
viii  

 

 

TABLE OF CONTENTS 
THESIS APPROVAL .............................................................................. iii 

THESIS DEFENSE COMMITEE .......................................................... iv 

ACKNOWLEDGEMENTS ..................................................................... vi 

LIST OF FIGURES ................................................................................ xii 

LIST OF TABLES ................................................................................. xiii 

CHAPTER I .............................................................................................. 1 

1.1 Research Background ......................................................................... 1 

1.2 Research Problem ............................................................................. 11 

1.3. Research Questions .......................................................................... 12 

1.4 Research Objectives .......................................................................... 13 

1.5 Scope .................................................................................................. 14 

1.6 Theoretical Contribution .................................................................. 14 

1.7 Research Outline ............................................................................... 16 

CHAPTER II .......................................................................................... 18 

2.1 Marketing .......................................................................................... 18 

2.2 Consumer Behaviour ........................................................................ 20 

2.3 Purchase Decision ............................................................................. 20 

2.3.1 Types of Purchase Decisions ................................................................. 21 

2.4. Impulse Buying Behaviour .............................................................. 22 

2.4.1. Types of Impulse Buying Behaviour ................................................... 22 

2.4.2 Factors affecting impulse buying .......................................................... 23 

2.5 Social Comparison Theory ............................................................... 25 

2.5.1 Types of Social Comparison ................................................................. 26 

2.6 Materialism ....................................................................................... 27 

2.6.1 Dimensions of Materialism ................................................................... 28 

2.7 Negative Affect .................................................................................. 29 

2.8. Confidence ........................................................................................ 29 

2.8.1 Characteristics of Confidence............................................................... 30 

2.9 Relationship Between Variables ....................................................... 32 

2.9.1 Social Comparison and Materialism .................................................... 32 

2.9.2 Social Comparison and Negative Affect ............................................... 32 



ix 

 

2.9.3 Social Comparison and Impulse Buying .............................................. 33 

2.9.4 Materialism and Negative Affect .......................................................... 34 

2.9.5 Materialism and Impulse Buying ......................................................... 36 

2.9.6 Negative Affect and Impulse Buying .................................................... 37 

2.9.7 The Moderating Effect of Confidence .................................................. 38 

2.10 Conceptual Model ........................................................................... 40 

CHAPTER III ......................................................................................... 41 

3.1 Research Paradigm ........................................................................... 41 

3.2 Research Type ................................................................................... 42 

3.3 Research Design ................................................................................ 43 

3.4 Object of Research ............................................................................ 44 

3.5 Unit of Analysis ................................................................................. 44 

3.6 Variable Measurements .................................................................... 46 

3.7 Conceptual and Operational Definitions .......................................... 47 

3.8 Data Collection Method .................................................................... 50 

3.9 Scale Measurement ........................................................................... 52 

3.10 Ethics in Data Collection ................................................................ 53 

3.11 Sampling .......................................................................................... 54 

3.12 Sample Size ...................................................................................... 58 

3.13 Data Analysis Methods ................................................................... 58 

3.13.1 Descriptive Statistics ........................................................................... 59 

3.13.2 Inferential Statistics ............................................................................ 60 

3.14 Goodness of the Data ...................................................................... 60 

3.14.1 Reliability Test .................................................................................... 60 

3.14.2 Validity Test ........................................................................................ 61 

3.15 Structural Equation Model ............................................................. 62 

3.16 Partial Least Squares (PLS) ........................................................... 63 

3.16.1 Outer Model ........................................................................................ 64 

3.16.2 Inner Model ........................................................................................ 65 

3.17 Preliminary Test.............................................................................. 66 

3.17.1 Preliminary Test Validity Results ...................................................... 66 

3.17.1.1 Convergent Validity Results ........................................................ 67 

3.17.2 Preliminary Test Reliability Results................................................... 72 



x 

 

CHAPTER VI ......................................................................................... 74 

4.1 Respondents’ Profile ......................................................................... 74 

4.1.1 Online Shopping Frequency ............................................................. 75 

4.1.2 Gender ............................................................................................... 75 

4.1.3 Age ..................................................................................................... 76 

4.1.4 Level of Education ............................................................................ 76 

4.1.5 Profession .......................................................................................... 77 

4.1.6 Domicile ............................................................................................. 77 

4.1.7 Monthly Income ................................................................................ 78 

4.2 Actual Test ........................................................................................ 79 

4.2.1 Descriptive Statistics ............................................................................. 79 

4.2.2 Inferential Statistics .............................................................................. 82 

4.2.2.1 Convergent Validity – Actual Test (I) ........................................... 82 

4.2.2.2 Discriminant Validity – Actual Test (I) ......................................... 84 

4.2.2.3 Convergent Validity – Actual Test (Final) .................................... 85 

4.2.2.4 Discriminant Validity – Actual Test (Final) .................................. 87 

4.2.2.5 Common Method Bias – Actual Test (Final) ................................. 88 

4.2.2.6 Reliability – Actual Test (Final)..................................................... 90 

4.2.2.7 Outer Model ................................................................................... 91 

4.2.2.8 R Squared Results (R²) .................................................................. 92 

4.2.2.9 Q Squared Results (Q²) .................................................................. 93 

4.2.2.10 Model Fit ...................................................................................... 94 

4.2.2.11 Hypothesis Testing ....................................................................... 95 

4.2.2.12 Inner Model .................................................................................. 98 

4.3 Discussion .......................................................................................... 99 

CHAPTER V......................................................................................... 105 

5.1 Conclusion ....................................................................................... 105 

5.2 Theoretical Implications ................................................................. 108 

5.3 Managerial Implications ................................................................. 110 

5.4 Limitations ...................................................................................... 114 

5.5 Recommendations for Future Research ......................................... 114 

References ............................................................................................. 116 

