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ABSTRACT

Impulse-buying behavior is enjoyable for consumers and profitable for marketers. Selecting what they want and 
putting it in the shopping cart gives customers a sense of shopping enjoyment. However, the virtual shopping 
cart feature can be a barrier to impulse-buying behavior due to the abandonment of virtual carts. Sellers can 
overcome abandonment behavior in virtual carts by understanding consumer behavior, one of which is when 
exposed to external stimuli. The application of different external stimuli also produce different consumer behavior 
as well. The research aimed to validate the differences between Consistent Planned Impulse Buying (CPIB) 
and Inconsistent Planned Impulse Buying (IPIB) based on the influence of external stimuli: informativeness, 
appearance, and sales promotion, with the virtual cart used as the mediator variable using cognitive consistency 
theory. Data collection was carried out by distributing online questionnaires to 364 participants in Indonesia from 
October to November 2021 using a hierarchical linear model as the data analysis method. The analysis shows that 
sales promotion distinguishes between CPIB and IPIB. Sales promotions do not influence CPIB. Meanwhile, sales 
promotion affects IPIB. Hence, e-marketplace owners and their seller partners can apply the most appropriate 
external stimulus to induce impulse-buying behavior of different types. The research results also reveal a positive 
and significant relationship between the independent variables on virtual cart use and virtual cart on CPIB and 
IPIB. 

Keywords: Consistent Planned Impulse Buying (CPIB), Inconsistent Planned Impulse Buying (IPIB), external 
stimulus, virtual cart use

INTRODUCTION

Current developments in digitalization and 
technology have also encouraged the formation of 
user’s online shopping engagement (Mir, 2023). It 
includes purchase motives, intentions, or buying 
behavior (Rather et al., 2019). Then, it encourages 
purchasing behavior through online media (Clement 
Addo et al., 2021). One form of intention is purchasing 

planning. In this Internet era, consumers tend to plan 
their purchases as stimulated by tools, situations, and 
conditions created by the technology that supports 
them (Aragoncillo & Orus, 2018). One form of the 
planning process is placing products in a virtual cart 
(Close & Kukar-Kinney, 2010), named as a pre-trip 
activity (Bellini & Aiolfi, 2020; Aiolfi et al., 2022). 
However, technology in the form of online media also 
encourages consumers to make impulsive purchasing 
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decisions. Several researchers reveal that more than 
50% of purchases made on online media are impulse 
purchases (Kimiagari & Malafe, 2021; Wu et al., 2020; 
Zheng et al., 2019).

Consumers’ consistency in buying products in 
their virtual cart impulsively due to external stimulus 
encouragement in the e-marketplace environment 
where they shop can be classified as Consistent 
Planned Impulse Buying (CPIB). However, even 
though consumers already have pre-trip activities, 
they also deliberately plan to take part in promotional 
events such as National Online Shopping Day and 
spend more money to shop for other goods with 
the most exciting offers that are not planned before. 
During National Online Shopping Day such as 
“Harbolnas” (in Indonesian), some planner shoppers 
become impulse shoppers, as shown by the doubling 
number of impulse buying, it can be categorized as 
Inconsistent Planned Impulse Buying (IPIB). The 
latest data presented by Sheridan (2024) reveal that 
“Harbolnas” creates a shopping frenzy, excitement, 
and urgency in making purchasing decisions.

Cognitive consistency theory explains the 
consistent and inconsistent behavior of consumers. 
Cognitive consistency explains that self-consistency 
is related to attitudes and behavior. Individuals are 
motivated to behave based on their self-view (Wu et 
al., 2018). Individuals also seek confirmation of their 
self-view as a form of self-consistency or coherence 
(Krettenauer, 2020). However, with purchasing 
behavior, consumers may behave inconsistently 
with their initial purchase plans due to the influence 
of external stimuli they encounter around them. 
Generally, consumers arrange pre-trip activities before 
entering a retail store, which includes making a list of 
products they want to buy. However, consumers still 
desire to buy products with the most attractive offers 
in the store spontaneously (Bellini et al., 2017).

A specific external stimulus will encourage 
consumers to consistently put the same product 
initially as a planned purchase in their virtual cart. 
Meanwhile, another external stimulus will encourage 
consumers to put a different product than initially 
planned in their virtual cart inconsistently. Based on 
this explanation, from a theoretical point of view, 
consistency versus inconsistency on the CPIB versus 
IPIB can be viewed as a dichotomous construct. It 
is because the consistency versus the inconsistency 
that arises is not determined by the magnitude of the 
influence of the external stimulus but by the existence 
of a completely different type of external stimulus. 
So far, consistency versus inconsistency represents a 
continuum rather than a dichotomy (Kruglanski et al., 
2018). 

While the phenomena regarding planned 
impulse buying exist, discussions about it are scant, 
especially in the online context. For example, Stern 
(1962) revealed that planned impulse buying is the 
most common type of impulse-buying behavior. 
Similarly, Liao et al. (2011) also focused on one 
type of impulse buying decision: reminder and pure 

impulse buying. Meanwhile, most recent research 
on impulse buying has mainly focused on impulse-
buying behavior in general, despite the importance 
of distinguishing between its types (Liu et al., 2013; 
Bellini et al., 2017; Verma & Singh, 2018; Chen et al., 
2019; Wu et al., 2020). 

Virtual carts are tools that encourage aspects 
of purchasing planning in online media. Consumers 
are often tempted to put products they are interested 
in in their virtual cart because of highlights from 
consumers’ previous posts, as well as offers from 
brands they follow (Han, 2023). In the offline shopping 
process, consumers usually have utilitarian motivation 
when putting goods into the shopping cart (Rubin et 
al., 2020). Hence, the shopping cart becomes where 
consumers put the products they want to buy at that 
moment. However, in online shopping, the shopping 
basket becomes a place to store products of interest 
that will be checked out later (Song, 2019). Consumers 
usually have hedonic motivation when putting goods 
into the virtual cart (Rubin et al., 2020). So, the virtual 
cart becomes part of the purchasing planning. 

