Fishelr, 1995). Hirschman and Stelrn in (Sumarwan, 2011) 

delfinel impulsivel buying, namelly thel telndelncy of consumelrs to makel purchasels spontanelously, 

unrelflelctivelly, in a hurry, and driveln by elmotional psychological aspelcts of a product and telmpteld by 

pelrsuasion from markeltelrs. Impulsivel buying is a spontanelous purchasel madel by consumelrs of a 

product in a shop or on el-commelrcel. Impulse l purchasels madel in el-commelrcel or also calleld online l 

impulsivel buying. Onlinel impulsel buying is spontanelous purchasing belhavior duel to consumelrs' lack 

of sellf-control wheln elxposeld to onlinel stimulation from onlinel storels (Wu elt al., 2020). 

Onlinel customelr shopping elxpelrielncel 

According to (Melyelr & Schwagelr, 2017) customelr elxpelrielncel is an intelrnal and subjelctivel relsponsel that 

consumelrs havel to direlct or indirelct contact with a company. According to (Mo elt al., 2015) onlinel 

customelr e lxpelrielncel is commelnts giveln by consumelrs who havel carrield out onlinel transactions rellateld 
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to information about a product that has beleln purchaseld, and contains various kinds of information, 

with thel elxisting information potelntial consumelrs arel ablel to obtain rellelvant information. quality of 

thel product sought from prelvious consumelr commelnts. Baseld on thel delfinition abovel, it can bel 

concludeld that onlinel customelr elxpelrielncel is a relsponsel, selnsation, relsponsel or intelrpreltation 

intelrnally and subjelctivelly from consumelrs as a relsult of intelractions with el-commelrcel. Onlinel 

customelr shopping elxpelrielncel is thel relsult of consumelr intelraction with products or selrvicels from el-

commelrce l, both physically and elmotionally. 

Attitudinal loyalty 

Attitudinal loyalty is an attitudel that arisels from felellings of satisfaction about what thel company 

providels to customelrs and will makel relpelat purchasels of thel products offelreld. Attitudinal loyalty 

melans thel consumelr's felellings relsulting from a spelcific product or selrvicel (Kumar & Relinarzts, 2006). 

Attitudinal loyalty elxplains consumelrs' ide lntification with celrtain selrvicel providelrs and the lir 

prelfelrelnce l for products or selrvicels ovelr altelrnativels (Jonels & Taylor, 2007). Thel concelpt of Attitudinal 

loyalty relfelrs to consumelr agrelelmelnt with intelnsivel problelm-solving belhavior that includels 

comparisons of brands and felaturels and lelads to strong brand prelfelrelncels, (Belnne ltt & Rundlel-Thiellel, 

2002). 

Sellf control 

According to (Avelrill, 1973) sellf control or pelrsonal control is an individual's ability to control or guidel 

onel's own belhavior (belhavioral control), control cognition (cognitivel control) and control delcisions 

(delcisional control). (Tangnely elt al., 2004) state ld that sellf-control is an individual's ability to changel or 

changel individual relsponse ls and elnd unwanteld belhavioral telndelnciels and relfrain from unwante ld 

belhavior. From this pelrspelctivel, sellf-control is elxpelcteld to producel various positivel relsults in an 

individual's lifel. Furthelrmorel, (Chaplin, 2006)  delfinels sellf-control as thel ability to guidel onel's own 

belhavior, thel ability to supprelss or inhibit impulsels or impulsive l belhavior. 

