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Abstract 

E-commerce is one of the most well-known topics that academics are actively researching. The issue of internet purchase behavior is the 
main focus of that study. Likewise, members of Generation Z, or "Gen Z," are emerging as the most desirable target demographic as 
they now make up the bulk of the e-commerce market's consumer base. In this study, we will investigate the issue and offer guidance to 
the young generation Z since factors from the e-commerce floor have a significant impact on their buying habits. The article identifies 
four characteristics after analyzing primary data collected from a sample of young customers: Gen Z's impulsive online purchase 
behavior is impacted by elements including (1) product presentation, (2) promotion, (3) positive comment, and (4) perceived satisfaction 
through the mediating aspects of "impulsive buy promotion" and "Attitude behavior." The study uses a quantitative approach to 
analyze data from 200 valid questionnaires given to young people in Da Nang city in order to complete the proposed research model, 
which combines the Stimulus- Organism-Response (SOR), and extrinsic variables that affect how Generation Z uses e-commerce 
platforms to make purchases. First off, the SOR model only considers four external variables to have an effect on consumers' purchase 
decisions. However, future studies could examine additional external elements. Second, this study's goal is only one of several that help 
firms who already have a better grasp of customer behavior better comprehend Generation Z's impulsive online purchase habits. 
Customers from generation Z.  
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Introduction 

The e-commerce industry has expanded quickly in recent years, particularly following the COVID-19 
pandemic. Understanding the variables that affect customer behavior in this area has become more 
important as internet purchasing becomes more common. Customers are increasingly using e-commerce 
sites like Amazon, Alibaba, and eBay because of their accessibility, ease, and affordable prices (Nah, F., 
& Siau, K. ,2020). 

E-commerce has had a big impact on Gen Z, the group that was born between the middle of the 
1990s and the middle of the 2012s. Gen Z's behavior and preferences have been significantly 
influenced by the fact that they are the first generation to have grown up wholly in the digital age 
and with the internet. Following are some examples of how this generation's behavior has been 
impacted by e-commerce. The user experience of an e-commerce platform is greatly influenced by 
its interface, and this is especially true for younger consumers who place a high value on usability 
and aesthetic appeal (Baloglu, S., & Pekcan, Y. A, 2006). Limited-time offers, E-commerce 
platforms often offer flash sales or limited-time discounts to create a sense of urgency and 
encourage immediate purchases. With the rise of online shopping, Gen Z has become more 
accustomed to making purchases online, rather than in physical stores. This shift has led to a greater 
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emphasis on convenience, promotion, price, in their purchasing decisions. 

Potential customers can have a good buying experience when a product is shown in an online store using 
multiple elements like the product description, picture, categories, and recommendations. Customers 
could get dissatisfied and be less inclined to make an impulse buy if they can't find the item they want. 
Consequently, a key element in influencing consumers' impulsive purchasing behavior is product 
presentation. The diversity of items available also affects customer perception and might lead to feelings 
of fulfillment from impulsive purchases (Ahmad, M. B., Ali, H. F., Malik, M. S., Humayun, A. A., & 
Ahmad, S, 2019). 

Gen Z also values authenticity and transparency, and they expect brands to be socially responsible and 
environmentally conscious. Gen Z now has an easier time researching companies and goods, comparing 
costs, and reading reviews so they can make wise judgments based on these principles. 

This study looked at how Gen Z customers' tendency for impulsive purchasing is impacted by e-
commerce platforms. The SOR model was utilized to analyze three stages leading to their impulsive 
buying decisions. Moreover, external and internal factors influencing their online shopping decisions 
were incorporated to enhance the accuracy of the research findings. By combining these elements, a 
comprehensive analysis of Gen Z's impulsive buying behavior was achieved. This study will be based on 
a survey of Gen Z's buying behavior in Da Nang. 

Literature Review 

Online Buying of Generation Z 

In 2018 research (Nielsen ) uncovered several online buying traits specific to Gen Z, which include their 
use of social media platforms to share opinions, exchange information, and assess products or brands. 
Furthermore, Gen Z customers tend to avoid brands with poor ethical reputations and prefer to 
experiment and explore new brands, with 75% of participants indicating an interest in change and 
innovation. 

Marketers presently have the difficulty of influencing Gen Z consumers to make purchases and develop 
brand loyalty as a result of their distinctive features. This generation is well aware of the hazards involved 
in purchasing and is not usually brand loyal (Alanko, 2018). Also, they typically employ ad-blocking 
software and steer clear of internet ads (Fromm et al., 2018). Despite this, internet evaluations and 
suggestions from loved ones, coworkers, or other consumers regarding an item or organization have a 
significant impact on Gen Z. 

To sum up, when it comes to online shopping, Gen Z tends to prioritize their personal preferences and 
the distinctiveness of products over brand names. Convenience, speed, variety, and entertainment are 
increasingly important to them. Moreover, brand value, openness, and product authenticity have an 
impact. This shift in consumer behavior highlights the need for marketers to create unique experiences 
that appeal to the specific desires and values of this generation. 