Impulse buying has a vital role in the scope 
of consumer purchasing behavior (Hu et al., 2019). 
Specifically, impulse buying is seen as a purchase 
made spontaneously, immediately, and without any 
plan. A very impulsive buyer will make a sudden and 
unexpected purchase (Rook & Fisher, 1995; Redine et 
al., 2023). Impulsiveness also occurs when consumers 
decide to purchase without thinking further apart 
from what they want at that moment (Artadita & 
Firmialy, 2024). According to Stern (1962), impulse 
buying behavior is divided into four types based on 
consumers’ affective and cognitive aspects. The four 
types are illustrated as a continuum, with the affective 
aspect (pure impulse buying) on the far left and the 
cognitive aspect (planned impulse buying) on the 
opposite side. More reliance on the affective aspect 
can result in more pure impulse buying. On the other 
hand, the more people rely on their cognitive aspects, 
the more planned their impulse buying is. 

There is one exciting thing about the definition 
of planned impulse buying by Stern (1962). This 
definition sparks the initial idea for the research 
because it turns out that the definition corresponds to 
the phenomena that occur in consumer behavior in 
the buying and selling process through online media. 
In planned impulse buying, consumers have already 
determined purchases in general in their minds. 
However, purchases of certain brands are determined 
after consumers enter the store because of the stimulus 
exposure. Consumers turn stores into giant catalogs and 
substitute shopping lists to find and buy the products 
they need in stores by relying on information and 
stimuli available in those stores. However, in planned 
impulse buying, consumers have already determined 
specific purchases in their minds and plan to buy other 
products when they arrive at the store, depending on 
the attractive offers they will find (Stern, 1962). In the 
context of online media, this definition is reflected in 
the consumers’ process of placing products in a virtual 
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cart (Close & Kukar-Kinney, 2010), and they tend to 
be consistent with their initial plans by deciding to buy 
impulses on products already in their shopping cart. 

Impulse buying refers to product purchases 
other than those planned in the store due to a certain 
stimulus influence (Muruganantham & Bhakat, 2013). 
In this case, consumers tend to be inconsistent with 
their initial purchase planning by buying products 
outside their initial plans. In the context of buying 
through e-marketplaces, consumers include products 
other than those in their virtual shopping cart and 
decide to buy them on the spot. 

The consistent and inconsistent behavior 
of consumers with their initial plans in making 
purchasing behavior can be explained using cognitive 
consistency theory. Consistency is a relationship 
between individuals’ beliefs that impact their actions 
(Singer, 1966). In other words, it can also be said that 
beliefs shape behavior (Prince, 2020; Kruglanski et al., 
2018). The relationship between belief and behavior is 
also inverse, which means that the behavior produces 
a belief to justify it. Consistency is also seen as a 
tendency, encouragement, or motivation to behave 
in accordance with what is believed by an individual 
(Prince, 2020; Kruglanski et al., 2018). An individual 
is consistent when he or she already believes in 
something and behaves according to his or her beliefs. 
However, if individuals already believe in something 
but their behavior does not follow what they believe, 
they are inconsistent (Prince, 2020; Kruglanski et al., 
2018). Individuals use a consistent cognitive thinking 
system to anticipate conditions that will occur and 
strategies for responding to them (Van Kampen, 
2019), and individuals tend to maintain consistent 
traits within themselves (Gehlbach et al., 2019).

Cognitive consistency can be understood 
from two perspectives: consistency is considered as 
a cognitive process, or consistency is considered as 
a cognitive style. These two perspectives also direct 
thinking about purchases related to the cognitive 
construct of consistency, which is a continuum 
or dichotomous construct. In the perspective of 
cognitive consistency, which is a continuum construct, 
consistency is a cognitive process. However, when 
cognitive consistency is a dichotomous construct, 
consistency is a cognitive style. These two views raise 
possibilities because of differences in each individual’s 
thinking. First, some individuals may have high style 
consistency by processing all the information they 
have believed from the start and behaving according 
to this information and beliefs. In contrast, others 
may have different styles, which form inconsistencies. 
Second, an individual may find some of his or her 
thoughts from inconsistent behavior. Hence, the 
individual’s action for this change from inconsistency 
to consistency is a process, and everyone may go 
through a different process (Singer, 1966). 

By contrast, consistency is a cognitive style. 
The focus of understanding consistency is on the 
way individuals process new information and stimuli. 
Consistent individuals have ways of managing 

information and new stimuli that starkly contrast 
with those who are not consistent (Singer, 1966). In 
the research, inconsistent consumers, especially those 
who are inconsistent with their initial purchase plans, 
tend to be significantly affected by price discounts. 
Meanwhile, consistent consumers will continue to buy 
products they have placed in their virtual cart despite 
discount offers. However, consistent consumers 
may be influenced by other external stimuli such as 
complete information or attractive visual product 
displays. Hence, the research seeks to test whether 
cognitive consistency is a dichotomous construct 
because entirely different external stimuli influence 
responses in the form of consistent and inconsistent 
behavior. Thus, the focus test uses a view of cognitive 
consistency as a style. 

Consistency and inconsistency in purchasing 
can relate to compiling and writing down pre-trip 
activities before shopping. Pre-trip is also related to 
the purchase planning process. Pre-trip activities are 
the activity of writing a shopping list before shopping, 
and they can increase the likelihood of buying the 
products that have been planned (Bellini et al., 2017). 
In planning purchases through online media, shopping 
lists can be replaced by virtual carts. 