 

Thel elffelct of onlinel customelr shopping elxpelrielncel on onlinel impulsivel buying 

Customelr shopping elxpelrielncels onlinel relflelct thel elxtelnt to which consumelrs felell comfortablel and 

satisfield wheln shopping via thel intelrnelt. Satisfying and intelrelsting elxpelrielncels in onlinel shopping can 

triggelr strong impulsivel shopping belhavior (Gulfraz elt al., 2022). Kely factors such as intelractivity, 

clarity, and meldia richnelss in onlinel shopping arel associateld with impulsel buying. High intelractivity, 

clarity of information, and richnelss of meldia elxelrt a positivel influelncel on social prelselncel in thel onlinel 

elnvironmelnt, elncouraging individuals to make l impulsel purchasels (Zhang & Shi, 2022). Thel quality of 

intelraction in onlinel shopping, such as relsponsivel, profelssional, informativel, and pelrsonalization, 

influelncels consumelr elmotions. Positivel intelractions triggelr positivel elmotions, which arel an important 

meldiator beltweleln intelraction quality and impulsel purchasel intelntions. Consumelr pelrsonality also 

influelncels relsponsels to intelractions, influelncing elmotions and impulsel buying belhavior (Zhao elt al., 

2022). 

H1 : Onlinel Customelr Shopping ELxpelrielncel has a significant and positivel elffelct on Onlinel Impulsivel 

Buying 

 

Thel elffelct of onlinel customelr shopping elxpelrielncel on attitudinal loyalty 

According to (Rahmawati elt al., 2021) if a company is trying to achielvel consumelr loyalty, delvelloping 

a markelting stratelgy baseld on customelr elxpelrielncel could bel a good idela, belcausel it has beleln prove ln 

that all analyzeld elxpelrielncels direlctly influelnce l attitudel loyalty. An onlinel custome lr is said to bel loyal 

if thel customelr shows relgular purchasing belhavior or thelrel arel conditions that relquirel thel customelr to 

purchasel at lelast twicel within a celrtain time l intelrval (Lohsel & Kelmpelr, 2019). According to (Mia 

Kristanti, 2021) customelrs who givel celrtain relsponsels and ratings to a company will always relmelmbelr 

thel positivel elffelcts thely elxpelrielnceld by continuing to usel thel product for a longelr timel, and arel 

relluctant to switch to compe lting products. 
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H2 : Onlinel Customelr Shopping ELxpelrielncel has a significant and positivel elffelct on Attitudinal Loyalty 

 

Thel elffelct of attitudinal loyalty on onlinel impulsivel buying 

High attitudinal loyalty allows a customelr to makel impulsel purchasels. Attitudinal loyalty crelateld by 

onlinel customelr elxpelrielncel increlasels thel likellihood of onlinel impulsel purchasels by gelnelrating positivel 

elmotions (Gelntilel elt al., 2007). (Kimiagari & Asadi Malafel, 2021) stateld that custome lr attitudels towards 

celrtain objelcts, such as el-commelrcel platforms, arel a significant preldictor of consumelr belhavior. 

H3 : Attitudinal Loyalty has a significant and positivel elffelct on Onlinel Impulsivel Buying 

 

Thel elffelct of onlinel customelr shopping elxpelrielncel on onlinel impulsivel buying meldiateld by 

attitudinal loyalty 

It is known that gaining thel trust of custome lrs using an el-commelrcel platform, and increlasing the lir 

elnjoymelnt wheln using it, will also increlasel the lir attitudinal loyalty towards thel platform (Del Kelyselr elt 

al., 2020). ELxpelrts arguel that attitudinal loyalty gelnelratels positivel elmotions among customelrs, 

increlasels thelir intelraction timel with el-comme lrcel platforms and puts customelrs into a statel of flow 

wheln shopping onlinel (Hoffman & Novak, 1996). Customelrs who havel positivel elmotions towards el-

commelrce l platforms arel morel suscelptiblel to individual biasels and gelnelrally do not makel delcisions in 

a wiselr mannelr. (Srivastava & Kaul, 2016)  re lselarch relvelaleld that thel functional and psychological 

componelnts of OCSE L indirelctly influelncel onlinel impulsel buying which is meldiateld by custome lr 

attitudinal loyalty. In linel with thel relselarch re lsults of Gulfraz elt al (2022), attitudel loyalty can act as a 

meldiator beltweleln OCSE L and onlinel impulsive l buying. 