APPENDIX A........................................................................................ 130 



xi 

 

APPENDIX B ........................................................................................ 138 

APPENDIX C........................................................................................ 140 

Convergent Validity – Outer Loading ........................................................ 142 

Convergent Validity – AVE ........................................................................ 143 

Reliability – Cronbach’s Alpha ................................................................... 144 

Reliability – Composite Reliability ............................................................. 144 

APPENDIX D........................................................................................ 145 

APPENDIX E ........................................................................................ 148 

Convergent Validity – Outer Loading ........................................................ 150 

Discriminant Validity - HTMT ................................................................... 151 

APPENDIX F ........................................................................................ 153 

Google Forms Responses (Final) .......................................................... 155 



xii  

 
 

LIST OF FIGURES 
 

Figure 1.1 Different marketplaces in Indonesia and the number of visitors (3rd 

Quarter of 2021) .................................................................................................. 2 

Figure 1.2 E-commerce Transactions in Indonesia (2014-2018) ........................... 2 

 
Figure 1.3 Online Shopping Frequency from 34 provinces in Indonesia ................ 3 

 
Figure 1.4 Indonesia GDP Growth Forecast (2020-2023) ..................................... 4 

 

Figure 1.5 Social Media Users in Indonesia .......................................................... 7 

 

Figure 2.1 Conceptual Model ............................................................................. 39 

 
Figure 3.1 PLS SEM Model… ............................................................................ 64 

 
Figure 4.1 Path Model ........................................................................................ 98 



xiii  

 

 

LIST OF TABLES 

 
Table 3 1 Convergent Validity Results (Confidence Variable) with Rule of Thumb 

 

>0.70 ..................................................................................................................... 67 

Table 3 2 Convergent Validity Results (Confidence Variable) after removing 

indicators CD1 and CD2 .................................................................................... 67 

Table 3 3 Convergent Validity Results (Impulse Buying Variable) with Rule of 

Thumb >0.70 ..................................................................................................... 68 

Table 3 4 Convergent Validity Results (Confidence Variable) after removing 

indicators IB1 and IB6 ....................................................................................... 68 

Table 3 5 Convergent Validity Results (Materialism Variable) with Rule of Thumb 

>0.70 ..................................................................................................................... 69 

Table 3 6 Convergent Validity Results (Materialism Variable) after removing 

indicators MA3, MA6, MA8, MA7, MA9 .......................................................... 69 

Table 3 7 Convergent Validity Results (Negative Affect Variable) with Rule of 

Thumb >0.70 ..................................................................................................... 70 

Table 3 8 Convergent Validity Results (Social Comparison Variable) with Rule of 

Thumb >0.70 ..................................................................................................... 70 

Table 3 9 Convergent Validity Results (Social Comparison Variable) after 

removing indicators SC2, SC4, SC5, SC6 .......................................................... 71 

Table 3 10 AVE Results before the removal of indicators .................................. 72 

Table 3 11 AVE Results after the removal of indicators ..................................... 72 

Table 3 12 Cronbach’s Alpha results before the removal of indicators................ 73 

Table 3 13 Composite Reliability results before the removal of indicators .......... 73 



xiv  

Table 4. 1 Online Shopping Frequency of Respondents ...................................... 75 

Table 4. 2 Percentage of Respondents’ Gender................................................... 75 

Table 4. 3 Percentage of Respondents’ Age ....................................................... 76 

Table 4. 4 Percentage of Respondents’ Level of Education ................................ 76 

Table 4. 5 Percentage of Respondents’ Profession .............................................. 77 

Table 4. 6 Percentage of Respondents’ Domicile................................................ 77 

Table 4. 7 Percentage of Respondents’ Monthly Income .................................... 78 

Table 4. 8 Percentage of Respondents’ Monthly Expenditure ............................. 79 

Table 4. 9 Descriptive Statistics ......................................................................... 80 

Table 4. 10 Convergent Validity – Factor Loading >70 Actual Test (I) .............. 83 

Table 4. 11 Convergent Validity – AVE>0.50 Actual Test (I) ............................ 84 

Table 4. 12 Discriminant Validity – HTMT<0.90 Actual Test (I) ....................... 85 

Table 4. 13 Convergent Validity – Factor Loading >0.70 Actual Test (Final) ..... 85 

Table 4. 14 Convergent Validity – AVE >0.50 Actual Test (Final) .................... 87 

Table 4. 15 Discriminant Validity – HTMT<0.90 Actual Test (Final) ................ 87 

Table 4. 16 Collinearity (VIF) – Outer VIF <10 Actual Test (Final) ................... 88 

Table 4. 17 Collinearity (VIF) – Inner VIF <10 Actual Test (Final) ................... 89 

Table 4. 18 Reliability Cronbach’s Alpha >0.70 – Actual Test (Final) ................ 90 

Table 4. 19 Reliability Composite Reliability >0.70 – Actual Test (Final) .......... 91 

Table 4. 20 R² Results ........................................................................................ 92 

Table 4. 21 Q² Results ........................................................................................ 93 

Table 4. 22 Model Fit results.............................................................................. 94 

Table 4. 23 Hypothesis Testing .......................................................................... 95 


	ACKNOWLEDGEMENTS
	LIST OF TABLES