Purchase planning through online media is even 
more pronounced. This kind of planning can be seen 
when consumers place several alternative brands of 
certain product classes in the virtual cart of a particular 
online marketplace (Close & Kukar-Kinney, 2010). 
E-marketplace owners and sellers need to know 
what activities consumers carry out in planning their 
product purchases, such as whether they decide to buy 
impulsively because of an attractive external stimulus 
or whether they want to stick with their initial plan. In the 
context of purchasing via online media, such as social 
networking sites, consumers are often encouraged to 
bypass the traditional purchasing process, which leads 
to impulse buying (Singh et al., 2023; Djafarova & 
Bowes, 2021; Han, 2023; Pellegrino et al., 2022; Wu 
et al., 2020;  Qu et al., 2023). 

An external stimulus is one of the validation 
tools that online sellers can apply in the online 
environment. Well-designed web pages are essential 
for building success in online business (Bleier et al., 
2019). The online atmosphere is designed to affect 
users and positively increase favorable consumer 
responses (Chen & Li, 2020). Marketers and retailers 
traditionally utilize external stimuli, such as in-
store promotions and advertising, to trigger impulse 
shopping (Grigsby et al., 2021; Yi & Jai, 2020).

Three categories of atmospheric cues in online 
media drive impulse buying behavior on online media: 
informativeness, appearance, and sales promotion. 
Each aspect can influence consumers’ choice to put a 
specific product in the virtual cart and buy it later. First, 
informativeness in the context of buying and selling 
through online media includes accurate, detailed, 
and navigational information that makes it easier to 
find information (Floh & Madlberger, 2013; Gulfraz 
et al., 2022). According to Close and Kukar-Kinney 
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(2010), the more accurate and detailed the information 
presented and the more manageable an e-marketplace 
website provides the navigation, the more compelled 
consumers will be to include the products they are 
interested in the shopping cart. Hence, the researchers 
propose the following hypothesis. 

H1a: 	 Informativeness positively influences virtual 
cart use.

According to Close and Kukar-Kinney (2010), 
entertainment is one factor that encourages consumers 
to put products in a virtual shopping cart. One of the 
entertainment purposes that consumers put products 
in virtual carts, apart from fulfilling their needs for 
hedonic pleasure and emotional release, is due to the 
aesthetic enjoyment gained from looking at a website’s 
appearance. Appearance in the context of buying 
and selling through online media includes different 
colors, eye-catching images or titles, and product 
images/photos on the home page of the shopping site 
(Liu et al., 2013). Hence, the following hypothesis is 
proposed. 

H1b: 	Appearance positively influences virtual cart 
use.

Promotion strategies offered in online media 
sales include ease of website operation, discounts, free 
shipping, a buy one get one program, and cashback 
coupons (Dawson & Kim, 2009). Consumers put 
the products they are interested in into a virtual cart 
to see the advantages of each attractive offer from a 
seller (Close & Kukar-Kinney, 2010). Virtual carts 
make it easier for consumers to compare products 
before purchasing. Hence, the researchers propose the 
following hypothesis.

H1c: 	Sales promotion positively influences virtual 
cart use.

Consistency is how individuals process 
new information and stimuli. They tend to behave 
consistently if the new information or stimulus they 
get is per what they believe (Singer, 1966). Consumers 
place aspects of informativeness, appearance, and sales 
promotion as external stimuli that they believe will 
provide positive benefits for them. External stimuli 
will be able to influence consumers to align by putting 
products that are already in the initial plan into the 
shopping cart and impulsively buying these products. 
Consumers use virtual carts to hold products that attract 
their attention while browsing e-marketplaces (Close 
& Kukar-Kinney, 2010). Consumers already have 
an initial plan to buy products in specific categories. 
However, brand selection will be carried out when 
consumers are in the store, depending on the best offer 
they find (Stern, 1962). 

Accurate and detailed information and the 
ease of navigating the website can lead to shopping 
enjoyment (Floh & Madlberger, 2013). Then, it will 

encourage putting the product in the virtual shopping 
cart, resulting in impulse-buying behavior. The 
aesthetic appearance of the website can encourage 
consumers to give a positive assessment of the 
products on the website (Liu et al., 2013). The aesthetic 
appearance can influence someone to put the product 
in the virtual cart, leading to impulse-buying behavior 
(Close & Kukar-Kinney, 2010). One of the reasons 
consumers put products in a virtual shopping cart is 
to wait for the best promotion offered by the sellers 
so that the sales promotion applied to the products in 
the virtual shopping cart can encourage consumers to 
buy the product at that time (Close & Kukar-Kinney, 
2010). Hence, the following hypothesis is proposed.

 
H2a, b, c: Virtual cart use mediates the relationship 

between informativeness (a), appearance (b), 
sales promotion (c), and CPIB.

The term “contrast” is used to provide a 
clearer understanding of the inconsistencies (Singer, 
1966). In processing new stimuli and information, 
individuals with inconsistent behavior are contrasted 
with consistent individuals. In contrast to consistent 
individuals, inconsistent individuals will be influenced 
by external stimuli such as information, appearances, 
or sales promotions to change their initial purchase 
plans by placing products outside their initial purchase 
plans in the virtual shopping cart and then immediately 
buying these products at that time.

