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Abstract

Keywords: The rapid growth of e-commerce in Indonesia has led to the emergence of varions
limited time offer, platform service digital marketing strategies that stimulate consumers’ impulsive buying bebavior.
This study examined the effects of limited time offers and platform service quality
on impulsive buying among e-commerce consumers in Indonesia, with paylater as
a moderating variable. It employed a quantitative approach. Research data were
collected using an online survey method, in which questionnaires were distributed
through social media. The collected data were analyzed wusing the Structural
Egnation Model (SEM) method with Amos 31 software. The results of this
study indicate that limited time offers have a significant effect on impulsive buying.
In contrast, platform service guality does not have a significant effect on inpulsive
buying. In addition, paylater has been shown to influence the relationship between
limited time offers and platform service guality, as well as impulsive buying. This
study contributes to the literature and has practical implications for e-commerce
practitioners in developing digital marketing strategies.

quality, paylater, e-commerce

INTRODUCTION

The rapid advancement of technology has accelerated the digital transformation of
economic activities in many countries, including in Indonesia. According to a report by Google,
Temasek, and Bain & Company, Indonesia's digital economy has exceededs $80 billion,
representing a 13% year-on-year increase and positioning Indonesia as country with the highest
digital economy value in Southeast Asia (Google, 2024; Amri, 2025). As the Digital Economy
Outlook report released by CELIOS indicates, e-commerce is one of the main sectors contributing
to the largest digital economy transactions in Indonesia, with projected transaction values reaching
IDR 471.01 trillion in 2025 (Putri, 2025). These trends reflect the rapid growth of digital consumer
behavior in Indonesia. Changes in current consumption patterns have significantly contributed to
the growth of the e-commerce sector, as people prioritize convenience, security, and personalized
experiences when shopping online (Lubis et al., 2024).

E-commerce often encourages consumers to make impulsive purchases, even when such
decisions may not align with their long-term interests. E-commerce provides access to products,
services, purchasing processes, and payments, making consumers more likely to make impulsive
purchases (Huang et al., 2024). Akram et al. (2018) define impulsive buying as consumer actions
that are direct, spontaneous, and reckless, often occurring without careful consideration. One of
the most commonly employed ways to stimulate consumers to act impulsively is through Limited
Time Offers. Oberoi (2024) found that limited time offers can trigger impulsive behavior by
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creating a sense of urgency and scarcity through the promotions offered, thereby reducing
consumers’ deliberation in decision making. This is in line with research conducted by Ruliya et al.
(2024), which revealed that limited time offers created a sense of urgency and discomfort, causing
consumers to make decisions without fully evaluating potential risks.

In addition to promotions, the quality of platform services also plays a critical role in
shaping consumers’ online shopping experiences and purchase decisions. Platform that provide
quick, responsive, and reliable services instill a sense of ease of use and trust in users, which can
lead to impulsive behavior (Mardhotillah & Wibawa, 2025). Hanaysha et al. (2025) found that
website quality and perceived service quality significantly influence consumers' purchase
intentions. Furthermore, e-commerce platforms that provide attractive visuals tend to enhance
consumer trust and reduce perceived uncertainty, thereby increasing the likelihood of purchase
intention (Qalati et al., 2021).

In parallel with these developments, the adoption of “buy now pay later”, commonly

referred to as paylater, has grown rapidly as it reduces financial barriers in the transaction process.
Several e-commerce platforms have implemented this feature, such as Shopee, Tokopedia, L.azada,
and Blibli. In Indonesia, the adoption of paylater continues to increase annually. Kredivo reported
that 70.5% of consumers used paylater for online shopping in 2024 (Kredivo, 2024). Hilmi and
Pratika (2021) found that paylater services have a direct positive effect on impulsive purchases.
The use of paylater as a payment method is associated with a reduction in the “pain of payment”
for consumers and provides a lower cost perception (installment costs), which can subsequently
stimulate higher consumer shopping behavior (Ashby Bsc, 2019).