H4 : Onlinel Customelr Shopping ELxpelrielncel has a significant and positivel elffelct on Onlinel Impulsivel 

Buying me ldiateld by Attitudinal Loyalty 

 

Thel elffelct of attitudinal loyalty and onlinel impulsivel buying modelrateld by sellf control 

Whilel relcognizing that customelrs' attitudinal loyalty increlasels thelir chancels of making onlinel impulsel 

purchasels, somel scholars arguel that custome lrs' sellf-control may modelratel this rellationship (Kuhn, 

2013). Thelsel elxpelrts asselrt that customelrs with low sellf-relgulatory relsourcels felell grelatelr impulsel 

buying urgels and will spelnd morel monely on purchasels from unanticipateld impulsel buying situations 

(Baumeliste lr, 2002). Convelrselly, customelrs who havel a highelr lelvell of sellf-control havel a stronge lr 

telndelncy to reljelct impulsivel purchasing delcisions (Kuhn, 2013). Thel morel sellf-control is practiceld 

among customelrs, thel strongelr thel ability to havel sellf-control belcomels, strelngthelning thelir capacity to 

relsist thel telmptation of impulsel buying (Vohs & Fabelr, 2007). Thelrelforel, custome lrs with grelatelr sellf-

control telnd to purchasel goods baseld on the lir elvaluation of thel long-telrm belnelfits and valuel of a 

product, rathelr than purchasing undelr elmotional influelncel (Yim, 2017). 

H5 : Attitudinal Loyalty has a significant and positivel elffelct on Onlinel Impulsivel Buying, modelrateld 

by Sellf Control 
 

 
Figurel 1. Concelptual Modell 

MELTHOD 

Thel critelria for relspondelnts in this relselarch arel studelnts from thel Faculty of ELconomics and Businelss, 

Padang Statel Univelrsity who usel thel Shopele l application and havel madel purchasels on thel Shope lel 
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application. Thel numbelr of samplels in this study welrel 180 peloplel. Thel sampling telchniquel useld in this 

study was non-probability sampling and was collelcteld using a quelstionnairel filleld out via Googlel 

Form. Thel data was furthelr analyzeld using SmartPLS 4. 

 

RELSULT AND DISCUSSION 

Baseld on thel relsults of thel distribution of quelstionnairels that havel beleln carrield out via Googlel Form, 

thel total numbelr of relspondelnts collelcteld was 180 peloplel. Tablel bellow prelselnts thel charactelristics of 

thel relspondelnts. 

Tablel 1. Charactelristics Relspondelnts 

Charactelristics Catelgory Frelquelncy Pelrcelntagel 

Gelndelr Felmalel 

Malel 

72 

108 

40% 

60% 

Agel 18-29 

29-40 

40-51 

129 

46 

5 

72% 

25% 

3% 

Lelvell Ov 

ELducation 

D3 

S1 

S2 

37 

140 

3 

20,5% 

77,8% 

1,7% 

Monthly Incomel 

 

< Rp.500.000 

Rp.500.000 - Rp.1.000.000 

Rp.1.500.000 - Rp.2.500.000 

> Rp. 2.500.000 

12 

43 

58 

67 

 

7% 

24% 

32% 

37% 

Spelnding pelr 

Month 

< Rp.500.000 

Rp.500.000 – Rp.1.000.000 

Rp.1.000.000 – Rp.1.500.000 

Rp.1.500.000 – Rp.2.500.000 

> Rp.2.500.000 

92 

69 

11 

5 

3 

51% 

38% 

6% 

3% 

2% 

Sourcel: Primary Data Procelsseld (2024) 

 

Outelr Loading 

Tablel 2. Outelr Loading 

Variablel Dimelnsion Itelm Loadings 

Itelm 

Onlinel 

Impulsivel 

Buying 

Disrelgard for 

Conselquelncels 

 

I find it hard to lelavel thel good stuff I selel on shopelel 

0.846 

  I someltimels can't hellp but felell likel buying somelthing 

on Shopele l 
0.728 

  I someltimels felell guilty aftelr buying somelthing on 

Shopelel 
0.759 

 E Lxcitelmelnt and 

Simulation 

 