Consumers know what products they want to 
buy and which specific brand even before entering 
the store (Stern, 1962; Bellini et al., 2017). However, 
consumers are open to buying other brands, depending 
on the most attractive offers they will find in the store. 
This mechanism also occurs in online purchases. 
External stimuli can encourage consumers to buy 
products utterly different from those in their virtual 
cart. Accurate and detailed information and easy 
navigation can lead to the enjoyment of shopping (Floh 
& Madlberger, 2013) and encourage consumers to put 
products outside of their initial plans into the virtual 
cart to be purchased at that time. The appearance 
of an attractive website can encourage positive 
evaluations (Liu et al., 2013), which can encourage 
consumers to spontaneously put products outside of 
their initial plans into a virtual shopping cart and buy 
them immediately. According to Muruganantham and 
Bhakat (2013), in the type of planned impulse buying, 
the choice of products to be purchased by consumers 
is influenced by exposure to sales promotions in the 
store. Sales promotion is one of the external stimuli that 
significantly influence consumers to include products 
outside of their initial planning in the shopping cart 
and immediately buy them without thinking. Thus, the 
researchers propose the following hypotheses:

H3a, b, c: Virtual cart use mediates the relationship 
between informativeness (a), appearance (b), 
sales promotion (c), and IPIB.
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The research framework in Figure 1 describes 
the relationship between variables that underlies the 
development of the hypotheses tested. Specifically, 
the research objective examines the effect of different 
external stimuli (informativeness, appearance, and 
sales promotion) on CPIB and IPIB, respectively, with 
a virtual cart used as a mediator. Such efforts to identify 
differences between the two types of impulse buying 
are essential. Several studies reveal that different 
external stimuli may, directly and indirectly, influence 
impulse buying behavior. External and internal 
stimuli also influence changes in consumer responses. 
Therefore, e-marketplaces should design more 
accurate marketing strategies, including determining 
the most appropriate external stimuli (Kimiagari & 
Malafe, 2021).

METHODS

The cross-sectional research involves a total of 
364 participants. Data were collected between October 
and November 2021 through an online questionnaire 
distributed through various social media channels 
(e.g., Instagram), messaging applications (e.g., 
WhatsApp), and email, this data collection mechanism 
was also carried out in previous research by Mayasari 
et al. (2023). The growth of e-commerce in Indonesia 
continues to increase every year (Rizi et al., 2023). The 
estimated number of Indonesians using e-marketplace 
platforms is 30 million (Das et al., 2018). The 
Indonesia e-commerce market is predicted to grow 
from USD52.93 billion in 2023 to USD86.81 billion 
by 2028 (Moores Rowland, 2024), this phenomenon is 

representing the research population. The sample size 
of 364 participants is justified based on considerations 
of statistical power and feasibility, aiming to provide 
meaningful insights from a representative subset of 
e-marketplace users in Indonesia.

The participant inclusion criteria are as 
follows: Indonesians with experience shopping on 
e-marketplace platforms. Convenient sampling is 
employed to select participants according to the 
inclusion criteria. Indonesian respondents who have 
previously shopped on e-marketplace platforms 
are chosen. Hence, the respondents filling out this 
questionnaire are indeed respondents who have 
shopped on e-marketplace platforms because the 
behavior of consumers who shop on e-marketplace 
platforms is the primary context for the research.

The research aims to measure seven items 
of IPIB due to the influence of external stimuli and 
virtual cart use as a mediator; seven items of CPIB to 
the influence of external stimuli and virtual cart use as 
a mediator; three items of appearance, four items of 
informativeness, and five items of sales promotion to 
measure the influence of external stimuli on IPIB and 
CPIB; and three items of virtual cart use to measure the 
impact of virtual cart use as a mediator of the influence 
of external stimuli on IPIB and CPIB (see Appendix). 
All measurement tools utilized a 5-item Likert scale, 
with a score of one indicating strongly disagree, a score 
of two indicating disagree, a score of three indicating 
neutral, a score of four indicating agree, and a score 
of five indicating strongly agree (Syah et al., 2022). 
Then, validity and reliability are carried out to test the 
instruments used. Validity is carried out by conducting 
Exploratory Factor Analysis (EFA) testing.

Figure 1 Research Framework

Note: Consistent Planned Impulse Buying (CPIB) and Inconsistent Planned Impulse Buying (IPIB).
Source: Authors’ Elaboration
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RESULTS AND DISCUSSIONS

A total of 364 people respond to the research. 
Participants are predominantly women (n= 220, 
60.8%) and currently working as employees (n=178, 
49.2%). The participants’ ages range from 15 to more 
than 45, with a mean age of 1.19 (Standard Deviation 
(SD)). Table 1 depicts the detailed socio-demographic 
information.

In Table 2, the result shows that all items are 
grouped in respective constructs with all loading 
factors above 0.5. Eight items are confirmed in the 
IPIB group, while seven items are in the CPIB group. 
Then, five items are confirmed to be in the appearance 
group. Moreover, three items are included in the 
informativeness group. Likewise, three items are in the 
sales promotion group. Finally, two items are included 

in the virtual cart use group. The result indicates the 
good validity of all the items.

