
LIST OF CONTENTS 

 
ACKNOWLEDGEMENT .................................................................................... ii 

DEDICATION PAGE ........................................................................................... v 
LIST OF CONTENTS ........................................................................................ vii 

LIST OF TABLES ................................................................................................ x 
LIST OF FIGURES ............................................................................................. xi 

APPENDIX LIST ................................................................................................ xii 

ABSTRACT ........................................................................................................ xiii 
 
CHAPTER I INTRODUCTION .......................................................................... 1 

1.1 Background .............................................................................................. 1 
1.2 Problem Definition ................................................................................... 5 

1.3 Research Questions .................................................................................. 6 

1.4 Research Objective ................................................................................... 6 

1.5 Research Scope ......................................................................................... 6 
 
CHAPTER II LITERATURE REVIEW AND HYPOTHESES 
FORMULATION .................................................................................................. 8 

2.1 Basic Theory and Variable Profile ........................................................... 8 
2.1.1 Impulsive Buying Behavior .................................................................... 8 

2.1.2 Shopping Enjoyment ................................................................................ 9 

2.1.3 Online Store Atmosphere ...................................................................... 10 

2.2 The Relationship Between Online Store’s Informativeness and Customer’s 
Shopping Enjoyment ............................................................................................. 13 
2.3 The Relationship Between Online Store’s Layout Design and Customer’s 
Shopping Enjoyment ............................................................................................. 14 
2.4 The Relationship Between Online Store’s Entertainment and Customer’s 
Shopping Enjoyment ............................................................................................. 15 

The Effect of Shopping Enjoyment on Impulsive Buying (A study in Indonesian E-marketplaces)
Erica Dwi Wiranti Tanra, Dr. Sahid Susilo Nugroho, M.Sc.
Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/



2.5 The Relationship Between Online Store’s Social Presence and Customer’s 
Shopping Enjoyment ............................................................................................. 16 

2.6 The Mediating Role of Shopping Enjoyment on Impulsive Buying Behavior
 18 
2.7 Research Model ...................................................................................... 19 
 
CHAPTER III RESEARCH METHOD ........................................................... 22 

3.1 Research Approach ................................................................................. 22 
3.2  Operational Definition and Measurement .............................................. 22 

3.2.1 Informativeness....................................................................................... 22 

3.2.2 Layout Design ......................................................................................... 23 

3.2.3 Entertainment .......................................................................................... 24 

3.2.4 Social Presence ....................................................................................... 24 

3.2.5 Shopping Enjoyment .............................................................................. 25 

3.2.6 Impulsive Buying Behavior .................................................................. 26 

3.3 Design Sampling .................................................................................... 26 

3.4 Questionnaire Distribution Scheme ........................................................ 28 

3.5 Respondent’s Profile .............................................................................. 28 

3.6 Research Object ...................................................................................... 30 

3.6.1 Shopee ...................................................................................................... 30 

3.6.2 Tokopedia ................................................................................................ 31 

3.6.3 Lazada ...................................................................................................... 33 

3.6.4 Blibli ......................................................................................................... 34 

3.6.5 Bukalapak ................................................................................................ 35 

3.7 Data Collecting Method ......................................................................... 36 
3.8 Research Instrument ............................................................................... 37 

3.9 Data Analysis Method ............................................................................ 37 

3.9.1 Measurement Model Evaluation .......................................................... 39 

3.9.2 Structural Model Evaluation ................................................................. 40 

3.9.3 Model Fit Test ......................................................................................... 41 

The Effect of Shopping Enjoyment on Impulsive Buying (A study in Indonesian E-marketplaces)
Erica Dwi Wiranti Tanra, Dr. Sahid Susilo Nugroho, M.Sc.
Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/



3.9.4 Hypothesis Testing ................................................................................. 41 
 
CHAPTER IV DATA ANALYSIS .................................................................... 42 
4.1 Research Data Quality ............................................................................ 42 

4.1.1 Descriptive Statistical Analysis ............................................................ 42 

4.1.2 Correlation Matrix between Variables ................................................ 43 

4.2 Measurement Model Evaluation............................................................. 44 

4.2.1 Reliability Test ........................................................................................ 44 

4.2.2 Convergent Validity Test ...................................................................... 45 

4.2.3 Discriminant Validity Test .................................................................... 46 

4.3 Structural Model Evaluation................................................................... 47 

4.4 Model Fit Test ........................................................................................ 48 

4.5 Hypothesis Testing ................................................................................. 49 

4.6 Hypotheses Discussion ........................................................................... 51 

4.6.1 The Influence of Informativeness on Shopping Enjoyment ............. 51 

4.6.2 The Influence of Layout Design on Shopping Enjoyment ............... 52 

4.6.3 The Influence of Entertainment on Shopping Enjoyment ................ 55 

4.6.4 The Influence of Social Presence on Shopping Enjoyment .............. 57 

4.6.5 The Influence of Shopping Enjoyment on Impulsive Buying Behavior 
 59 
 
CHAPTER V CONCLUSION ........................................................................... 63 
5.1 Conclusion .............................................................................................. 63 

5.2 Managerial Implication .......................................................................... 64 
5.3 Research Limitation ............................................................................... 67 

5.4  Future Research Suggestion ................................................................... 67 

 
 

The Effect of Shopping Enjoyment on Impulsive Buying (A study in Indonesian E-marketplaces)
Erica Dwi Wiranti Tanra, Dr. Sahid Susilo Nugroho, M.Sc.
Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/


	LIST OF CONTENTS