The review of literature has identified several gaps. The first gap is the lack of
understanding related to the Limited Time Offer variable (Wu et al., 2021; Gong & Huang, 2024).
Thus, further research related to this variable is needed. Secondly, there is a lack of literature
directly addressing platform service quality. The last gap identified is the limited use of the paylater
variable as a moderator. Most previous studies still focused on the direct influence of paylater, and
the use of paylater as a moderating variable was still relatively rare. Moreover, empirical findings
regarding paylater users remain inconsistent. Research conducted by Hamidah et al. (2024)
demonstrated that the use of PaylLater has a strong influence on impulsive buying. This is
inconsistent with the results of research conducted by Vernanda et al. (2025), which showed that
PaylLater did not significantly influence impulsive buying behavior. Similarly, a study among K-
Pop consumers showed no significant effect of PayLater use on impulsive buying (Islamiyati &
Susantun, 2024). Addressing these gaps, this study examined the influence of limited time offers
and platform service quality on impulsive buying among e-commerce consumers in Indonesia with
Paylater as a moderating variable.

LITERATURE REVIEW

This study adopts the Stimulus-Organism-Response (SOR) theory as its theoretical basis.
Based on this theory, this study places paylater as part of the psychological process of consumers
to understand how limited time offers and platform service quality can encourage impulsive buying

among e-commerce consumers in Indonesia.
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The Effect of Limited Time Offers on Impulsive Buying

Limited time offers are a promotional strategy often used to attract consumers in e-
commerce. LTOs are defined as time-restricted promotional activities that create a perception of
time scarcity, causing consumers to act quickly and spontaneously (Barton et al., 2022). This
strategy often appears in the form of flash sales, countdown deals, bundling promotions, and
similar offers. The time pressure induced by this promotional strategy causes consumers to
experience stress and influences their perceptions of product quality and risk, which directly affect
their purchasing decisions (Liang & Lin, 2023). According to G Pattinaja et al. (2023), the
indicators of limited time offers include time, fear of missing out (FOMO), limited, and price
effect. Within the Stimulus-Organism-Response (S-O-R) theoretical framework, limited time
offers function as a powerful external stimulus because they create a perception of scarcity, thereby
encouraging consumers to act quickly (Rahmawati & Setyowibowo, 2025). Furthermore, Tsabita
and Isa (2025) found that time-limited promotions can increase stimulation and arousal among
consumers. The feelings experienced during the promotion cause consumers to feel pressured,
prompting them to make quick decisions before the product is sold out within a certain period. In
addition, Nathanel and Budidharmanto (2025) explain that time-limited promotions have a
significant effect on impulsive buying because they trigger a sense of urgency, leading consumers
to take immediate action before missing the opportunity. Based on the above explanation, the first
hypothesis is formulated as follows:
H1: Limited time offers have a positive effect on impulsive buying.

The Effect of Platform Service Quality on Impulsive Buying

The rapid expansion of e-commerce has influenced the role of platform service quality in
shaping consumer experiences and behavior when using a platform. Platform service quality refers
to consumers' perceptions of a platform's ability to provide secure, fast, and reliable services to
support digital transactions. In this context, platform service quality encompasses not only
technical aspects but also product information clarity, ease of navigation, loading speed, visual
appeal, and payment system reliability (Astuti et al., 2024). According to Turkyilmaz et al. (2015),
the indicators of platform service quality include usefulness, ease of use, and entertainment.
Platforms that provide a pleasant, easy-to-use, and trustworthy shopping experience can trigger
spontaneous purchases. Based on the Stimulus-Organism-Response (S-O-R) theoretical
framework, platform service quality functions as a stimulus that triggers internal responses within
consumers (organism), which ultimately result in impulsive behavior (response) (Hayu et al., 2020).
Based on the above theoretical explanation, the second hypothesis is formulated as follows:
H2: Platform service quality have a positive effect on impulsive buying.

The Effect of Limited Time Offers and Platform Service Quality on Impulsive Buying with
Paylater as a Moderating Variable

The availability of “buy now pay later” or paylater services is one of the factors influencing
consumer behavior online shopping. Paylater is a payment feature that allows consumers to make
purchases immediately and pay later within a time limit set by the marketplace and agreed upon by
consumers (Putri et al.,, 2025). Paylater functions similarly to a credit card but offers greater
accessibility due to simpler approval processes and the absence of physical card requirement.
Similar to credit cards, paylater deferred payments to be settled at a predetermined time (Lia &

https://ejournal.iainpalopo.ac.id/index.php/alkharaj 2889


https://ejournal.iainpalopo.ac.id/index.php/alkharaj

Al-Kharaj: Journal of Islamic Economics and Business
Volume 8 (1), 2026

Natswa, 2021). Research conducted by Juita et al. (2023) found that consumptive behavior tends
to increase among Paylater users when it is not accompanied by adequate self-control and digital
financial literacy. On the other hand, time-limited promotions have been proven to trigger
emotional responses namely, a sense of urgency and anxiety, which drive fear of missing out
(FOMO) and encourage impulsive behavior (Zhang, 2024). In addition, Septiane and Purmono
(2023) demonstrated that the quality of a website and payment using the paylater method have a
significant effect on online impulsive buying. Therefore, paylater is assumed to moderate the
influence of limited time offers and platform service quality on impulsive buying. Based on this
explanation, the researchers formulated the following hypotheses:

H3: Paylater moderates the influence of limited time offers on impulsive buying.