I find it hard to miss delals on shopelel 

0.775 

 Spontanity If I selel somelthing nelw on shopelel, I want to buy it 0.753 

  I'm a bit relcklelss wheln buying things on Shope lel 0.760 

 Powelr, 

Compulsion, 

and Intelnsity 

I someltimels buy things on Shopelel belcausel I likel 

shopping, not belcausel I neleld thelm 0.853 
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Onlinel 

Customelr 

Shopping 

E Lxpelrielncel 

Intelractivity My nelelds can bel melt welll wheln shopping onlinel at 

Shopelel 
0.777 

  I gelt purchasing relcommelndations that suit my nelelds 

wheln shopping onlinel at Shopelel 
0.814 

  Wheln shopping onlinel at Shopelel, I gelt onlinel 

advelrtiselmelnts and promotions that arel tailoreld to 

my nelelds 

0.781 

  I can selel product relcommelndations from othelr 

customelrs wheln shopping onlinel at Shopelel 
0.794 

  Thel Shope lel onlinel shopping application felells likel it is 

talking to mel pelrsonally as a customelr 
0.808 

 Informative lnelss I gelt compleltel information about product fe laturels 

and quality wheln shopping onlinel at Shopelel 
0.760 

  I gelt accuratel information about product felaturels on 

Shopelel 
0.778 

  I gelt deltaileld information about products wheln 

shopping onlinel at Shopelel 
0.806 

  I gelt elnough information to compleltel my transaction 

wheln shopping at Shopelel 
0.792 

 Visual 

E Lngangelmelnt 

I can selel products from various sidels wheln shopping 

onlinel at Shopelel 
0.781 

  I felell that thel appelarancel of thel Shopelel application 

(colors, melnus, navigation tools, eltc.) is harmonious 
0.789 

  Thel shopelel app is profelssionally delsigneld and welll 

prelselnteld 
0.768 

 Navigation Thel shopelel app is profelssionally delsigneld and welll 

prelselnteld 
0.807 

  I found thel uselr melnu to bel clelarly catelgorize ld and 

welll laid out on thel shopelel screleln 
0.810 

  I felell that thel selttings melnu and melnu ordelr in thel 

Shopelel application arel undelrstandablel and e lasy to 

usel 

0.777 

  Thel selarch tool on Shopelel allows mel to find products 

elasily 
0.784 

 Trust Shop onlinel at a trustworthy shoppel 0.800 

  In gelnelral, I can relly on onlinel shopping at Shopelel 

belcausel thely kelelp thelir promisels as thely show 
0.792 

  Onlinel shopping at Shopelel is relliablel 0.805 

  Onlinel shopping at shopelel is a trustworthy 

elxpelrielnce l 
0.783 

 Convelnielncel I felell comfortablel shopping onlinel at thel shoppel 0.812 

  I can shop onlinel at Shopelel anytimel 0.800 

  I can shop onlinel at Shopelel anywhelrel 0.790 

  Wheln shopping onlinel at Shopelel, I can comple ltel my 

shopping velry quickly 
0.798 

 E Lnjoymelnt I likel buying things onlinel at Shopelel 0.819 

  Onlinel shopping at Shopelel is a fun activity 0.775 

  I elnjoy browsing on thel intelrnelt 0.795 
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Attitudinal 

Loyalty 

Affelctivel 

Loyalty 

I rarelly considelr switching to anothelr onlinel 

shopping platform 
0.829 

  I try to use l thel shopelel app, whelnelvelr I neleld to makel 

a purchase l 
0.784 

 Conativel 

Loyalty 

Wheln I neleld to makel a purchasel, shopelel is always 

my first choicel 
0.811 

  For mel, Shopelel is thel belst reltail platform for doing 

businelss 
0.763 

 Cognitivel 

Loyalty 

I bellielvel that shopelel is my favoritel reltail platform 
0.811 

Sellf Control Sellf Control 1 I can work elffelctivelly to achielvel long-telrm financial 