Online Impulse Buying (OIB) 

In 1951, West described impulsive buying as a consumer choice that takes place when the shopper enters 
the store without having prepared a list of items to buy. By 1987, Rook had further developed this 
description, defining impulse purchasing as the act of making a purchase when under the influence of a 
sudden, powerful, and enduring need. 

When it comes to impulsive purchases, researchers are increasingly more interested in online platforms 
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than in conventional brick-and-mortar stores. Several studies have contributed to the creation of the 
concept of online impulse buying and improved understanding of the complex nature of impulsive 
consumer purchase behavior. 

Recent research has looked at a number of variables that affect customers' online impulsive purchase 
behavior. Verhagen and Dolen (2011), for instance, conducted a study of 532 consumers at an online 
retailer in the Netherlands and discovered three factors: convenience (which includes appealing and 
simple-to-use features on the website), pleasure, and website interface that promote impulsive purchase. 
Similar to this, Bloomfield (2014) looked at the relationship between online design, product qualities, 
and impulsive purchasing. Moreover, Zhang et al. (2018) discovered that customer reviews online might 
potentially affect their decision to make an impulse purchase. 

In today's world, online shopping has become the norm for most of the Gen Z population, and as a 
result, research on online impulse buying has become a popular topic of study. 

Stimulus-Organism-Response (SOR) model 

The S-O-R model, which stands for Stimuli-Organism-Response, was initially presented by Mehrabian 
and Russell in 1974 to examine consumer behavior in retail environments. This paradigm's three key 
parts are Stimuli, which are external signals that influence consumer behavior, Organism, which defines 
internal processes that link the stimulus to the consumer's final reaction, and Reaction, which is the 
result of the behavior. The S-O-R model seeks to take individual responses into account in order to 
explain how people's perceptions of and feelings toward external stimuli influence their purchase 
decisions or avoidance. This model has been extensively used to study customer behavior (Jacoby, 2002). 
Moreover, Shen and Khalifa (2012) proposed that the direct stimulation of the S-O-R model, the sense 
of presence, influences users' propensities for impulsive purchases through their sensory experiences. 

The S-O-R model was developed in 1974 by Mehrabian & Russell to investigate consumer behavior in 
commercial settings. This model has three components: Stimulus (S), Organism (O), and Response (R). 
The S-O-R model aims to take individual responses into account when describing how people view and 
react to outside stimuli and how it influences their behavior as consumers. The model has been used 
extensively over the years to investigate consumer behavior, and several researchers have made use of it 
to identify the variables that influence online impulsive purchase behavior. Liu et al. (2013), for instance, 
by combining the two aspects of marketing strategy and information technology, it was successfully 
possible to construct a unique model that identified the precise factors driving impulsive purchasing 
behavior. Similar to this, Sultan et al. (2018) used the SOR model to identify certain factors influencing 
impulse purchase behavior. In reality, by modifying the SOR model, there is still more study to be done 
on the stimuli, emotional reactions, and impulse purchases of customers (Ahmad et al., 2019). 

Data Source 

Table 1: External variables explored across different database. 

External variable 
Databases 

Total 
Google Scholar Science Direct Sagepub 

Perceived enjoyment (PE) 11 1 1 13 
Usefulness (UF) 9   9 

Trust (TR) 8  1 9 
Awareness (AW) 10   10 

Product presentation (PP) 8  1 9 
Positive comments (PC) 8 1 1 10 

Promotion (PR) 9  1 10 
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Research Framework and Hypotheses 

Product Presentation 

Potential customers can have a good buying experience when a product is shown in an online 

store using multiple elements like the product description, picture, categories, and 

recommendations. Customers could get. 

dissatisfied and be less inclined to make an impulse buy if they can't find the item they want. So, a key 

aspect in influencing customers' impulsive purchase behavior is product presentation (Chen-Yu & 

Seock, 2002). The diversity of items available also affects customer perception and might lead to feelings 

of fulfillment from impulsive purchases (Theodoridis & Chatzipanagiotou, 2009). In the end, online 

retailers with a large selection and diversity of items stand a better chance of persuading customers to 

make impulsive purchases (Aragoncillo & Ors, 2018). 

Promotion 

A set of motivating methods called promotions are used to persuade customers to buy goods or services 

right away in the near term (Keller & Kotler, 2012). Promotional programs' main objective is to directly 

influence consumers' purchase decisions. According to Jamal & Lodhi (2015), enticing promotions can 

greatly raise the possibility of prompting customers to make impulsive purchases. So, in both online and 

offline environments, promotions are the most often employed sales promotion approach (Bahrah & 

Fachria, 2021). Discounts and complimentary product samples may ultimately persuade buyers to make 

impulsive or last-minute purchases. 

Positive Comments (Social Network) 

According to the idea of subjective norms, which defines how an individual perceives societal pressures 

to engage in or refrain from a specific action, social network influence refers to external variables that 

have an impact on a person's conduct (Ajzen, 1991). Lin (2007) highlights the importance of group 

reference in the context of online shopping and argues that reference groups have a direct impact on 

one's ability to make purchases online. 