The reliability and internal consistency of the 
instruments are tested using McDonald’s Omega 
coefficient value using SPSS software version 25 
(IBM, 2022). The reliability testing formula with 
McDonald’s Omega can produce separate reliability 
assessments for each factor and dimension on a 
multidimensional scale (Heo et al., 2022). The 
coefficient value on McDonald’s Omega is the same 
as the coefficient value on Cronbach’s Alpha, namely 
between 0.0 to 1.00. In reliability testing using the 
McDonald’s Omega formula, the reliability benchmark 
for an item is tested if the coefficient value is greater 
than 0.7 (Hair et al., 2019). In Table 3, the results show 
that all indicators produce a coefficient value above 
0.6 (Mercado-Lara et al., 2022; Kalkbrenner, 2023)

Table 1 Participants’ Socio-Demographic

Variables Mean (Standard Deviation (SD)) Frequency (%)

Age (years) 1.19
15–25 112 (30.7)
26–35 75 (20.6)
36–45 77 (21.2)
> 45 100 (27.5)
Gender 0.49
Male 143 (39.3)
Female 221 (60.7)

Occupation 1.28
High Student 7 (1.9)
College student 63 (17.3)
Housewife 52 (14.3)
Entrepreneur 51 (14.0)
Employee 180 (49.5)
Teacher 11 (3.0)
Income 1.66
< Rp 2.000.000 83 (22.8)
Rp2.000.000–Rp4.000.000 69 (19.0)
Rp4.000.000–Rp6.000.000 32 (8.8)
Rp6.000.000–Rp8.000.000 35 (9.6)
> Rp8.000.000 145 (39.8)
Marital Status 0.49
Married 226 (62.1)
Single 138 (37.9)
Number of Children 0.83
0 152 (41.7)
1–2 128 (35.2)
3–4 77 (21.2)
> 4 7 (1.9)

Source: Authors’ Elaboration
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Table 2 Exploratory Factor Analysis for Validity Test Results

IPIB CPIB Appearance Informativeness Sales Promotion Virtual Cart Use
0.818
0.817
0.793
0.784
0.745
0.745
0.716
0.707

0.735
0.716
0.713
0.711
0.710
0.612
0.610

0.818
0.805
0.799
0.773
0.763

0.889
0.877
0.660

0.841
0.737
0.687

0.855
0.807

Note: Consistent Planned Impulse Buying (CPIB) and Inconsistent Planned Impulse Buying (IPIB).

Source: Authors’ Elaboration

Table 3 McDonald’s Omega Analysis for Reliability Test Results

No. Variable McDonald’s Omega Coefficient Value
1. IPIB 0.934
2. CPIB 0.885
3. Appearance 0.878
4. Informativeness 0.781
5. Sales Promotion 0.878
6. Virtual Cart Use 0.609

Note: Consistent Planned Impulse Buying (CPIB) and Inconsistent Planned Impulse Buying (IPIB).

Source: Authors’ Elaboration
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Testing the common method variance using 
Harmann’s single factor test shows a variance of 
34.08% (below 50%). This value shows a high level of 
variance in answers, so it is free from common method 
bias (Mir, 2023). The multicollinearity test shows 
that each variable has a Variance Inflation Factor 
(VIF) value between 1 and 10. Data processing using 
the hierarchical linear regression analysis method is 
carried out using SPSS software version 25 (IBM, 
2022). Table 4 shows the hierarchical linear regression 
analysis results.

The analysis results show a direct and positive 
relationship between appearance and CPIB based on 
the p-value of 0.000. Appearance also has a direct 
and positive relationship with IPIB, with a p-value 
of 0.000. However, there is no significant relation 
between informativeness and CPIB based on a p-value 
of 0.410. The value is bigger than 0.05. Likewise, in 
testing the relationship between informativeness and 
IPIB, the results indicate a p-value of 0.342. The results 
also show no direct and positive relationship between 
sales promotion and CPIB, with a p-value of 0.144. 
However, sales promotion has a direct and positive 
relationship with IPIB, with a p-value of 0.002. These 
results show that appearance has the most significant 
direct effect on IPIB, with a practical contribution 
of 44.2%, followed by sales promotion (17.4%) and 
informativeness with the least effect (0.025%). 

Subsequent tests are carried out to determine the 
role of the virtual cart as a mediator of the influence of 
independent variables (appearance, informativeness, 
and sales promotion) on the dependent variable 
(CPIB). The first test is conducted to determine the 
direct effect of virtual cart use on CPIB and IPIB. 
The results show that virtual cart use has a direct and 
positive relationship, both on IPIB with a p-value of 
0.018 and CPIB with a p-value of 0.007. 

Furthermore, tests are carried out to compare 
the R-square value of the direct relationship 
between the independent variables (appearance, 
informativeness, and sales promotion) and the 
dependent variable (CPIB) with the R-square value 
of the direct relationship between the independent 
variables in the virtual cart use. The role of the 
mediator is supported if the R-square value of the 
direct relationship between the independent variables 
and the dependent variable has a smaller significance 
value than the R-square value of the direct relationship 
between the independent variables and the mediator 
variable. The results show that the R-square value 
of the direct relationship between the independent 
variables (appearance, informativeness, and sales 
promotion) and the dependent variable (CPIB) is 
0.159. Meanwhile, the R-square value of the direct 
relationship between the independent variables and 
virtual cart use is 0.106. The R-square value of the 
direct relationship between the independent variables 
(appearance, informativeness, and sales promotion) is 
more significant than the R-square value of the direct 
relationship between the independent variables and 
virtual cart use (0.159 > 0.106). This result indicates 
that virtual cart use does not have the power to mediate 
appearance, informativeness, and sales promotion on 
CPIB. In other words, the findings do not support H2a, 
H2b, and H2c. In terms of magnitude of influence, 
appearance has the greatest magnitude of influence 
on CPIB (33.2%), followed by the effect of sales 
promotion (0.102%) and informativeness with the 
smallest effect (0.067%).