goals 
0.809 

 Sellf Control 2 I carelfully considelr my nelelds belforel making a 

purchasel 
0.872 

 Sellf Control 3 I ofteln postponel action until I havel carelfully 

considelreld thel conselquelncels of my purchasing 

delcision 

0.796 

 Sellf Control 4 I can relsist telmptation to relach my budgelt goals 0.872 

 Sellf Control 5 If anyonel asks mel whelrel you spelnd your monely, I 

know how to relspond 
0.866 

 Sellf Control 6 Having goals rellateld to spelnding is important to mel 0.878 

Sourcel: Primary Data Procelsseld (2024) 

 

Convelrgelnt Validity and Relliability 

Tablel 3. Convelrge lnt Validity and Relliability 

Constructs Cronbach's alpha  Compositel relliability   (AVEL)  

Sellf Control 0.926  0.943  0.721  

OCSE L 0.977  0.977  0.628  

Onlinel Impulsivel Buying 0.894  0.898  0.614  

Attitudinal Loyalty 0.859  0.861  0.640  

Sourcel: Primary Data Procelsseld (2024) 

 

Convelrgelnt validity asselssels thel elxtelnt to which thel melasurelmelnt itelms of a variablel convelrgel 

togelthelr. Convelrgelnt validity aims to undelrstand thel correllation beltweleln quelstion indicators and 

latelnt variablels. Critelria that must bel melt for convelrgelnt validity Variancel ELxtracte ld (AVEL) > 0.5 (Hair, 

2014). Variablel relliability is considelreld good if thel compositel relliability valuel is morel than 0.70 and thel 

Cronbach's Alpha valuel is morel than 0.60 (Ghozali, 2012). 

 

R-Squarel 

Tabell 4. R2 

 R-squarel  R-squarel adjusteld  

Onlinel Impulsivel Buying 0.574  0.565  

Attitudinal Loyalty 0.707  0.705  

Sourcel: Primary Data Procelsseld (2024) 

 

Baseld on thel tablel, it shows that thel R Square l valuel of thel onlinel impulsivel buying variablel is 0.574, 

this value l statels that thel onlinel impulsivel buying variablel can bel elxplaineld by onlinel custome lr 

shopping e lxpelrielncel, attitudinal loyalty and sellf control of 57.4% whilel thel relst is elxplaineld by othe lr 

variablels that arel not discusseld in this relselarch. Thel r-squarel valuel of thel attitudinal loyalty variablel is 

0.707, this valuel statels that thel attitudinal loyalty variablel can bel elxplaineld by thel onlinel custome lr 
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shopping e lxpelrielncel variablel of 70.7% and the l relst is elxplaineld by othelr factors not discusseld in this 

relselarch. 

 

Hypothelsis Telst 

Tablel 5. Hypothelsis Telst Relsult 
 T statistics  P valuels  

OCSEL -> OIB  3.526  0.000  
OCSEL -> AL 11.754  0.000  
AL -> OIB  2.553  0.011  
OCSEL -> AL -> OIB 2.511 0.012 
SC x AL -> OIB 0.597  0.551  

Sourcel: Primary Data Procelsseld (2024) 

 

Thel elffelct of onlinel customelr shopping elxpelrielncel on onlinel impulsivel buying 

Onlinel customelr shopping elxpelrielncel has a positivel and significant elffelct on onlinel impulsivel 

buying with a p valuel of 0.000 which is smallelr than 0.05. This can bel proveln by looking at thel t statistic 

of 3.526 which has a valuel grelatelr than thel r tablel valuel (t count 3.526 > t tablel 1.96). So this telst statels 

that thel hypothelsis is accelpteld. Thel relsults of this relselarch show that onlinel customelr shopping 

elxpelrielnce l has a positivel and significant elffelct on onlinel impulsivel buying. This indicatels that thel beltte lr 

thel onlinel shopping elxpelrielncel fellt by studelnts at thel Faculty of ELconomics and Businelss, Padang Statel 

Univelrsity on thel Shopelel application, thel highelr thelir impulsivel buying will bel. 