Due to the prominence of social media sites like YouTube, Facebook, Tiktok, and Instagram, people 

can easily share their experiences and thoughts with others online. Consumers may share a variety of 

experiences and rate the goods and services they use on their own forums and platforms that e-

commerce firms have developed (Anderson et al., 2011). This strategy works especially well at 

convincing customers to make impulsive purchases (Xiang et al., 2016). 

Positive comments and feedback on social media platforms, particularly when it comes to online 

shopping, have an impact on customers' impulse buying tendencies and how they regard businesses, 

which makes impulse buying even more prevalent (Kim & Johnson, 2016). 

Perceived Enjoyment 

The term perceived pleasure (PE) refers to the joyous feelings people get when engaging with their 
surroundings. Perceived satisfaction is seen as a key component affecting customer behavior in the 
Technological Acceptance Model (TAM). 
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Perceived happiness in the context of e-commerce, especially when contrasted to physical purchase 

experiences, favorably influences consumer attitudes of online shopping (Ha & Stoel, 2009). PE is also 

a metaphor for the hedonic value of online shopping (Hess et al., 2014). 

In conclusion, customers are more likely to participate in impulsive purchasing behavior and modify 
their OIB behavior if they feel good about their online shopping experiences and have pleasant feelings 
(Sohn & Lee, 2017). 

Urge To Buy Impulsively 

Hirschman (1985) asserts that a consumer's personal ideas and motivations can significantly affect 
their inclination to engage in impulsive purchasing behavior. Once this need is sparked, the impulse 
to make an impulsive purchase decision intensifies and persists, finally prompting a quick response. 
As a result, the desire to make an impulsive purchase might be considered the start of the real 
impulsive purchasing process. 

Many traits, such as the website interface, are important in the context of e-commerce, product 
information, and browsing behaviors, have been discovered that might encourage a consumer's 
desire to participate in impulsive purchase behavior (Verhagen & Dolen, 2011). These 
components might result in a hedonic experience that tempts users to make hasty online 
purchases (Huang, 2016). 

H1: PE has a favorable impact on on AC. 

H2: UF has a favorable impact on AC. 

H3: TR has a favorable impact on AC. 

H4: AW has a favorable impact on AC. 

H5: PP has a favorable impact on AC. 

H6: PC has a favorable impact on AC.  

H7: PP has a favorable impact on RC. 

H8: PC has a favorable impact on RC.  

H9: PR has a favorable impact on RC.  

H10: AC has a favorable impact on AI. 

H11: RC has a favorable impact on AI.  

H12: AC has a favorable impact on CI.  

H13: RC has a favorable impact on CI. 

H14: AI has a favorable impact on UBI. 

H15: CI has a favorable impact on ABG. 

H16: UBI has a favorable impact on PD.  

H17: ABG has a favorable impact on PD.  

H18: PD has a favorable impact on GOB. 
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Figure 1: Proposed Conceptual Framework 

 

Five empirical hypotheses were developed to reach the objective of this study on the basis of a theoretical 
framework that was elaborated in the literature review and supported in the data analysis section. 

Table 2: Research variables and hypotheses 
Dependent Variable Independent Variables Hypotheses 

Active Control (AC) 

Perceived enjoyment (PE) H1 PE has a favorable impact on AC 

Usefulness (UF) H2 UF has a favorable impact on AC 

Trust (TR) H3 TR has a favorable impact on AC 

Awareness (AW) H4 AW has a favorable impact on AC 

Product presentation (PP) H5 PP has a favorable impact on AC 

Positive comments (PC) H6 PC has a favorable impact on AC 

Reciprocal Communication (RC) 

Product presentation (PP) H7 PP has a favorable impact on RC 

Positive comments (PC) H8 PC has a favorable impact on RC 

Promotion (PR) H9 PR has a favorable impact on RC 

Affective Involvement (AI) 

Active Control (AC) H10 AC has a favorable impact on AI 

Reciprocal Communication 
(RC) 

H11 RC has a favorable impact on AI 

Cognitive Involvement (CI) 

Active Control (AC) H12 AC has a favorable impact on CI 

Reciprocal Communication 
(RC) 

H13 RC has a favorable impact on CI 

Urge to buy impulsively. 
(UBI) 

Affective Involvement (AI) H14 AI has a favorable impact on UBI 

Attitude behavior of Gen Z 
(ABG) 

Cognitive Involvement (CI) H15 CI has a favorable impact on ABG 

Purchase decision (PD) 

Urge to buy impulsively. 
(UBI) 

H16 UBI has a favorable impact on PD 

Attitude behavior of Gen Z 
(ABG) 

H17 ABG has a favorable impact on PD 

Generation Z's OIB 
behavior (GOB) 

Purchase decision (PD) H18 PD has a favorable impact on GOB 

Research Methodology 

Data collection 

A questionnaire was used in this study to collect data in a quantitative way. Students (Gen Z) who have 
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made purchases on an e-commerce platform in Danang, Vietnam, responded to an online survey. The 
PLS-SEM document is used to determine the minimum sample size using the "10-fold rule." as Barclay 
et al. (1995) contend. Also, this has been highlighted in earlier research on the quantitative technique for 
choosing sample sizes (Chin, 1998; Hair et al., 2021). The sample size is at least 100 replies since the 
research model includes a total of 15 variables that reflect 15 relationships at latent variables. In 
conclusion, 200 persons participated in the poll, including all of the approved representatives. 200 is 
therefore seen as an appropriate number for a representative sample. 

