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Abstract—Research about impulsive buying behaviour has
identified several determinant factors along the consumer
journey, including psychological factors such as consumers’
traits and shopping motives. This study investigates the
moderating impact of the scarcity created in flash-sale events on
the linkage between consumers’ traits (sensation-seeking and
self-identity) and shopping motives (hedonic and utilitarian).
We collect 230 usable data using purposive sampling on e-
marketplace consumers in Indonesia. We tested the hypothesis
using Partial Least Square-Structural Equation Modeling (PLS-
SEM). Direct effects of shopping motives and consumer traits
toward impulse buying behaviour are evident in the result.
Findings suggest scarcity moderates the linkage between
utilitarian motive and sensation-seeking trait toward impulse
buying behaviour, showing an enhancement effect. However, we
find no support for moderating effect of scarcity on hedonic
motive and self-identity trait. The uniqueness of the scarcity
effect in creating impulse buying behaviour in the e-marketplace,
can be used to develop strategies to increase sales in the e-
marketplace.
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I. INTRODUCTION

The globalization shifts that emphasize Internet use have
occurred with the rapid expansion of information technology
infrastructure. The information provided by the Internet is
extensively broad, including online transactions. So, it is
unsurprising why many companies simultaneously change
their way to earn profit or expand the market online. Then, an
idea called e-marketplace appeared to provide a selling and
purchasing platform for several businesses. Millennials
dominating the use of e-commerce by 47% compared to other
generation range according to report from (Kredivo and
Katadata, 2021). The millennial generation is the generation
that highly adopts the Internet for online shopping needs or,
in this case, e-marketplace (Islahuddin and Syaifudin, 2021);
they range from 25 to 41 years old. The first generation that
grew up in the digital age is millennials, familiar with
communication, media, and digital technology (Kaifi et al.,
2012). A survey at superstores in India by (Datta and Sharma,
2017) found that branded clothing was placed first in the
product category for Generation Y, with 21.8% looking at the
significant discrepancy between what they want to buy and
what they are buying. Diana (2017) also found that
millennials have characteristics that are easily attracted to
attractive packaging and regular monthly discounts in e-
marketplace. Influencers on social media and ongoing trends
also pressure this generation to make unplanned purchases.
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A few factors in this research might impact consumer
decisions when they have the urgency to do impulsive
spending. Ozen and Engizek (2014) define hedonic shopping
motive as the experience consumers feel when shopping, such
as feelings of pleasure, to encourage them to make purchases.
According to survey of Prawira and Sihombing (2021),
scarcity has significantly moderated hedonic shopping values
toward impulsive buying behavior. To our knowledge, very
few studies identify scarcity as a moderator on the impulsive
buying behavior and its relationship with variables of each
trait and motive from psychological factors, as in meta-
analytic analysis from Hofstede Insights (2022), notably on
an online platform. Hence, this research seeks to fill the gap
by studying the impacts of scarcity with hedonic shopping
motive, utilitarian shopping motive, sensation-seeking, and
self-identity toward impulsive buying behavior. Moreover, it
gives strategic inputs to companies by investigating factors
that might impact impulsive buying behaviour supported by
scarcity in the future e-marketplace.

Il. LITERATURE REVIEW

A. Hedonic Shopping Motives

Consumers may believe that buying stuff has some effects
on them. They could be providing emotional gratification,
compensation, rewards, or minimizing their negative feelings
(lyer et al., 2019). Hedonic shopping is a behaviour in which
someone emphasizes the pleasure and enjoyment resulting
from the shopping experience (Mirzaei et al.,, 2018).
Generally, utilitarian and hedonic were two dimensions of
consumer motivation (Gupta, 2013). Essential internal factors
of impulsive buying behaviour are consumer motive, such as
hedonic or utilitarian motive. It reflects goal-directed arousal,
causing certain consuming beliefs. Someone who has various
attractive offers can influence their hedonic shopping value.
Online shoppers’ hedonic values could be obtained through
arousal, playfulness, and positive online shop interaction
(Bridges and Florshein, 2008).