H4: Paylater moderates the influence of platform service quality on impulsive buying.

PayLater (Z)
Indicator:

1. Percieved ease of use
2. Percieved usefulness

(  Limited Time ) 3. Percieved credibility
Offer (X1) (Putri &  Nurtjahjadi,

Indicator: 2025)

1. Time - 4 Impulsive Buying (Y) \

2. Fomo H3 ; Indicator:

3. Limited HS 1. Make purchases

4. Price effect \ spontaneously

(G Pattinaja et al, 2023) 2. Purchase immediately
N 7 Ha after seeing the product

= / 3. Buy without thinking
( Platform Service ) 4. Decide on a purchase
H2
Indicator: k(Putri et al, 2024) J

1. Usefulness
2. Ease of use
3. Entertainment

Turkyilmaz et al, 2015
s )

Figure 1. conceptual framework
METHODS

This study employs a quantitative method. It aims to examine the relationship between
limited time offers and platform service quality as independent variables and impulsive buying as
the dependent variable, with paylater as the moderating variable. The technique used is a survey,
with data collected through structured questionnaires distributed to respondents.

Data were collected through online questionnaires distributed via social media. Online
questionnaires were chosen because they allowed respondents from various regions in Indonesia
to access them easily and enable a faster data collection process. This approach is supported by
the results of national survey showing that the level of internet adoption among the population
has reached 80.6% (Nugraha, 2025). Therefore, the online survey method was considered
appropriate for reaching a broader population of e-commerce users.

The population of this study consisted Indonesians who use e-commerce, with a sample size
of 150 respondents. The sample was obtained through non-probability sampling, specifically
purposive sampling. This technique was chosen because it allowed the researchers to select
respondents based on specific criteria relevant to this study, such as:
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1. Minimum age of 17 years

2. Active user of e-commerce

3. Have used paylater as a payment method.

The instruments in this study consisted of four main constructs, each measured using
indicators adapted from previous studies. Each indicator was measured using a 1-5 Likert scale (1
= strongly disagree, 5 = strongly agree).

Data analysis was conducted using the Structural Equation Model (SEM) method with Amos
31 software. The SEM method was chosen because it enables the examination of relationships
among latent variables and allows for the analysis of direct and moderating effects within a single
structural model. The analysis began with testing the measurement model through confirmatory
factor analysis (CFA) to ensure the validity and reliability of the research constructs. subsequently,
the structural model was tested to examine the hypothesized relationships among the constructs.

RESULTS

Characteristics of Respondent
Table 1. Characteristic Respoondent

Characteristic Person %

Male 25 17%

Gender Female 125 83%

Student 122 81%

Private Employee 14 9%

Occupation Civil Servants 3 2%

Entrepreneur 6 4%

Others 5 3%

<2.000.000 89 59%

2.000.000 - 7.000.000 55 37%

Income 7.000.000 - 12.000.000 5 3%

12.000.000 - 17.000.000 1 1%

17.000.000 - 25.000.000 0 0%

>25.000.000 0 0%

Java 103 69%

Sumatra 11 7%

. Kalimantan 3 2%
Regional -

Sulawesi 4 3%

Bali & Nusa Tenggara 29 19%

Papua 0 0%

Infrequently 15 10%

Frequency of Online Shopping L-2 t%mes/rnonth 60 40%

3 - 5 times/month 50 33%

>5 times/month 25 17%

Shopee PayLater 141 94%

Tokopedia PayLater 8 5%

PayLater Used Kredivo 7 5%

Akulaku 2 1%

GopayLater 10 7%
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Based on the table above, the majority of respondents in this study were women,
accounting for 83% of the total sample. This indicates that women are more dominant in online
shopping compared to men. This is in line with the research of Rinonce and Jannah (2024), which
found that women tend to engage in impulsive purchases, especially when shopping online. In
addition, most respondents were students, indicating that young people are active users of e-
commerce. Online shopping has become part of their daily lives. They perceive online shopping
as more attractive and enjoyable because it is not limited by time or place and can be done
anywhere (Suyanto et al., 2025).