Survey structure 

The responders were emailed a questionnaire online. The poll is divided into two main sections: (1) 
questions on the participant's demographics and shopping habits; and (2) inquiries about the influence 
of e-commerce platforms on Gen Z's impulsive purchasing patterns. Like other studies, this one uses a 
5-point Likert scale to assess responses "from 1 to 5", or the degree of strongly disagreeing to strongly 
agreeing. 

Pilot study 

In a preliminary research, 15 participants in Da Nang, Vietnam randomly chose peers from the 
Generation Z to utilize e-commerce sites to make impulsive purchases. For all reliability indicators that 
are assessed using the Cronbach's Alpha index, it must be higher than 0.7. (Hair et al., 2021). As a 
consequence, Table 4 includes all the trustworthy data that may be used to support the entire research. 

Table 3: Results of the pilot test are based on the scale’s reliability rating. 

Dimension 
Cronbach's 

alpha 
Composite 

reliability (rho_a) 
Composite 

reliability (rho_c) 
Average variance 
extracted (AVE) 

Active Control (AC) 0.947 0.947 0.974 0.949 

Affective Involvement_(AI) 0.890 0.890 0.948 0.901 

Attitude behavior of Gen 
Z_(ABG) 

0.942 0.943 0.972 0.945 

Awareness (AW) 0.652 1.115 0.768 0.582 

Cognitive Involvement (CI) 0.884 0.891 0.945 0.896 

Perceived enjoyment (PE) 0.684 0.772 0.794 0.565 

Positive comments (PC) 0.963 0.963 0.976 0.931 

Product presentation (PP) 0.917 0.953 0.947 0.856 

Promotion (PR) 0.934 0.935 0.958 0.885 

Reciprocal 
Communication_(RC) 

0.857 0.857 0.933 0.875 

Trust (TR) 0.685 -0.232 0.146 0.323 

Urge To Buy 
impulsively_(UBI) 

0.824 0.847 0.918 0.849 

Usefulness (UF) 0.772 1.505 0.807 0.589 

Measurements 

This paper's goal is to investigate how the user interface of e-commerce platforms affects generation Z's 
impulsive buying behavior. It does this by compiling data from earlier studies on generation Z's online 
shopping habits and combining the use of the OIB and SOR models, which each have eleven constructs 
and 36 items. Some variables include AW (3 items), PP (3 items), PC (3 items), PR (3 items), PR (3 
items), AC (2 items), RC (2 items), AI (2 items), CI (2 items), UBI (2 items), ABG (2 items), PD (1 item), 
and GOB (1 item), to name a few. Table 3 shows the results after integrating and altering assessment 
items from previous research, then verifying their reliability in a pilot study. 
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Table 4: Measurement items of constructs in the model 
Constructs Codes Measurement items Sources 

Perceived enjoyment 
(PE) 

PE1 
I once regretted making purchases based on 
product enjoyment 

Oliver, R. L. (1993) Oliver, R. L. 
(1997) 

PE2 
I believe companies intentionally use 
perceived. 
enjoyment to influence buying behavior 

PE3 
I will buy the product if I think that 
product. 
makes me Perceived enjoyment 

Usefulness (UF) 

UF1 
Finding the goods, I wish to purchase is 
made. 
simpler for me thanks to an e-commerce site 

Brynjolfsson, E., Hu, Y. J., & 
Simester, D. (2011) 
Park, C. W., Mothersbaugh, D. L., 
& Feick, L. (1994) 

UF2 
Anywhere, anytime I can shop on e-
commerce. 
platform 

UF3 
When shopping on an e-commerce 
platform, I don't need to be curious about 
the price, material, color, 

Trust (TR) 

TR1 
I feel secure when I can check the product. 
before receiving and paying 

Bhatnagar, A., Misra, S., & Rao, H. 
R. (2000) 

TR2 
I can easily recognize the reputation of the 
store. 
on the e-commerce platform 

TR3 
If I receive a bad product, I can refund it 
immediately 

Awareness (AW) 

AW1 

I find that Gen z these days often look 
forward to the sale day of each month to be 
able to buy. 
discounted goods on e-commerce Nguyen, H., Sohal, A. S., & 

Prajogo, D. I. (2018) 
Brown, J. J., & Reingen, P. H. 
(1987). 
Huang, L., Liu, Y., & Ba, S. (2017). 