Thel relsults of this relselarch arel supporteld by prelvious relselarch conducteld (Gulfraz elt al., 2022) 

which stateld that onlinel impulsivel buying is positivelly and significantly influelnceld by onlinel custome lr 

shopping elxpelrielncel. Relselarch conducteld (Zhang & Shi, 2022) relvelaleld that factors such as 

intelractivity, clarity of information, richnelss of meldia in onlinel shopping arel rellateld to impulsel buying. 

This shows that high intelractivity, clarity of information, delsign of onlinel shopping applications, 

comfort wheln shopping, trust and elnjoymelnt fe llt by studelnts at thel Faculty of ELconomics and Businelss, 

Padang Statel Univelrsity can increlasel impulsivel buying belhavior on thel Shopelel application. 

 

Thel elffelct of onlinel customelr shopping elxpelrielncel on attitudinal loyalty 

Onlinel customelr shopping elxpelrielncel has a positivel and significant elffelct on Attitudinal 

Loyalty with a p valuel of 0.000 which is smallelr than 0.05. This can bel proveln by looking at thel t statistic 

of 11,754 which has a valuel grelatelr than thel r tablel valuel (t count 11,754 > t tablel 1.96). So this telst state ls 

that thel hypothelsis is accelpteld. This shows that onlinel custome lr shopping elxpelrielncel has a positive l 

and significant elffelct on attitudinal loyalty. This indicatels that the l belttelr thel onlinel shopping elxpelrielncel 

fellt by studelnts at thel Faculty of ELconomics and Businelss, Padang Statel Univelrsity on thel Shope lel 

application, thel highelr thelir loyalty to thel Shopelel application. 

Thel relsults of this relselarch arel supporteld by Rahmawati elt al (2021) who stateld that if a 

company triels to achielvel consumelr loyalty, delvelloping a markelting stratelgy baseld on custome lr 

elxpelrielnce l could bel a good idela, belcausel it has beleln proveln that all analyzeld elxpelrielncels direlctly 

influelncel attitudel loyalty. Furthelrmorel, relselarch relsults by (Mia Kristanti, 2021) statel that customelrs 

who givel celrtain relsponsels and ratings to a company will always relmelmbelr thel positivel elffelcts the ly 

elxpelrielnce ld by continuing to usel thel product for a longelr timel, and arel relluctant to switch to compelting 

products. 

 

Thel elffelct of attitudinal loyalty on onlinel impulsivel buying 

Attitudinal loyalty has a positivel and significant elffelct on onlinel impulsivel buying with a p 

valuel of 0.011 which is smallelr than 0.05. This can bel proveln by looking at thel t statistic of 2.553 which 

has a valuel grelatelr than thel r tablel valuel (t count 2.553 > t tablel 1.96). So this telst statels that thel 

hypothelsis is accelpteld. This shows that attitudinal loyalty has a positivel and significant elffelct on onlinel 

impulsivel buying. This indicatels that thel attitudel of loyalty that arisels from studelnts at thel Faculty of 
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E Lconomics and Businelss, Padang Statel Univelrsity on thel Shopelel application, thel highelr thel impulsivel 

buying belhavior carrield out by thelm. 

High attitudinal loyalty allows a customelr to makel impulsel purchasels. Attitudinal loyalty 

crelateld by onlinel customelr elxpelrielncel incre lasels thel likellihood of onlinel impulsel purchasels by 

gelnelrating positivel elmotions (Gelntilel elt al., 2007). This relselarch is supporteld by relselarch conducte ld 

(Gulfraz e lt al., 2022) which statels that customelrs with positivel attitudels towards el-commelrcel relflelct 

highelr attitudinal loyalty and thely want to continuel thelir rellationship with el-commelrcel. Thel findings 

also show that attitudinal loyalty has a positive l and significant elffelct on onlinel impulsivel buying. 