B. Utilitarian Shopping Motives

Utilitarian motive refers to a person’s desire to explore the
reasons for obtaining a high-quality product that is also
efficient in time and energy. Usually, utilitarian products are
not related to conditions. If a person’s shopping activity is
related to purchasing products efficiently to achieve the goal
of minimal irritation, it can be considered utilitarian shopping
(Mirzaei et al., 2018). Utilitarian motive primarily applies to
certain online buying goals and tasks, such as purchase
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consideration. Online shoppers plan their purchases by
gathering information on the attributes and price of the
product/brand (Kau et al., 2004). Utilitarian motive occurs
when individuals are motivated to own stuff. It generally
arises from a reaction to offers that succeed in attracting
someone. The offers could be in the form of discounts, easy
exchange of goods, refund policies, and the availability of
many products; Necessity was the basis of utilitarian motive
(Lee and Kacen, 2008). Utilitarian motive people could find
more or plenty of information according to their necessity,
which could lead to judgment and conclusion to have an item
or stuff.

C. Sensation Seeking

Sensation seeking may be a biopsychosocial dimension of
identity-related to other externalizing personality
characteristics (Mann et al., 2018). Findings agree that
sensation seekers usually need diverse, unique, and complex
experiences (Park and Stangl, 2020). Sensation seeking is
part of a personality attribute that indicates how far an
individual prefers to pursue new experiences in life
(Kiatkawsin et al., 2021). So, from that statement, it could be
concluded that individuals looking for sensation have a more
prominent inclination against happiness, but they lack control
(Jalees et al., 2016; Bearden et al., 2012). According to the
description above, it can conclude that sensation-seeking can
lead to psychology from their characteristics; they tend to
spend money only for their happiness to reach attention or
pleasure and lack control.

D. Self-1dentity

According to the study of Sun and Wu (2011), identity is a
self-opinion that an individual creates and desires to maintain.
A set of traits, characteristics, relationships, roles, and social
organization membership defines self-identity (Oyserman
et al., 2012). Flotskaya et al., (2019) mention that self-
identification could be described as an aggregate of a person’s
traits such as identification, integrity, and precise shape
development. It develops due to edition and reorientation in a
continuously converting environment. Those statements are
all about individual integrity that could make possible
differences.

E. Scarcity

Rice and Keller (2009) define scarcity as limited time and
quantity, determining the number of stocks and periods where
products can be purchased. In other studies, scarcity taglines
put psychological pressure on consumers to impulsively
boost the urgency to buy (Akram et al., 2018). The impact of
necessity that rises due to scarcity indirectly supports
impulsive buying behaviour (Guo et al., 2017). Product
availability or scarcity was also one of the critical predictors
of impulsive online buying as part of website attributes (Liu
et al., 2013). Furthermore, considering the low level of
product stocks might trigger customer impulsivity, limiting
their sales, and too many stores will not boost customers to
buy (Chong et al., 2017).

F. Impulsive Buying Behavior

“An impulsive buying behaviour occurs immediately on
the spot, by exposure to a stimulus” (Piron, 1991). According
to the study of Ali and Zubairi (2020), purchasing items

without a prior plan or impulse is considered impulsive if not
limited to a particular good or business setting. People who
have a massive tendency to buy impulsively will purchase
because that gives them happiness (Chong et al., 2017).
Garrett et al. (2014) mention that from the customer
perspective, they did not realize the increment of impulsive
spending as a disadvantage of the ease of mobile payment.

G. Hypothesis Development

Hedonic shopping motive defines as an immoderate
activity of shopping. People with hedonic shopping intentions
tend to spend a significant of time perusing online stores,
resulting in unplanned purchases. The motivation of an
individual’s shopping intentions may vary. One of them is
hedonic shopping intentions. Supporting the research, Park
and Dhandra (2017) demonstrate that hedonic web browsing
characteristics positively influence impulsive purchase
behaviour. These two findings portray a favourable and
substantial influence on hedonic buying motive of stimulus
purchases. Hedonic motive is a consumer motivator closely
associated with impulsive buying and represents goal-
directed arousal, leading to certain consumption beliefs (lyer
et al., 2019). Research conducted by Sun and Wu (2011)
shows that impulsive buying behaviour positively influences
internet addiction, the need for agitation or motive, and the
need for material resources. Customers who have a
personality obsessed with hedonic traits can positively
influence impulsive buying behaviour.