AW2 

I started shopping more online on e-
commerce. 
platforms because I was surrounded by a lot 
of people using it 

AW3 
Because I know that the e-commerce 
platform has many promotions, so I used it 

Product presentatio n 
(PP) 

PP1 
I buy product on an e-commerce platform 
because I am attracted by the product. 
presentation 

Kim, H., & Lennon, S. J. (2013). 
Engelland, B. T., & Gouthier, M. H. 
(2012). 

PP2 
I think e-commerce platforms should give 
priority to improving product presentation. 
quality 

PP3 

I think that e-commerce platform product 
presentation significantly influences 
customers. 
purchase choices 

Positive comments (PC) 

PC1 
I always read positive comments about a 
product before buying online 

Park, D. H., Lee, J., & Han, I. 
(2007). 
Ladhari, R., Souiden, N., & Dufour, 
B. (2018). 

PC2 

Good online reviews are, in my opinion, 
important variables to take into account 
before 
making a purchase 

PC3 
If I am pleased with the product I buy, I will 
provide positive reviews on e-commerce. 
websites 



Tan & Quang 1517 

Kurdish Studies 
 

Promotion (PR) 

PR1 

I once bought a product online just because 
it was on promotion, even though I didn't 
really. 
need it at the time. Lichtenstein, D. R., Netemeyer, R. 

G., & Burton, S. (1990). 
Choi, J., Lee, H., & Yoo, C. W. 
(2017). 
Kacen, J. J., & Lee, J. A. (2002). 

PR2 
Discounts and promotions make me shop 
more 

PR3 

I have a feeling that promotions on e-
commerce platforms are more geared 
toward Gen Z consumers than other age 
groups. 

Active Control (AC) 
AC1 

I usually limit my budget or spending when. 
shopping online 

Verhagen, T., & van Dolen, W. 
(2011). 

AC2 
I used to abandon an online shopping cart. 
before completing a purchase 

Reciprocal Communic 
ation (RC) 

RC1 
I had a negative customer service 
experience. 
with an e-commerce platform 

RC2 

I often recommend the e-commerce 
platform to 
my friends or family members based on my 
experience 

Liu, Y., Li, H., & Hu, F. (2019). 

Affective Involvemen t 
(AI) 

AI1 
I once switched to another e-commerce. 
platform because of a negative emotional 
experience with the original platform 

Park, C. W., MacInnis, D. J., 
Priester, J., 
Eisingerich, A. B., & Iacobucci, D. 
(2010). 

AI2 

I feel it is very important that the e-
commerce platform I purchase from is 
transparent and 
honest in marketing and advertising. 

Krasnova, H., Günther, O., 
Spiekermann, S., & Koroleva, K. 
(2010). 

Cognitive CI1 I usually spend time researching products 
Huang, K. W., Chou, P. F., & Lu, 
C. J. 

Involvemen t (CI) 
 before buying online on e-commerce platform 

(2019). 
CI2 

I will give up my intention to buy the product if 
the product information is incomplete or unclear 

Urge to buy impulsively 
(UBI) 

UBI1 
Gen Z nowadays is inspired to make purchases. 
on e-commerce platforms for a variety of reasons, in my 
opinion 

Fatahi, M., & 
Salimi, H. (2020). 
Wu, J. H., Chen, Y. 
H., & Chung, Y. S. 
(2017). 

UBI2 I was encouraged to buy goods by that e-commerce platform 

Attitude behavior of Gen 
Z 
(ABG) 

ABG1 
I think reading other customer reviews will help. 
me be more confident in my purchase 

Park, C. W., Lee, J., 
& Han, J. Y. 
(2007). ABG2 

I want to see the product from multiple angles. 
and be able to make payments quickly. 

Purchase 
decision (PD) 

PD1 
I decided to buy online thanks to the convenience, 
reputation, and meeting my needs 

Kim, D. J., Ferrin, 
D. L., & Rao, H. R. 
(2008). 

Generation Z's OIB 
behavior 

GOB 

I decided to buy goods because of the elements on the e -
commerce platform that stimulated me and my emotional 
behavior was dominated by those things and that made me 
overcome. 
self-control to buy goods 

Bagozzi, R. P., 
Gopinath, M., & 
Nyer, P. U. (1999). 

Data analysis 

The SmartPLS 4 tool was used in this study to evaluate the data that was gathered. Hair et al. (2021) 
claim that PLS-SEM is a good tool for assessing structural and measurement models since it can produce 
more precise estimates. The theoretical model is judged using two criteria: convergent validity and 
discriminant validity. The authors examined external loadings and retrieved the average variance (AVE), 
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and composite reliability to determine convergent validity (CR). Findings revealed that every result was 
higher than 0.7, supporting the convergent's validity. Moreover, the Fornell-Larcker cross-load criteria 
was utilized to assess discriminant validity. This need was mentioned by Henseler et al. (2015). By 
examining the Variance Inflation Factor (VIF), which should be multicollinearity, greater than 2.0 and 
lower than 5.0 problems were evaluated (Hair et al., 2021). 

