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Abstract 

 
This study aims to examine the mediating role of credit card usage in the relationship between hedonic 
motivation and promotional programs on impulse buying behavior retail consumers. A quantitative 
approach, research was conducted in former Banyumas residency, including Banyumas, Banjarnegara, 
Purbalingga, and Cilacap involving a sample of 92 credit card users selected through purposive random 
sampling. Data analysis using the Partial Least Squares (PLS) method. Findings reveal that hedonic motivation 
does not significantly influence impulsive buying behavior. Promotional programs exert a positive and 
significant impact on impulsive purchasing. Furthermore, both hedonic motivation and promotional 
programs were found to have a positive and significant effect on credit card usage. Credit card usage, in 
turn, demonstrates a positive and significant effect on impulsive buying. Credit card usage fully mediates the 
relationship between hedonic motivation and impulsive buying, and serves as a partial mediator in the 
relationship between promotional programs and impulsive buying. 
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INTRODUCTION 

Technological developments have shifted paper-based payment systems toward cards and electronic 
instruments, including credit cards. Credit cards are one of the most popular payment methods globally, 
including in Indonesia. This non-cash payment system is favored for its convenience and flexibility. Research by 
Jiang (2022) shows that mobile and electronic forms of payment tend to increase consumers’ spending amounts 
compared to cash, largely because the psychological “pain of paying” is reduced when payment is deferred or 
non-physical. 

Credit cards have special appeal to the public because of the many benefits of using them (Arslan, 2015). 
This appeal often arises from lifestyle factors, especially hedonistic motivation. For instance, a systematic review 
by Kusmalinda (2025) found that modern lifestyle and hedonic motivations significantly drive the use of credit 
cards particularly among younger consumers. When people do not have a particular amount of cash, they can 
still make purchases,deferring payment until the next billing cycle or using installments. Furthermore, 
promotional programs offered to credit card users also encourage impulsive purchases, thereby boosting the 
economy through increased number and value of transactions (Patrikha et al., 2023).  
 

Table 1. Credit Cards in Indonesia 

Year 
Number of 

Credit Cards 
Number of 

Transaction 
Transaction Value 

(in millions of Rupiah) 

2021 16.513.623 281.901.462 244.515.984 

2022 17.198.882 342.766.089 323.601.611 

2023 17.727.481 393.620.095 405.330.075 

2024 18.549.686 459.984.248 436.264.172 

Source: Asosiasi Kartu Kredit Indonesia (AKI), https://www.akki.or.id/ accessed on 28 April 2025 
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Based on data from the Indonesian Credit Card Association, which is shown in Table 1 above, it can be seen 
that the number of credit cards in circulation in 2024 increased from the previous year to Similarly, the number 
of credit card transactions includes the value of credit card transactions, which also increased from the previous 
year. This shows an increase in credit card ownership or numbers in Indonesia as a non-cash payment method, 
followed by the number of transactions and transaction values, making it interesting to investigate the 
relationship with consumer transaction and purchasing behavior. 

Our recent study Rizaldi (2022) found that price strongly influences purchase interest, providing a basis for 
examining impulsive buying. This research is important for understanding factors driving impulsive purchases, 
particularly through credit card payment strategies. Impulsive buying remains a significant phenomenon (Graa 
et al., 2014), influenced by hedonistic motivation (Cantikasari & Basiya, 2022; Mamuaya & Pandowo, 2018) and 
promotional programs (Hajjat, 2021; Rolando, 2025; Rotinsulu, E. A. S., Kindangen, P., & Gunawan, 2025; 
Semuel, H., Kosasih, A. V., & Novia, 2007; Vishnu, P., & Raheem, 2013). The novelty of this study links hedonistic 
motivation, promotional programs, and impulsive purchasing within digital cashless credit card payments, 
identifying consumer behavior patterns in purchasing and cashless transactions during the digital era while 
providing evaluations and recommendations for credit card service providers to maximize transaction numbers 
and values effectively overall. 

LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT 

According to the Stimulus Organism Response (SOR) Theory developed by Mehrabian & Russell (1974) 
external stimuli (stimulus) influence the cognitive and emotional state of an individual (organism) which then 
results in a behavioral response (response). In the context of consumer behavior, promotional programs and 
credit card usage can act as stimuli, hedonic motivation as an organism, and impulsive buying as a consumer 
behavioral response (Hochreiter et al., 2023). 

Hedonic Motivation (HM) 

Hedonic motivation is a shopping drive emphasizing pleasure, fantasy, emotion, and sensory experiences 
(Arnold & Reynolds, 2003). Under Stimulus Organism Response Theory, it strengthens impulsive buying 
tendencies. Hedonic motivation significantly influences impulsive purchasing (Khair et al., 2023), pleasure-
seeking behavior (Ramadhan & Simanjuntak, 2018) and emotional satisfaction in consumption (Lee et al., 2022). 
Hedonic motivation trigger impulsive buying through emotions (Cantikasari & Basiya, 2022) yet lacks influence 
(Bandyopadhyay et al., 2021; Iyer et al., 2020; Sari & Hermawati, 2020; Silva, 2023), moderated by self-control 
and cognitive evaluation (Nyrhinen et al., 2024). Therefore, the following hypothesis can be proposed: 
H1: Hedonic motivation has no effect on impulsive buying.  

Promotion Program (PP) 

Promotional programs are short-term incentives designed to influence consumer behavior and encourage 
purchases directly (Wierenga & Soethoudt, 2010). According to Stimulus Organism Response Theory, 
promotions act as external stimuli triggering impulse purchases. Discounts, coupons, and loyalty programs 
increase purchasing decisions (Kvirikashvili, 2023), while sales promotions encourage impulsive buying through 
positive emotions Aini and Yuana (2023), Denia et al. (2023), Fernanda (2019), Mandolfo et al. (2022) Mulyana 
and N.I (2020), Nguyen et al. (2024), and Wisesa and Ardani (2022) consistently found promotional programs 
increase impulsive buying through emotional stimulation, perceived value, and promotions including flash sales. 
Based on these findings, the next hypothesis is: 
H2: Promotional programs have a positive effect on impulsive buying. 

Credit Card Use (CC) 

Credit card usage is consumer behavior in using credit cards as a means of payment to purchase goods or 
services with delayed payment facilities (Sriram K.V et al., 2023). According to the Stimulus-Organism-Response 
(SOR) Theory, transaction convenience increases impulse buying. Credit cards provide deferred payment and 
installment credit (Koulayev et al., 2016; Park & Davis Burns, 2005; Zohora et al., 2024). Hedonic motivation 
positively influences credit card use (Dewi & Aksari, 2019; Zigari et al., 2023). It encourages shopping pleasure 
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through flexible transactions (Gawior et al., 2022), fulfills hedonic consumption needs (Kathuria & Bakshi, 2024) 
and supports spontaneous preferences (Karim & Tajibu, 2021). Therefore, we can propose: 
H3: Hedonic motivation have a positive effect on credit card use. 

 
Research by Akbar et al. (2019) shows promotional programs positively affect credit card use. Incentives, 

rewards, digital promotions increase adoption recommendations (Song et al., 2019). Hamill et al. (2025), 
Rahardja (2023), and Risti et al. (2017) support these findings. Hence, the hypothesis is: 
H4: Promotional programs have a positive effect on credit card use. 

Impulse Buying (IB) 

Impulse buying is spontaneous, unplanned purchasing triggered by emotional and social stimuli (Verhagen 
& van Dolen, 2011). Stimulus Organism Response Theory explains behavioral responses after internal stimulus 
processing. Modern digital consumers and cashless payments increase impulse buying (Lee et al., 2022).  Goyal 
(2024) confirms this relationship through consumer behavior evidence. Cakraningrat (2022) found promotional 
programs positively impact impulsive buying. Singh et al. (2021) showed credit card use encourages impulsive 
buying (Djamhari et al., 2024; Fitri & Millanyani, 2023; Halim et al., 2021; Ningsih & Nandya Oktora Panasea, 
2023; Vieira et al, 2021). Therefore, the next hypothesis is: 
H5: Credit card use have a positive effect on impulsive buying. 
 