H1: Hedonic shopping motive positively impact impulsive
buying behavior

Customer value has two dimensions, namely utilitarian and
hedonic. Apart from hedonic factors there are also utilitarian
shopping motivation factors which have a role in influencing
impulsive buying behavior when consumers can be rational
in shopping activities (Wen-Kuo et al., 2020). The worth of a
certain shopping job is referred to as utilitarian value, and it
accurately represents product acquisition. According to the
study of Floch and Madlberger (2013), utilitarian motive can
trigger impulsive buying. The higher the consumer’s specific
context, the more products they will buy impulsively.
Furthermore, customers’ utilitarian and hedonic motives are
strongly associated with satisfaction and impulsive online
purchasing behaviour (Wu et al., 2011). When too much
information is accessible, buyers will probably think that the
purchasing platforms are practical, which flexibility will raise
the utilitarian motivation of making impulsive purchases
along with mobility (Cecianti and Hati, 2021). Personalized
advertisements that succeed to attract needs even though
someone doesn’t need it, could lead to impulsive buying, this
due to someone feeling that product was useful and helpful
will affect identity as a person (Sharma et al., 2014). The
study of Mann et al. (2018) showed that COVID-19 affected
the utilitarian motivational behavior of consumers because
they made impulsive purchases and failed to consider the
economic and extrinsic advantages of businesses. However,
several studies show utilitarian motive does not positively
affect impulsive buying behaviour. According to the study of
Mann et al. (2018), utilitarian browsing negatively affects
purchase impulsiveness, but hedonic browsing is favourably
related. This is because utilitarian values are rational
shopping behaviour and do not involve emotions in
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purchasing decisions.

H2: Utilitarian shopping motive positively
impulsive buying behaviour

Sensation-seeking, variety-seeking, novelty-seeking, and
similar dispositions are arguably separate from other qualities,
such as impulsivity, and have been linked to impulsive
purchasing behaviour (Punj, 2017; Sharma et al., 2014).
Baumeister (2002) and Lee (2003) define sensation seeking
as a person’s experience that creates thrilling and exciting
feelings, which proved that a higher level of excitement in
commercial environments enhances the loss of self-control.
Therefore, loss of self-control driven by sensation seeking
can also refer as impulsive buying behaviour.

H3: Sensation seeking positively impacts impulsive buying
behavior

Himawari et al. (2018) mention that self-identity becomes
a motive of someone purchasing a decision to make an image
upon self in the minds of others to establish a specific goal
identity of themselves. People that place a high value on
materialistic things are supposed to acquire a wide range of
items to boost and express their prestige, rank, and influence
in society. These assets cause the person delighted and
impulsive purchases often serve as a reflection of someone’s
identity (self-identity) (Dittmar et al.,1995; Pradhan, Israel
Jena, 2018; Sun and Wu, 2011). The feeling of being cool
increases hedonic value, in which individuality, self-identity
and personality become part of it, as a result creates
perception that the product is cool (Oyserman et al., 2012)
and there is a possibility of impulsiveness. Self-identity is one
cultural element that moderates customers’ impulsive
shopping decisions (Kaifi et al., 2012). Previous researchers
have used the relation between self-identity and impulsive
buying behaviour extensively. Phau and Lo (2004) used it to
create a new marketing strategy using the self-concept
characteristics of fashion innovators who generally exhibit
impulsive behavior. While Sharma et al. (2012) focus on
men’s products that intrigue impulsive buying purchases in a
male-dominated society in India. This is also in line with the
research of Dittmar et al. (1995) who stated that impulse
purchases are more likely to be goods that present a preferred
or ideal self and therefore must be influenced by social
categories such as gender.