The determining factor is an indicator of how effectively a proposed model can forecast results (R2). A 
squared correlation depicts the association between two particular endogenous factors. A score of 0.75 
or higher denotes a strong relationship, 0.50 or higher a moderate relationship, and 0.25 or below a poor 
relationship (according to Hair et al., 2021). The route coefficient is a valuable measure to take into 
account while analyzing the many postulated linkages in the suggested model. Although this study 
employed bootstrapping approaches to determine the relevance of each path in the model, partial least 
squares (PLS) cannot directly examine the significance of path coefficients. 

Result 

Demographic data 

Table 5 lists the findings of a survey that 200 participants completed in Danang, Vietnam. The respondents 
were equally divided by gender, with 108 women and 92 men responding. The respondents were all 
members of Generation Z and ranged in age from 11 to 27. Their responses were categorized into five 
levels ranging from lowest to highest agreement. Level 3, which indicated the strongest attraction to 
purchasing on e-commerce platforms, was preferred by 97 respondents (49%), while Levels 4 and levels 5 
were favored by only 50 respondents (25%) and 43 respondents (22%). Additionally, the survey included 
a question about the amount spent shopping on e-commerce, with 200 respondents answering. Of those, 
55% spend between 1M and 2M VND (110 respondents), and 45% spend between 500,000 VND and 1M 
VND (90 respondents). These results suggest that the survey provided an unbiased evaluation of Gen Z 
citizens in Danang and that their responses were suitable for the survey's objectives. 

Table 5: Summary of the profile of respondents 
Items Frequency Percentage 

Gender 
Male 92 46% 

Female 108 54% 

Age 

11 - 27 127 64% 

28 - 32 73 37% 

Over 32 0 0% 

Location 
Danang 200 100% 

Others 0 0% 

Items Frequency Percentage 

I feel drawn to make purchases on the ecommerce marketplace 

1 0 0% 

2 10 5% 

3 97 49% 
4 50 25% 

5 43 22% 

The amount you spend shopping on the e-commerce platform in a 
month 

Under 500.000 
VND 

0 0% 

500.000 VND - 
1M 

90 45% 

1M - 2M 110 55% 

Over 2M 0 0% 
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Measurement model evaluation 

According to the findings in Table 6, every external load component has coefficients more than 0.7, 
which denotes a high convergence value. Additionally, the AVE values surpass 0.5, indicating that the 
indicator's reliability has been satisfactorily met. Thus, these outcomes prove that the works meet 
essential requirements of reliability and convergent validity. While most of the internal VIF values range 
between 2.0 and 5.0, PC1, PC2, 

PC3, PR2 and PR3 exhibit VIF values exceeding 5.0, suggesting a high chance of severe multicollinearity 
at those two values. 

Table 6: Convergent Validity 
Constructs Items Outer Loading VIF Cronbach’s Alpha CR AVE 

Perceived enjoyment (PE) 

PE1 0.834 1.147 

0.676 0.790 0.285 PE2 0.768 2.579 

PE3 0.628 2.355 

Usefulness (UF) 

UF1 0.955 1.218 

0.768 0.793 0.570 UF2 0.647 2.753 

UF3 0.617 2.637 

Trust (TR) 

TR1 -0.351 2.004 

0.678 0.010 0.285 TR2 -0.496 1.813 

TR3 0.697 1.158 

Awareness (AW) 

AW1 0.886 2.161 

0.652 0.783 0.592 AW2 0.964 2.170 

AW3 0.251 1.054 

Product presentation (PP) 

PP1 0.948 4.208 

0.913 0.945 0.851 PP2 0.953 4.538 

PP3 0.865 2.391 

Positive comments (PC) 

PC1 0.955 6.643 

0.961 0.975 0.928 PC2 0.953 6.074 

PC3 0.982 11.986 

Promotion (PR) 

PR1 0.899 2.628 

0.930 0.955 0.877 PR2 0.949 6.143 

PR3 0.961 6.942 

Active Control (AC) 
AC1 0.971 4.695 

0.940 0.971 0.944 
AC2 0.971 4.695 

Reciprocal Communication (RC) 
RC1 0.933 2.162 

0.846 0.928 0.867 
RC2 0.929 2.162 

Affective Involvement (AI) 
AI1 0.946 2.648 

0.882 0.944 0.894 
AI2 0.946 2.648 

Cognitive Involvement (CI) 
CI1 0.951 2.622 

0.881 0.943 0.893 
CI2 0.939 2.622 

Urge to buy impulsively (UBI) 
UBI1 0.903 1.938 

0.821 0.917 0.847 
UBI2 0.937 1.938 

Attitude behavior of Gen Z (ABG) 
ABG1 0.969 4.529 

0.938 0.970 0.941 
ABG2 0.971 4.529 

A crucial indicator for evaluating discriminant validity is the Fornel-Larcker scale. These values must be 
calculated by calculating the square root of the average variance extracted (AVE) and comparing it to the 
loading indicators in the relevant rows and columns (Hair et al., 2021). If the correlation values in each 
row are 
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greater than the AVE's square root coefficients but still too low, discrimination may still be regarded as 
satisfactory (Rahim & Magner, 1995). Nonetheless, Table 7 demonstrates that each construct has adequate 
discrimination for the subsequent variables: AC (0.971), AI (0.946), ABG (0.970), AW (0.770), CI (0.945), 

GOB (1.000), PE (0.748), PC (0.963), PP (0.923), PR (0.937), PD (1.000), RC (0.931), TR (0.534), UBI 

(0.920), and UF (0.755). This implies that the indications for the other constructions were 
interchangeable. 