Next, the R-square value from the direct effect 
of appearance, informativeness, and sales promotion 
on IPIB is 0.263. Meanwhile, the R-square value 
from the direct effect of appearance, informativeness, 
and sales promotion on virtual cart use is 0.106. The 

Table 4 Hierarchical Linear Regression Analysis Results

 Independent Variables
Dependent Variables

Virtual Cart Use CPIB IPIB
Appearance 0.332* 0.442*
Informativeness 0.067 0.025
Sales Promotion 0.102 0.174*
Adj. R2 0.159 0.263
Appearance 0.148* 0.312* 0.426*
Informativeness 0.131* 0.049 -0.040
Sales Promotion 0.175* 0.077 0.154*
Virtual Cart Use 0.138* 0.113*
Adj. R2 0.106
Virtual Cart Use 0.247* 0.250*

Note: Consistent Planned Impulse Buying (CPIB) and Inconsistent Planned Impulse Buying (IPIB). *Significant at p < 0.05

Source: IBM SPSS Statistics for Windows, Version 25.0
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R-square value from the direct effect of independent 
variables on dependent variables is more significant 
than the R-square from the direct effect of independent 
variables on virtual cart use (0.263 > 0.106). Thus, 
the use of virtual carts also does not have the power 
to mediate appearance, informativeness, and sales 
promotion on IPIB. This result does not support H3a, 
H3b, and H3c. In terms of magnitude of influence, these 
results show that appearance has the most significant 
effect on IPIB with the virtual cart as a mediator, 
with a practical contribution of 42.6%. The result is 
followed by the sales promotion effect (15.4%), and 
informativeness has the smallest effect (-0.04%). 
Then, virtual cart use has a more significant influence 
on IPIB. It can be seen from its effective contribution 
of 25% to IPIB compared to its effective contribution 
to CPIB (24.7%). Meanwhile, when the role of virtual 
cart use is tested by involving independent variables, it 
turns out that virtual cart use makes a more significant 
effective contribution to CPIB (13.8%) than IPIB 
(11.3%).

In Table 5, the findings show that appearance 
has a significant positive effect on virtual cart use based 
on the result indicating a p-value of 0.006. Therefore 
p-value is smaller than 0.05. Informativeness has a 
significant positive effect on virtual cart use based on 
the result indicating a p-value of 0.0015. Similarly, 
sales promotion has a significant positive effect on 
virtual cart use based on the result indicating a p-value 
of 0.001. These findings support H1a, H1b, and H1c. 
The correlation coefficient measures the magnitude 
of the effects that the variables have on each other. 
The effect of appearance on virtual cart use is 14.8%. 
Then, the magnitude of the effect of informativeness 
on virtual cart use is 13.1%, and the magnitude of the 
effect of sales promotion is 17.5%. These results show 
that sales promotion had the most significant effect on 
virtual cart use.

The research has shown that different external 
stimuli produce CPIB and IPIB responses. The 
research reveals that sales promotion can directly and 
positively influence consumers to decide on IPIB, 

Table 5 Summary of Hypotheses Results

Hypotheses P-Value and R-Square Description
H1a: Informativeness positively 
influences virtual cart use.

0.0015 Supported

H1b: Appearance 
positively influences virtual cart 
use.

0.006 Supported

H1c: Sales Promotion positively 
influences virtual cart use.

0.001 Supported

H2a, b, c: Virtual cart use 
mediates the relationship between 
informativeness (a), appearance 
(b), sales promotion (c), and CPIB 
decision.

The p-value of the direct relationship between virtual cart 
use and CPIB is 0.007.

The R-square value on the direct relationship between 
the independent variables (appearance, informativeness, 
and sales promotion) has a greater significance value than 
the R-square value on the direct relationship between the 
independent variables in the virtual cart use (0.159 > 0.106).

Unsupported 

H3a, b, c: Virtual cart use 
mediates the relationship between 
informativeness (a), appearance 
(b), sales promotion (c), and IPIB 
decision.

The p-value of the direct relationship between virtual cart 
use and IPIB is 0.018.

The R-square value on the direct relationship between the 
independent variables (appearance, informativeness, and 
sales promotion) has a more excellent significance value 
than the R-square value on the direct relationship between 
the independent variables in the virtual cart use (0.263 > 
0.106).

Unsupported 

Note: Consistent Planned Impulse Buying (CPIB) and Inconsistent Planned Impulse Buying (IPIB).

Source: Authors’ Elaboration
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while sales promotions cannot influence consumers to 
decide on CPIB. The contrasting responses produced 
by consistency and inconsistency in consumers due 
to the influence of external stimuli highlighted in the 
findings supports the theory of cognitive consistency 
(Singer, 1966; Kruglanski et al., 2018; Prince, 2020). 
The research focuses on consistency as a cognitive 
style, which is understanding how consistency in 
individuals makes them process new information and 
stimuli (Singer, 1966). Consistent individuals have 
ways of managing information and new stimuli that 
starkly contrast with those who do not. The research 
reveals that sales promotion can encourage consumers 
who are inconsistent with their initial plans to decide 
on an IPIB. Meanwhile, sales promotion cannot 
encourage consumers to be consistent with their initial 
plan to decide on a CPIB.

The results have shown that using virtual 
shopping carts does not mediate the influence of 
external stimuli on IPIB and CPIB. The definition 
of virtual cart use is the behavior of consumers 
placing the products they are interested in a virtual 
cart (Close & Kukar-Kinney, 2010). In the research, 
virtual carts are a construct to explain the initial 
planning of purchases and the basis for consistent 
and inconsistent aspects of consumer behavior in 
making purchase behavior. Inconsistent consumers 
buy products beyond their initial plan, and sales 
promotions influence them to buy impulsively 
without going through the virtual carts through 
the “buy now” feature. Meanwhile, for consistent 
consumers, the consumer first puts the product in 
the virtual shopping cart. However, when he or she 
returns to accessing the e-marketplace and sees the 
visual appearance of the product in the virtual cart 
displayed at the top of the very front of the suggested 
product features, he or she will immediately buy the 
product using the “buy now” feature.