H4: Self-identity positively impacts impulsive buying
behaviour

According to the survey of Prawira and Sihombing (2021),
scarcity has significantly moderated hedonic shopping values
towards impulsive buying behaviour, except for social and
idea shopping. These are due to e-commerce that acts by itself
on the seller. As stated by lyer et al. (2019), hedonic dan
utilitarian motives towards impulsive buying behaviour will
be stronger when the product is not widely available or not
widely distributed. So does sensation-seeking. Even though
sensation seeking is vital when a product is available in their
research, it is not proven to become weak when it is scarce.
Gupta (2013) mentions that consumers who want to define
their self-identity, where they want to differentiate from
others, will race themselves to retrieve scarce goods. So, it
pushes them to get the goods as soon as possible. Cui et al.
(2019) mention that customers, especially in the online store,
would be driven to purchase the item when the product

impact

availability information is applied. They were afraid they
would not get certain promotion benefits; therefore, they
rushed to deal with it. Nevertheless, scarcity did not always
positively impact customer shopping intention. Looking at
the study from Biraglia et al. (2021), the downsides of
scarcity can create customer anger and switch intentions to
other brands. Therefore, this research wants to see whether
scarcity can encourage customers to do impulse buying or not.

H5: The relationship between hedonic shopping motive
and impulsive buying behaviour will be stronger when
scarcity presents

H6: The relationship between utilitarian shopping motive
and impulsive buying behaviour will be stronger when
scarcity presents

H7: The relationship between sensation seeking and
impulsive buying behaviour will be weaker when scarcity
presents

H8: The relationship between self-identity and impulsive
buying behaviour will be stronger when scarcity presents

I1l. RESEARCH METHODS

A. Measurement

Rise and Kelller (2009), this research uses a quantitative
approach by collecting primary data using a survey method.
The questionnaire distributes through Google Form to people
who use the Indonesian e-marketplace to make purchases.The
questionnaire develops in English, yet the author also
provided them in Bahasa Indonesia. The measurement of
response is ranged from 1 (“Strongly Disagree”) to 5
(“Strongly Agree”) using the Likert scale. The questionnaire
consists of three sections. The first section filters whether the
respondents have used one Indonesian e-marketplace and
experienced impulsive buying. The second seeks to collect
the respondent profile. The third section aims to assess the
factors that impact impulsive purchasing behaviour.

There were six variables involved in this study. Hedonic
shopping motive adopts Park et al. (2012) and Horvéh, and
Adigiizel (2018). Utilitarian shopping motive adopts Wu et al.
(2011) and Park et al. (2012). Sensation seeking was adopted
from Aluja et al. (2010), Mann et al. (2018), and Fernandez-
Artamendi et al. (2016). Self-ldentity adopts Dittmar et al.
(2007). Scarcity adopts Prawira and Sihombing (2021) and
Wu et al. (2011). Last, Impulsive Buying behaviour adopts
Park et al. (2012) and Pradhan (2016).

B. Data Collection

The primary data retrieve from the Indonesian e-
marketplace active users who shop more than once a month
from 24 to 40 years old as respondents through the
questionnaire for non-probability sampling. They experience
impulse buying on Indonesian e-marketplaces such as Shopee,
Tokopedia, Bukalapak, Lazada, and Blibli. The questionnaire
consists of 30 questions and a target of 200 respondents. The
suggestion for a valid observation is between 160 and 300 and
is suited for multivariate statistical analysis techniques, such
as PLS-SEM (Memon et al., 2020). Then data retrieved will
get tested using Partial Least Square-Structural Equation
Modeling (PLS-SEM). PLS-SEM examines the data on the
relationship between the variables in this model.
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IV. RESULT AND DISCUSSION