Table 7: Discriminant validity (Fornell-Larcker Scale) 
 AC AI ABG AW CI GOB PE PC PP PR PD RC TR UBI UF 

AC 0.971               

AI 0.934 0.946              

ABG 0.915 0.953 0.970             

AW -0.332 -0.379 -0.375 0.770            

CI 0.947 0.866 0.842 -0.240 0.945           

GOB 0.707 0.800 0.751 0.075 0.645 1.000          

PE -0.641 -0.710 -0.712 0.535 -0.599 -0.468 0.748         

PC 0.961 0.914 0.885 -0.359 0.981 0.648 -0.668 0.963        

PP 0.653 0.750 0.757 -0.294 0.603 0.704 -0.866 0.636 0.923       

PR 0.971 0.967 0.937 -0.244 0.943 0.807 -0.611 0.958 0.667 0.937      

PD 0.947 0.938 0.876 -0.351 0.915 0.717 -0.622 0.959 0.662 0.952 1.000     

RC 0.952 0.935 0.888 -0.312 0.957 0.717 -0.618 0.986 0.599 0.976 0.968 0.931    

TR -0.491 -0.419 -0.465 0.494 -0.473 0.040 0.143 -0.545 0.095 -0.459 -0.471 -0.541 0.534   

UBI 0.952 0.912 0.901 -0.288 0.982 0.674 -0.653 0.973 0.692 0.955 0.927 0.947 -0.439 0.920  

UF 0.647 0.563 0.469 -0.399 0.726 0.175 -0.597 0.757 0.281 0.595 0.657 0.727 -0.534 0.659 0.755 

Structural Model Evaluation 

The R2 values for AC are high (0.945), AI is high (0.895), ABG is high (0.709), and CI are displayed in 
Table 8. (0.93, high), GOB (0.515, moderate), PD (0.868, high), RC (0.988, high), UBI (0.832, high). 
Thus, the design of the suggested research model indicates that it possesses a high predictivity. 

Table 8: The value of R² for coefficient of determination 
Dependent variables R Square Levels 

Active Control (AC) 0.945 High 
Affective Involvement_(AI) 0.895 High 
Attitude behavior of Gen Z_(ABG) 0.709 High 
Cognitive Involvement (CI) 0.930 High 
Generation Z's OIB behavior (GOB) 0.515 Moderate 
Purchase decision (PD) 0.868 High 
Reciprocal Communication_(RC) 0.988 High 
Urge To Buy impulsively_(UBI) 0.832 High 
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Table 9: Hypotheses testing results. 

Relationship 
Original sample 

(□) 
Sample mean 

(M) 

Standard 
deviation 
(STDEV) 

T statistics 
(|O/STDEV|) 

 
P 

values 

 
Decision 

AC -> AI 0.477 0.477 0.069 6.955 0.000 Support 
AC -> CI 0.380 0.381 0.045 8.383 0.000 Support 
AI -> UBI 0.912 0.911 0.017 52.239 0.000 Support 

ABG -> PD 0.215 0.216 0.051 4.251 0.000 Support 

AW -> AC -0.003 -0.041 0.088 0.033 0.973 
Not 

support 
CI -> ABG 0.842 0.840 0.029 29.143 0.000 Support 

PE -> AC -0.487 -0.336 0.276 1.763 0.078 
Not 

support 
PC -> AC 1.507 1.394 0.258 5.844 0.000 Support 
PC -> RC 0.620 0.620 0.031 19.850 0.000 Support 

PP -> AC -0.599 -0.408 0.335 1.785 0.074 
Not 

support 
PP -> RC -0.089 -0.089 0.007 13.609 0.000 Support 
PR -> RC 0.441 0.441 0.030 14.762 0.000 Support 

PD -> GOB 0.717 0.713 0.047 15.108 0.000 Support 
RC -> AI 0.480 0.479 0.069 6.996 0.000 Support 
RC -> CI 0.596 0.594 0.046 12.854 0.000 Support 

TR -> AC 0.181 0.083 0.181 0.999 0.318 
Not 

support 
UBI -> PD 0.733 0.732 0.050 14.692 0.000 Support 
UF -> AC -0.520 -0.441 0.224 2.321 0.020 Support 

Figure 2. Structural model 

 

Managerial Implications 

Implications for “Perceived Enjoyment” Factor 

Encouraging Gen Z to make spontaneous online purchases is crucial but challenging. The key factor is 