Measurement Model
Table 2. Validity and Reliability Test

Outer C A Cronbach'

Construct/Item Loading R y s Alpha

Limited Time Offer (X1)
1) I feel rushed to buy when the promotion is only valid
for a short period of time 0.794
2) The promotion deadline makes me want to make a
purchase immediately 0.622
3) I am wortried that I will miss out if I don't buy
immediately while the promotion is still valid 0.755
4) I feel afraid of being left behind if I don't take
advantage of the limited-time offer 0.786 ?39 %f 0.879
5) I find limited-stock offers more appealing to purchase 0.668
6) The “limited stock” information motivates me more to
buy 0.69
7) Time-limited discounts make me perceive the product
price as more advantageous 0.529
8) Limited-time offers make me feel like I'm getting better
valu 0.659
Platform Service Quality (X2)
1) The features provided by the platform help me find the
products I want 0.485
2) The platform provides useful product information that
helps me make decisions 0.526
3) The platform is easy to use for searching and

- 09 08
purchasing products 0.561 N 66 0.705
4) The checkout and payment process on the platform is
very simple and fast 0.424
5) I enjoy my time exploring the platform 0.536
6) The content on the platform (videos, reviews,
promotions) makes the shopping experience enjoyable 0.532
PayLater (Z)
1) Paylater on e-commerce platforms is easy to use when I
shop 0.626 09 0.8 0.723
2) I can understand how to use Paylater without much 21 75 '
effort 0.493
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3) Paylater helps me complete transactions even when

funds are not yet available 0.537
4) Paylater makes it easier for me to make quick

purchasing decisions 0.606
5) I believe that Paylater on the platform is safe for

transactions 0.543
6) Information about Paylater terms, fees, and conditions

is clearly communicated and trustworthy 0.645

Impulsive Buying (Y)
1) I often buy products spontaneously without planning

ahead 0.72
2) I often buy items simply because I am attracted to them
when I see them on the platform 0.741

3) I decide to buy after seeing an attractive product display ~ 0.599
4) I am immediately interested in buying when I see a

product on the platform's homepage 0.774 09 0.8 0.912
5) I often buy without much consideration 0.841 09 84 '

0) I rarely think twice before buying a product that

catches my attention 0.833

7) I find it difficult to resist the urge to buy when there is

an attractive offer 0.712

8) When I want to buy something, I usually do it right

away 0.778

Based on the validity test results presented in the table above, three items that must be
removed because they have factor loadings below 0.50, namely PSQ.1, PSQ.2, and PaylLater.2.
Meanwhile, the remaining items can be considered valid because they have factor loadings above
0.50 (Hair, 2014).

Based on the table above, all constructs are reliable. Cronbach's alpha and composite
reliability (CR) values for all constructs exceed the recommended cut-off value of 0.70. In addition,
the average variance extracted (AVE) value for each construct is above 0.50 (Hair, 2014).
Therefore, it can be concluded that the constructs in this study are reliable.
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Figure 2. CFA Model
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The model in this study demonstrates an acceptable model fit, with goodness of fit indices:
CMIN/DF=1.410, RMSEA=0.052, GF1=0.813, AGF1=0.777, TLI=0.910, CF1=0.919. Although
some values are still below the ideal thresholds, the use of a multi-index approach is common
practice in Structural Equation Model (SEM), as each indicator has different sensitivity to sample
size and model complexity. Therefore, the model is considered adequate and reliable for further

analysis.
Table 3. Discriminant validity
Variable (X1) (X2) (Z2) Y)
Limited Time Offer (X1) 0.938
Platform Service Quality (X2) 0.226 0.930
PayLater (Z) 0.455 0.821 0.935
Impulsive Buying (Y) 0.782 0.252 0.493 0.940

In this study, discriminant validity evaluated using the method proposed by Fornell
and Larcker (1981). According to this approach, the square root of the Average Variance Extracted
(AVE) for each construct must be greater than the correlation between that construct and other
latent variables. If this criterion is satisfied, the construct is considered to explain the variance of
its own indicators more effectively than the variance shared with other constructs, thereby
confirming discriminant validity.