A. Result

A pre-test was done by collecting 30 respondents, ensuring
the measurement’s validity and reliability. Then once all the
measures were validated, online questionnaires were
distributed among targeted respondents. The results were
then examined using PLS-SEM, which showed that 230 of
the 284 respondents provided valid responses. The
percentage between women and men was 55.5% and 44.5%,
respectively. Based on the criteria that we have set, namely
the millennial generation with an age range of 24-40 years,
the responders aged 24 to 28 account for 56.5% of the total,
with 47.8% living in Tangerang and 55.6% of respondents are
in private employment, with monthly spending about almost
equal to a range of fewer than 1 million rupiahs to more than
5 million rupiahs. The majority of e-marketplaces used is
Shopee with a percentage of 76.8%, and 43% of them
impulsively buy on that marketplace one to two times a
month. Basic statistical tests, namely the validity and
reliability tests, have been carried out first. Outer loadings
between variables must be more than 0.5 to be considered
significant or valid (Hair et al., 1998). This result shows that
all outer loading values are more than 0.7. Before evaluating
the hypothesis, data quality is assessed by reliability and
validity tests. Cronbach’s alpha value should be equal to or
greater than 0.7 to be regarded acceptable. Each variable is
valid and reliable with Cronbach’s Alpha value starting from
0.697. Validity testing includes the AVE and outer loading
value. The Average Variance Extracted (AVE) value must be
equal to or above 0.5 to consider whether the data is good or
can also test out the convergent validity. Furthermore, from
this survey, all the variables have AVE values ranging from
0.586 to 1, which means the data is sufficient. With an R=
value of 0.571, hedonic shopping motive, utilitarian shopping
motive, sensation seeking, self-identity, and scarcity, can be
explained by 57.1% of impulsive buying behaviour. Other
variables outside this research explained the rest
(Investopedia, 2022). Then, using the Fornell-Larcker
criterion, we examined discriminant validity. Discriminant
validity is evident when the concept’s square root of AVE is
more significant than its correlations with other variables in
the model (Fornell and Larcker, 1981). Overall, the result
from this research shows that discriminant validity is
acceptable for this measuring approach and supports the
variables. Following the validity and reliability test, the
hypothesis is tested. Hypothesis testing seeks to identify
whether a sample of data investigated is related to one another
and if the data has a positive or negative influence on the
dependent variable. PLS-SEM testing uses Bootstrapping,
where the P-value must be less than 0.05 for a hypothesis to
be accepted. Meanwhile, in this survey, all variables have a
P-value lower than 0.05, except hedonic shopping motive
moderating by scarcity against impulsive buying (H5) and
self-identity moderating by scarcity against impulsive buying
(H8) was rejected due to its values more than 0.05. The
analysis found that hedonic shopping motive and self-identity
moderated by scarcity have a negative effect and are not
significant toward impulsive buying behaviour. However,
they have a positive and significant correlation with their
direct effects. Meanwhile, utilitarian shopping motive, with

or without scarcity, has no positive yet considerable effect on
impulse buying behaviour. Lastly, impulse buying behaviour
was the only variable that positively and significantly
correlated with sensation-seeking, whether it was a direct
effect or moderated effect with scarcity.

B. Discussion

This study aimed to examine the moderating effects of
scarcity on consumer traits and motives towards impulsive
buying behaviour during the covid-19 pandemic. The data
testing results show that six hypotheses have a significant
effect out of the eight hypotheses. Besides the unique context
in this research that examines the model (research conducted
among e-marketplace users), some previous studies aligned
with this research results. The results demonstrated that the
first hypothesis’s hedonic shopping motive affects impulsive
buying. These results are aligned with prior studies indicating
the link between hedonic shopping and impulsive purchasing
behaviour (GUtekin and Hacettepe, 2012; Park and Dhandra,
2017) The results showed that utilitarian shopping motive in
the second hypothesis significantly affected impulse buying.
Contrary to Lee et al. (2003), utilitarian shoppers are rational
when buying something and do not involve their feelings in
their decisions.