Therefore, two questions in the research are 
successfully answered. First, the research results 
validate the argument that the constructs of consistency 
and inconsistency are dichotomous. Second, the 
leading scientific reasons supporting consistency and 
inconsistency are dichotomous. The research validates 
the idea that consistency and inconsistency in behavior 
arise due to the influence of different types of external 
stimuli, so the response is different.   

However, according to Dawson and Kim 
(2009), there is no significant difference in the 
effect of various types of external impulse-trigger 
cues on the level of engagement in impulse buying. 
Meanwhile, the research finds that differences in 
external stimuli result in different responses in terms 
of purchasing behavior. Nevertheless, appearance 
can encourage consumers to be consistent with their 
initial plan to decide on CPIB. Appearance can also 
influence consumers to be inconsistent with their 
initial plans. In addition, it significantly influences 
CPIB more than IPIB. It is supported by previous 
research. Several aspects, such as different colors, 
images, or titles that attract attention and product 

images/photos on the home page of shopping sites, 
are external stimuli influencing impulse buying (Liu 
et al., 2013; Floh & Madlberger, 2013). 

From the consumer’s side, inconsistent 
consumers believe that sales promotions applied to 
specific brands or product categories will benefit 
them. Even if the brand or product category is not 
in their initial plan, consumers will still choose to 
be inconsistent by buying it impulsively. Attractive 
in-store offers will encourage consumers to buy 
impulsively, even though they have planned pre-trip 
activities (Bellini et al., 2017). An appearance that 
consistent consumers visually examine validates the 
initial information that is already owned regarding the 
brand or product category. 

Two theoretical implications can be conveyed 
through the research results. The first is related to the 
theory of cognitive consistency. Previous studies have 
revealed that cognitive consistency is a continuum 
construct (Singer, 1966; Kruglanski et al., 2018). 
Individuals often view inconsistency as a negative 
thing or it has a negative impact. They will adjust the 
initial information or beliefs they already must change 
their inconsistent behavior into consistent behavior. 
This change is, of course, a process. However, 
inconsistency can be something neutral or even 
optimistic. In the research, inconsistent consumers 
still decide to buy impulsively, which is favorable for 
sellers. 

The research validates the argument that 
the constructs of consistency and inconsistency on 
cognitive consistency are dichotomous because 
two different stimuli influence the two constructs. 
Thus, the research supports the idea that cognitive 
consistency should be understood as a cognitive style, 
not a cognitive process. In addition, inconsistency is 
not always damaging but can be positive or neutral 
(Kruglanski et al., 2018). 

As found by the research, consistent and 
inconsistent consumer behavior still benefits online 
sellers. Online sellers must apply the most appropriate 
external stimulus to maximize positive outcomes from 
inconsistent consumer behavior in the buying process. 
In addition, online sellers should also know the initial 
planning mechanism used by consumers before 
entering the store, both in the context of online and 
offline stores. Information related to the mechanism 
of the consumer’s initial planning process will be a 
potential stage and time for online sellers to encourage 
consumers to decide on impulse buying if the online 
seller can apply the right external stimulus.

Based on the explanation regarding the cognitive 
construct of consistency, which is a dichotomous 
construct, the research validates the notion that 
consumer behavior is consistent or inconsistent in their 
initial purchase plans because different external stimuli 
influence them. The findings suggest two other types 
of planned impulse-buying behavior: IPIB and CPIB. 
The influence of sales promotion distinguishes both. 
Sales promotion is part of an external stimulus that can 
affect the consumer’s black box, which is a consistent 
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and inconsistent aspect, resulting in a response in the 
form of a purchase behavior (Kotler et al., 2021). One 
reason is that sales promotions can cause consumers to 
buy other products than those initially planned. 

The research results confirm that consumers 
already have an initial plan to buy certain products 
when shopping and can impulsively buy products 
consistently according to their initial plans, depending 
on the appearance of the product they see (Bellini et al., 
2017). In purchasing through online media, appearance 
plays a significant role in influencing consumers 
to decide on impulse purchases (Liu et al., 2013). 
Appearance is one of the easiest things to observe, so 
it becomes the first consideration for consumers when 
buying a product. However, consumers also plan to 
buy products impulsively beyond their initial plans, 
depending on the attractive promotions they encounter 
in stores. This mechanism is also emphasized in online 
media’s buying and selling process. Sales promotions 
play a significant role in encouraging consumers to be 
inconsistent with their initial plans. However, planned 
impulse buying generally occurs because of the 
influence of discounts on price (Tandon et al., 2024).

At a practical level, the Internet has transformed 
human civilization, including becoming the basis for 
social and business activities (Mir, 2023; Yamin, 
2019), which is referred to as online shopping 
(Rahman et al., 2018). Internal stimuli, such as hedonic 
and utilitarian motivation (Bradley, 2023; Chaffey, 
2021)  and external stimuli (Dawson & Kim, 2009; 
Liu et al., 2013; Gulfraz et al., 2022), can influence 
consumer purchasing decisions through online media. 
So, knowing the influence of stimuli on consumer 
responses is something that needs to be explored by 
sellers.

If sellers want to encourage consumers to decide 
on an IPIB at promotional events, they can apply sales 
promotion to the fullest on promotional channels 
provided by e-marketplaces. Promotional channels 
that can be selected include feeds on promotional 
event pages via mobile applications, e-marketplace 
websites, and e-marketplace social media. There is 
also the option of outdoor advertising, e.g., radio and 
television advertisements provided by e-marketplaces. 
When a promotional event takes place, sales 
promotion has a significant influence in encouraging 
consumers to engage in brand switching and even 
product switching by buying brands or products that 
are entirely different from the initial plan. If sellers 
want to encourage consumers to decide on a CPIB, 
they can optimize appearances, especially by showing 
product photos similar to the ones placed in the virtual 
shopping cart. Apart from that, visually appealing 
and interactive websites can create a pleasant flow 
experience (Argyris et al., 2020).

