ABSTRACT

This study uses the PLS-SEM method to explore the effect of e-service quality, user
experience, and sales promotion on impulse buying behav-ior on the SOCO by Sociolla and
Sephora applications. The research is motivated by the competitive landscape of the e-
commerce beauty and cosmetics sector, which demands an understanding of factors influenc-
ing impulsive buying. While previous studies emphasize e-service quality and user experience
in customer satisfaction, their direct impact on impulsive buying remains unclear. Active users
of the SOCO by Sociolla and Sephora applications provided information via an online
questionnaire, which was then evaluated using SmartPLS. The findings demonstrate that sales
promotions have a major and advantageous impact on impulsive purchasing, emphasizing the
effectiveness of alluring offers like discounts, free shipping coupons, and special promotions
for new users in inciting impulsive purchases. On the other hand, although crucial for overall
satisfaction, e-service quality and user experience have no direct bearing on impulsive buying
in this study. Current solutions focus on enhancing sales promotion strategies to attract more
customers. However, further improvements in service quality and user experience could lead
to higher customer loyalty and repeat purchases. Conclusively, the study offers significant
perspectives to the e-commerce sector regarding the significance of inventive sales promotion
tactics in stimulating spontaneous purchasing tendencies, underscoring the neces-sity of a well-
rounded strategy that takes user experience and service quality into account.
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