The results showed that the sensation seeking in the third
hypothesis substantially impacted impulse buying. Previous
studies convey the relationship between sensation seeking
and impulsive buying behaviour (Chen, 2013; Lee and Kacen,
2008; Mirzaei et al., 2018; Shepperd et al., 2011). From our
analysis, the sensation coming from impulsive buying
activities is what the sensation seekers are looking for. The
results showed that self-identity in the fourth hypothesis
significantly affected impulse buying. The correlation
between self-identity and impulsive purchase behaviour is
shown in previous research (Chen, 2013; Lee and Kacen,
2008; Mirzaei et al., 2018). These results might be related to
customers from the e-marketplace in Indonesia tend to
differentiate themselves or have pride in themselves when
they could be impulsive when they shop.

The fifth hypothesis shows no moderating effect from
scarcity towards hedonic shopping motive to impulsive
buying behaviour. Contrary to the initial hypothesis, this was
consistent with analysis results from Bearden et al. (2012),
where scarcity, in this case, limited time, positively impacted
impulsive buying behaviour regardless of the effect of
hedonic shopping motive a moderating variable. Utilitarian
shopping motivation on the sixth hypothesis shows a
moderating effect from scarcity toward impulsive buying
behaviour. Aligned with the meta-analytic review by Rehman
et al. (2021), there is a link between utilitarian motive and
impulsive purchasing behaviour. The result of this research
reflects on this pandemic condition. Therefore, there is a long
queue line in the grocery store where utilitarian usually only
buy when needed instead of stocking them. On the other hand,
sensation-seeking on the seventh hypothesis positively
impacted impulsive buying behaviour moderated by scarcity
(distribution intensity).

Similarly, the eighth hypothesis shows that scarcity does
not moderate self-identity with the fifth hypothesis results.
Though scarcity was proven to boost self-identity in the other
research, Indonesia had a high long-term orientation score on
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Hofstede. They can adapt to situations to save and thrift
(Hofstede Insights, 2022). Thus, from our analysis, although
hedonic and self-identity shoppers lead to impulsive shopping
behaviour, when there is resource scarcity, it will not increase
their urgency to shop impulsively. Our result has portrayed
that not every personal trait and motive related to impulsive
buying behaviour results when scarcity happens.

V. CONCLUSION, LIMITATION, AND RECOMMENDATION

Out of 36 measurements, four independent variables, one
moderating variable, and one dependent variable identified
six variables that positively impact impulsive buying
behaviour. Moreover, only two variables are not supported.
The result from this research provides insights for studies of
factors that impact impulsive buying behaviour based on the
trait and motives of the buyer, together with the moderating
impact of external factors such as scarcity. Scarcity
moderates the strength of the relationship between personal
factors to impulsive buying behaviour, however not all of
those factors. Scarcity does not moderate the impact of
hedonic shopping motive toward impulse buying. The
individual that shows strong self-identity will still show
impulsive buying behaviour with or without scarcity. Among
all the factors, sensation-seeking was found to be the most
significant factor of traits and motives of a customer to do
impulsive purchases. Companies could try to create
promotions such as flash sales or limiting times and a certain
quantity of selected stores. It might create a shopping
sensation that triggers a sensation-seeking to make unplanned
purchases.

However, there are limitations to the study. The sample
size can increase, possibly gaining higher percentages of e-
marketplace users. As of 2020, there are 129 million users in
Indonesia (Prawira and Sihombing, 2021). Second, the
consumer qualities and reasons, scarcity, and impulsive
purchasing behaviours of men and women were not analyzed.
In comparison, men and women may react differently to
shortages when shopping impulsively.

Meanwhile, the new consumption rate may exceed 30% as
internet shopping expands outside Jakarta, providing better
options and costs (Das et al., 2018). Therefore, populations
outside Jakarta can be researched to determine if cultural
differences affect impulsive shopping characteristics.
Nevertheless, hedonic shopping motive and self-identity
were not moderated by scarcity when they do impulsive
shopping. This result can further investigate why hedonic
shopping motive and self-identity are not moderated by
scarcity when impulsive shopping. External factors such as
marketing stimuli and payment method can also enrich these
studies with elements besides physiological. Third, future
studies can also use the same traits and motives with
compulsive buying behaviour as their dependent variables. It
is not only an impulsive behaviour but reaches up to a buying
disorder.
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