They can also use attractive product 
visualization on the suggestion feed in the consumer’s 
account. In addition, sellers also need to understand 
the mechanism of consumer behavior in virtual 
shopping carts because online shopping cart use 
increases the possibility of purchasing decisions 

(Kim & Chun, 2018). Due to the small impact of the 
virtual cart on IPIB and CPIB, highlighting the “buy 
now” feature is more necessary, especially during the 
National Shopping Day event. The “buy now” feature 
will further encourage consumers to impulsively buy 
the products sold at the event after being exposed to 
the sales promotion. The “buy now” feature allows 
consumers to go straight to the checkout without 
putting the product in the virtual shopping cart. 
Specifically, strategic consumers consider purchasing 
timing (Chen & Li, 2020). According to Braciníková 
and Matušinská (2020), the importance of building 
a specific marketing communication style for each 
consumer segmentation and studying consumer 
behavior needs to be carried out continuously. An 
example of this is exploring consumers’ Black box, 
such as consumers’ consistent and inconsistent 
behavior in their initial purchase plans.

CONCLUSIONS

The research reveals that sales promotion 
plays a role in influencing other types of impulse-
buying behavior, namely CPIB and IPIB. In the case 
of IPIB, consumers plan to look for promotions and 
buy products that offer the most attractive discounts. 
Even though they already have a specific brand in 
their virtual shopping cart, they will impulsively find 
themselves being inconsistent with their initial plan 
by buying something other than what they had already 
placed in the virtual cart. 

Meanwhile, with CPIB, consumers have put 
several brands from one category in their virtual 
shopping cart. They will impulsively buy products 
in the virtual cart based on the validation tools they 
have found there, such as appearance and product 
information. Based on the empirical studies that have 
been conducted, it can also be concluded that the 
cognitive consistency construct is dichotomous. This 
perspective is validated, demonstrating two types of 
planned impulse-buying behavior: IPIB and CPIB.

The research has two limitations. First, the 
research proves that sales promotions affect IPIB 
and CPIB differently. However, what type of sales 
promotion is the best to influence consumers to 
decide on IPIB and CPIB has not been specifically 
tested. Different types of sales promotion can produce 
different responses in terms of impulse-buying 
decisions. Second, the examination conducted by 
the research has not been able to determine which 
product categories lead consumers to engage in IPIB 
and CPIB. Impulse buying decisions can occur in 
purchasing decisions for various product categories, 
such as low versus high involvement products or 
utilitarian versus hedonic products. Thus, further 
research can focus more on one product category to 
identify additional and broader practical implications 
for companies. Furthermore,  an experimental research 
will be needed to examine what sales promotions are 
the best to influence consumers to act on IPIB and 
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CPIB decisions. The experimental research method 
will better suit studies on impulse-buying decisions 
because researchers can directly assess the effect of 
specific prompts such as “grab as soon as possible” or 
“grab right now” on purchasing decisions.
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APPENDIX

Item Reference

Inconsistent Planned Impulse Buying (IPIB) Rook and Fisher (1995); 
Stern (1962)I often spontaneously buy other products and brands that are different from those 

I have planned.
With little deliberation, I will decide to buy another product and brand that is 
different from the one I have previously planned.
I will immediately decide to buy another product and brand that is different from 
the one I have previously planned when seeing the product.
I often buy other products and brands that are different from those I have planned 
before without considering the reason for buying them.
Sometimes, I suddenly want to buy other products and brands that are different 
from what I have planned.
I tend to buy other products and brands that are different from the particular product 
and brand I have planned according to how I feel at the time.
I tend to rashly buy other products and brands that are different from the particular 
products and brands that I have planned.

Consistent Planned Impulse Buying (CPIB) Rook and Fisher (1995); 
Stern (1962)I often spontaneously buy one brand from a wide selection of brands on the identical 

product type I have planned to purchase.
Without consideration, I tend to choose one brand from a wide selection of brands 
for a product type I have planned to purchase.
With little deliberation, I will buy one of the brands from a wide selection of brands 
on the same type of product that I have previously planned.
I will immediately decide to buy one brand from a wide selection of brands on the 
same product type I have planned upon seeing the brand. 
I tend to buy one brand from a wide selection of brands on the same type of product 
that I have planned before without thinking about the reason for buying it.
Sometimes, I suddenly buy one brand from a wide selection of brands for the same 
type of product that I have planned. 
I will buy one brand from a wide selection of brands of the identical product type I 
have planned according to how I feel.

Informativeness Floh and Madlberger (2013); 
Gulfraz et al. (2022)The reason I shop at the e-marketplace is that it provides accurate information. 

I shop at e-marketplaces because they provide complete and detailed information.
Navigating the e-marketplace makes searching for specific information more 
accessible and effective. 

Appearance Liu et al. (2013)
The different colors used in shopping sites visually influence me to make purchases.
An eye-catching image or title on the homepage of the shopping site makes me 
want to browse the site and complete purchases.
Product images/photos on shopping sites illustrate the product’s quality, encouraging 
me to purchase. 
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Sales Promotion Dawson and Kim (2009)
Shopping sites are easy to use
Discounts are the reason I purchase products.
Free shipping entices me to make purchases. 
Buy one get one is the reason I purchase products.
Cashback coupons grab my attention to making a purchase.

Virtual Cart Use Kollat and Willet (1967)
I put various alternative brands on the virtual cart in the same product class.
I compare alternative brands in the same product class on a virtual cart.
I have determined several brand choices to evaluate before entering the 
e-marketplace.