Structural Model Results
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figure 3. Structural Model
To test the hypotheses in this study, Amos 31 was used to conduct the SEM analysis. The

results of the goodness of fit evaluation for the structural model showed the following values:
CMIN/DF=1.736, RMSEA=0.70, GFI=0.793, AGFI=0.748, TLI=0.854, CFI=0.871. The
CMIN/DF and RMSEA values fall within the recommended range, indicating an acceptable
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model fit. The TLI and CFI values, which are close to 0.90, suggest that the model demonstrates
a marginal fit yet acceptable for further analysis. Although the GFI and AGFI values are below
the recommended cut-off values, this condition is still considered acceptable given the complexity
of the model.

Table 4. Hypothesis test

Hypothesis Estimate  S.E. C.R. P Conclusion
H1: LTO -> IB 1369 0349  3.924 Hork Significant
H2: PSQ -> IB -0.299 0.462 -0.646 0.518 Insignificant
%3 : LTOXPayLater -> 0.06 0.03 1992 0.046 Significant
%4‘ PSQXPayLater -> 0109 0037  -2958  0.003 Significant

The results of the hypothesis testing indicate that only one hypothesis is not supported,
namely the effect of platform service quality on impulsive buying. The other three hypotheses are
supported, as evidenced by p-values <0.05 and critical ratio (CR) >1.96. These include the effect
of limited time offers on impulsive buying, as well as the moderating role paylater in the
relationships between limited time offers and platform service quality on impulsive buying. The
findings suggest that impulsive buying is more strongly driven by emotional stimuli, such as limited
time offers. Furthermore, the availability of paylater strengthens the effect of time-limited
promotional urgency while weakening the influence of platform service quality on impulsive
buying.

DISCUSSION
Limited Time Offers Influence Impulsive Buying

The findings indicate that limited time offers have a significant effect on impulsive buying.
This further reinforces the view that time-limited promotions tend to have an impulsive effect on
consumers. This aligns with the Stimulus-Organism-Response (S-O-R) theory, where limited time
offers function as external stimuli that create a perception of scarcity, thereby encouraging
consumers to act impulsively (Rahmawati & Setyowibowo, 2025). In addition, promotions that
convey a sense of urgency can create a FOMO effect on consumers, accelerating their purchasing
decisions (Fuad et al.,, 2026). The time pressure caused by this promotional strategy causes
consumers to experience stress and influences their perception of the quality and risk of a product,
which directly affects their purchasing decisions (Liang & Lin, 2023). In the context of e-
commerce, this strategy is often seen in the form of flash sales and discounts with countdowns
visible on online shopping applications. This strategy exploits consumer psychology to maximize
profits from offers before time runs out. This effect is even stronger on younger consumers, who
tend to respond quickly to information, ultimately leading them to impulsive behavior.

Platform Service Quality Influence Impulsive Buying

Platform service quality indicates no significant effect in this study. This means that the
quality of a platform's services, such as speed, platform appearance, navigation, and reliability, may
not be sufficient to trigger consumers’ spontaneous purchasing decisions. This finding is
consistent with research conducted by Ailsa et al. (2024), which revealed that platform quality has
a negative effect on impulsive buying. Conceptually, impulsive buying is more often influenced by

emotional stimuli than functional ones. In the Stimulus-Organism-Response (S-O-R) framework,
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platform service quality acts as a cognitive stimulus that influences rational evaluation, rather than
an affective stimulus that triggers spontaneous emotional reactions. This aligns with research
conducted by Asmara et al. (2025), which found that platform service quality does not directly
influence impulsive buying. Instead, emotional stimuli, such as limited-time offers, tend to exert a
stronger influence on impulsive buying behavior than the quality of a website. In addition, several
indicators of platform service quality, such as ease of use and quality of information provided, can
enhance consumers’ perceived value. This perceived value is a rational evaluation derived from
logical reasoning; therefore, it does not significantly influence impulsive purchases, which are
predominantly emotional in nature (Kang & Namkung, 2024). Thus, platform service quality is

not a strong factor in driving consumers' desire to make impulsive putrchases.