 

Thel elffelct of onlinel customelr shopping elxpelrielncel on onlinel impulsivel buying meldiateld by 

attitudinal loyalty 

Onlinel customelr shopping elxpelrielncel has a positivel and significant elffelct on onlinel impulsivel 

buying meldiateld by attitudinal loyalty with a p valuel of 0.012 which is smallelr than 0.05. This can bel 

proveln by looking at thel t statistic of 2.511 which has a valuel grelatelr than thel r tablel valuel (t count 

2.511 > t tablel 1.96). So this telst statels that thel hypothelsis is accelpteld. This shows that onlinel custome lr 

shopping elxpelrielncel has a positivel and significant elffelct on onlinel impulsivel buying, meldiateld by 

attitudinal loyalty. This indicatels that a good onlinel shopping elxpelrielncel can increlasel thel loyalty of 

studelnts at thel Faculty of ELconomics and Businelss, Padang Univelrsity towards thel Shopelel application, 

which lelads to an increlasel in thelir impulsel purchasels. 

Attitudinal loyalty gelnelratels positivel elmotions among customelrs, increlasels thelir intelraction 

timel with el-commelrcel platforms and puts customelrs into a statel of flow wheln shopping onlinel 

(Hoffman & Novak, 1996). Thel relsults of this relselarch arel supporteld by (Russelll-Belnneltt elt al., 2007) 

which statels that customelrs who havel positivel elmotions towards el-commelrcel platforms arel morel 

suscelptiblel to individual bias and gelnelrally do not makel delcisions in a wiselr way. This suggelsts that 

customelrs' positivel pelrcelptions of el-commelrcel platforms influelncel thelir attitudels positivelly which 

theln lelads thelm to elngagel morel in onlinel impulsel purchasels. 

 

Thel elffelct of attitudinal loyalty and onlinel impulsivel buying modelrateld by sellf control 

Se llf Control positivelly modelratels thel rellationship beltweleln attitudinal loyalty and onlinel 

impulsivel buying with a p valuel of 0.551 which is grelatelr than 0.05. This can bel proveln by looking at 

thel t statistic of 0.597 which has a smallelr valuel than thel r tablel valuel (t count 0.597 < t tablel 1.96). So 

this telst statels that thel hypothelsis is reljelcteld. This shows that sellf-control nelgativelly modelratels thel 

rellationship beltweleln attitudinal loyalty and onlinel impulsivel buying. This shows that studelnts who 

havel low sellf-control felell grelatelr impulsel buying urgels and will spelnd morel monely on impulsel buying 

situations. 

 Thel relsults of this relselarch arel in linel with relselarch by Gulfraz elt al (2022) which relvelaleld that 

thel rellationship beltweleln customelr attitudel loyalty towards el-commelrcel platforms and onlinel impulsel 

buying is nelgativelly modelrateld by sellf-control. Customelrs who havel a highelr lelvell of sellf-control havel 

a strongelr telndelncy to relsist impulsivel purchasing delcisions. 

CONCLUSION 

Baseld on thel relsults of thel hypothelsis telst analysis of thel influelncel of onlinel customelr shopping 

elxpelrielnce l on onlinel impulsivel buying on Shopelel, attitudinal loyalty as meldiator and sellf control 

as modelration it can bel concludeld as follows : (1) Onlinel Customelr Shopping E Lxpelrielncel has a 

positivel and significant elffelct on Onlinel Impulsivel Buying (2) Onlinel Customelr Shopping 

E Lxpelrielncel has a positivel and significant elffelct on Attitudinal Loyalty (3) Attitudinal Loyalty has 

a positivel and significant elffelct on Onlinel Impulsivel Buying (4) Onlinel Customelr Shopping 

E Lxpelrielncel has a positivel and significant elffelct on Onlinel Impulsivel Buying, meldiateld by 

Attitudinal Loyalty (5) Sellf-control nelgativelly modelratels thel rellationship beltwele ln Attitudinal 

Loyalty and Onlinel Impulsivel Buying. 
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