1522 The Impact of the E-Commerce Platform Interface on the Impulsive Shopping Behavior of Z Generation  

www.KurdishStudies.net 
 

that the e-commerce platform's content and experience must be compelling enough to entice consumers 
to browse extensively and make a purchase on a whim. E-commerce platforms need to develop tactics 
that make the shopping experience more enjoyable and engaging to stimulate customers' desire. 
Additionally, creating effective content is crucial for brands to connect with young customers and 
convince them to purchase products that they may not have considered otherwise. Telling relevant 
stories is an effective strategy to motivate customers to make unplanned purchases. Marketers should 
focus on creating increasingly captivating and appealing shopping apps to stimulate Gen Z's impulsive 
shopping behavior. The visual tools available on e-commerce platforms provide an advantage over 
traditional stores, as images and language can effectively create a sense of urgency and urge customers 
to make impulsive purchases. 

Implications for “product presentation” factor 

Customers, especially those from Gen Z, increasingly desire personalized experiences from companies. 
To meet these expectations, businesses should suggest products that match customers' preferences, 
behaviors, and personalities. Customers often make subjective purchasing decisions based on factors 
like color, shape, and material. Therefore, e-commerce sites must continually improve their appeal by 
providing more precise tools, such as featured images and pop-ups, to create market stimuli like hot-
selling products, promotions, and similar items. This will create the impulse to buy the product on the 
spot. To build consumer loyalty, product information also has to be entertaining in addition to being 
factual. Businesses may do this by periodically introducing new products and switching out important 
components in a few weeks. 

Consequences of the "positive comments" component 

To attract Gen Z and retain customers, e-commerce platforms need to become a place where they can 
share stories and connect with each other. This creates a strong network between businesses and 
consumers, builds trust, and expands territory quickly. However, with customers having many platforms 
to share opinions, they often trust people similar to them rather than brands. 

Therefore, e-commerce platforms need to maximize user-generated content and encourage product 
reviews and comments. Additionally, it is important to encourage interaction between unfamiliar 
consumers to create a creative and diverse community. 

Also, it is advised that e-commerce platforms make presenting customer reviews, photos, videos, and 
questions and answers a priority in order to give customers pertinent information about their specific 
needs and issues. Gen Z, in essence, is heavily impacted by outside variables that may have an effect on 
their impulsive online shopping behaviors. Both Key Opinion Consumers (KOCs) and Key Opinion 
Leaders (KOLs) (KOCs)may therefore be effectively used in marketing efforts to influence customers 
to make quick purchase choices. 

Limitation and future research direction 

The impacts of the e-commerce platform interface on impulsive purchase behavior among Gen Z are 
the focus of this research study, which also contains reviews of the relevant literature and data from 
databases that were acquired from reliable sources. There are certain restrictions with this research, 
though, and there are also some areas that ought to have been included but were unintentionally left out. 
Therefore, future studies on the subject could be addressed. The first is limited in scope and sample. If 
the sample is not large enough, it sometimes fails to give a clear overview of a generation's personality. 
The scope of the survey is only in Gen Z in Da Nang, which doesn't reflect it all because Gen Z in 
bigger and smaller cities sometimes have a different mindset and perspective. The study's ability to 
quantify impulsive purchase behavior just at one particular period may not accurately reflect the long-
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term effects of the e-commerce platform interface on Gen Z consumers' behavior. Finally, research may 
be influenced by other factors that lead to inaccurate impulsive shopping behavior assessments. This 
method may be influenced by a tendency towards social desirability, in which respondents may not give 
correct answers due to the desire to present themselves in a positive way. Since then, the results from 
the survey are also not completely accurate. Therefore, in future studies, if possible, improve the above 
limitations to make it clearer and more certain. 

Conclusion 

This study examines Gen Z's impulsive purchase behavior through e-commerce platforms using the 
Stimulus-Organism-Response (SOR) Model and researches the components that drive it to determine which 
ones are most significant. The SOR from 200 investigations was combined and expanded to create an 
extended model. As a consequence, the study demonstrates that PC, PP, and TR favorably influence PD as 
compared to extrinsic factors. Moreover, both PC, PP, and TR strongly influence GOB in the SOR structure. 

This study has identified factors that attract public interest in online shopping applications and stimulate 
impulsive shopping behavior, including: (1) Product presentation, (2) Promotions, (3) Comment 
positivity and 

(4) Perceived enjoyment are variables affecting impulsive online shopping habits of Generation Z. 
Research shows Perceived enjoyment, Positive comments and Trust influence impulsive buying behavior 
through e-commerce platforms. However, according to research results, Promotion has not yet had an 
effect on impulsive buying behavior. So floor management should use targeted promotions as targeted 
promotions, based on consumer data and behavior, can be more effective in triggering behavior. impulse 
buying. For example, a promotion for a product that a consumer has previously viewed or added to their 
cart may be more successful than a general promotion. If consumers believe they are receiving a good 
bargain or excellent value for their money, they are more inclined to make impulsive purchases. 
Promotions that offer discounts, free gifts, or other incentives can help create this perception of value. 
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