PayLater Moderates the Relationship between Limited Time Offers and Impulsive Buying

In this study, the role of paylater in moderating the relationship between limited time offers
and impulsive buying shows significant results. Although the value of its influence is relatively
small, it still indicates that the existence of payment methods such as paylater can increase
consumers' tendency to make impulsive purchases. The ease of payment provided by PayLater
encourages impulsive behavior (Adhani et al., 2025). Theoretically, the use of PayLater can reduce
the “pain of payment” for consumers, making them more responsive to external stimuli such as
limited time offers that encourage impulsive purchases. This finding is in line with Ashby Bsc
(2019) which shows that the use of Paylater as a payment method is considered to reduce the “pain
of payment” for consumers and provide a lower cost perception (installment costs), which
ultimately results in an increase in consumer shopping behavior. It is consistent with research
conducted by Bakar et al. (2025), which found that Paylater can delay the “pain of payment” and
make impulsive purchasing behavior higher than other payment methods. Lia and Natswa (2021)
found that the use of Paylater can lead to low cognitive control regardless of financial conditions
and other consequences that impact excessive consumption or impulsive behavior among the
younger generation.

Paylater Moderates the Relationship between Platform Service Quality and Impulsive
Buying

The results of the analysis in this model indicate that Paylater moderates the relationship
between platform service quality and impulsive buying, but weakens the influence of platform
service quality on impulsive buying. This means that when Paylater is available, the influence of
platform service quality on impulsive buying becomes weaker. The existence of convenient
payment methods such as Paylater can shift consumers' focus to the ease of transactions.
Consumers' focus on evaluating the service quality of a platform decreases and shifts to the ease
of payment, which leads to impulsive behavior. The results of a systematic analysis conducted by
Nusir et al. (2026) suggest that the mechanism used by Paylater tends to influence actions based
on emotions, thereby reducing awareness and cognitive barriers that lead to impulsive actions.
However, platform service quality tends to be based on consumers’ cognition, which influences
their rational evaluation. The use of Paylater as a payment method can reduce the influence of
platform service quality in triggering impulsive purchases. These results highlight that Paylater
strengthens emotional stimuli, such as limited time offers, and weakens the influence of platform
service quality in triggering impulsive buying.
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IMPLICATIONS

Theoretically, this study contributes to the development of digital consumer behavior
literature, particularly in relation to the Stimulus-Organism-Response (SOR) theory. First, the
findings reinforce that scarcity and time pressure are strong factors influencing impulsive buying
in the context of e-commerce. Second, these results enhance understanding of the role of platform
service quality, indicating that it is not a dominant factor in driving consumers’ intentions to engage
in impulsive purchases. Third, the findings suggest that use of paylater as a payment method can
either strengthen or weaken the relationship between variables, depending on the context. Lastly,
the results emphasize that impulsive behavior is triggered more by emotional external stimuli than
by cognitive stimuli that shape consumers' rational evaluations.

From a practical perspective, this study provides important implications for e-commerce
practitioners. The implementation of time-limited promotional strategies can encourage
consumers to make impulsive purchases, thereby increasing short-term sales. However, e-
commerce providers should continue to improve the quality of their platform services to enhance
consumer satisfaction and loyalty. In addition, paylater service providers need to recognize that
the effectiveness of paylater is contextual; therefore, it should be integrated with other strategic

approaches to achieve optimal results.

LIMITATIONS

Like most empirical studies, this study has several limitations. First, the data were collected
through an online questionnaire using a self-report method, which may introduce response bias.
Second, this study employed a cross-sectional design, in which data were collected within a certain
period of time; therefore, it cannot capture potential changes in impulsive buying behavior over
time. Third, the independent variables examined were limited time offers and platform service
quality. Therefore, future studies are recommended to adopt a longitudinal or experimental design
and to include additional psychological variables as alternative variables to provide a more

comprehensive understanding of impulsive buying behavior.

CONCLUSION

The results of this study indicate that limited time offers have a significant effect on
impulsive buying. This may occur because limited time offers function as a strong external stimulus
and create a sense of urgency among consumers, thereby encouraging them to make impulsive
purchases. Meanwhile, platform service quality does not have a significant effect on impulsive
buying, suggesting that technical and functional aspects are not sufficiently strong to drive
consumers to engage in impulsive purchases. In addition, paylater has been shown to strengthen
the relationship between limited time offers and impulsive buying. This implies that the availability
of paylater services enhances consumers’ responses to time-limited promotions and encourages
impulsive behavior. Moreover, paylater has been found to weaken the relationship between
platform service quality and impulsive buying. These findings indicate that when consumers use
paylater as a payment method, their focus shifts from evaluating platform service quality to
transaction convenience, making platform service quality a less influential factor in impulsive
buying. Overall, these findings suggest that impulsive buying is more influenced by emotional

stimuli and payment convenience mechanisms than by functional stimuli.
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