There is limited literature on the mediating role of credit card use between hedonic motivation, 
promotional programs, and impulsive buying. Based on earlier studies by (Akbar et al., 2019; Dewi & Aksari, 
2019; Cakraningrat, 2022; Risti et al., 2017; Singh et al., 2021; Zigari et al., 2023), the following hypotheses are 
suggested: 
H6: Credit card use mediates the relationship between hedonic motivation and impulsive buying. 
H7: Credit card use mediates the relationship between promotional programs and impulsive buying. 

 

RESEARCH METHOD 

This study is quantitative research to test and determine the causal relationship between variables, 
including to determine the role of mediating variables (Hofmann et al., 2020). Data was collected through a 
survey distributed via an electronic questionnaire using purposive random sampling with respondent criteria 
including owning and using a credit card for transactions, actively shopping both offline and online, and 
following promotional programs organized by credit card providers. Data collection for this study conducted 
from 1st to 20th July 2025. This study was conducted in the former Banyumas residency, which includes 
Banyumas, Banjarnegara, Purbalingga, and Cilacap. Modern consumers increasingly adapt to digital technology, 
preferring non-cash payments such as credit cards and digital applications (Faraz & Anjum, 2025). In Banyumas, 
electronic payment penetration has grown significantly alongside digital infrastructure and smartphone 
adoption among consumers consistently  (Mir & Wani, 2025). The sample size was determined based on 
parameter estimation calculations (Hair et al, 2010) with four times the number of parameters. 
 

number of parameters = Ʃ indicators + Ʃ path coefficients.............................................ie (1) 
 

In this study, there are 16 indicators and 7 path coefficients, resulting in a total of 23 parameters. Based 
on these criteria, the minimum sample size required for this study is: 

 
sample size = (Ʃ indicators + Ʃ path coefficients) × 4........................................................ie (2) 

                                                 = (16 + 7) × 4 = 92 
 
Respondents' answers were expressed on a 7-point Likert scale. The data collected from respondents' 

answers was processed using SmartPLS 4.1.1.5 software. Indicators for each variable are as follows, Hedonic 
Motivation includes adventure shopping, gratification shopping, value shopping, and idea shopping (Horváth & 
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Adıgüzel, 2018); Promotion programs include discount programs, cashback programs, limited time promotions, 
coupons or time vouchers (Azis et al., 2022); Credit Card Usage includes ease of transactions, purchase 
flexibility, frequency of credit card usage, preference for credit card payments (Prasetio & Muchnita, 2022) 
Impulse buying includes spontaneous purchase, immediate purchase decision, emotional purchase, unplanned 
purchase (Khair et al., 2023). Descriptive analysis described respondent characteristics and questionnaire 
response distributions through tabulated frequencies and percentages. Quantitative analysis employed Partial 
Least Square–Structural Equation Modeling (PLS-SEM), recommended for handling non-normally distributed 
data without transformation and accommodating relatively small samples (Memon et al., 2021; Purwanto, A., 
& Sudargini, 2021; Sarstedt et al., 2014) At the model evaluation stage, the measurement criteria used include 
convergent validity with a loading factor value > 0.7 or > 0.5 or > 0.4. Discriminant validity by looking at the cross 
loading value, while the reliability test is measured using composite reliability and Cronbach's alpha > 0.7 
(Musyaffi et al., 2022). In the structural model evaluation stage, the model is evaluated using R2 (R-Square) with 
criteria of 0.67 meaning a strong model, 0.33 meaning a moderate model, and 0.19 meaning a weak model 
(Wang et al., 2024), f-Square with criteria of 0.02 meaning a small effect, 0.15 meaning a moderate effect, and 
0.35 meaning a large effect (Sarstedt et al., 2022) path coefficient, significance test (t-statistics) the relationship 
between variables is considered significant if the t-statistics value is greater than the t-table and the p-value 
does not exceed 0.05 (Sarstedt et al., 2022).  

Hypothesis testing uses t-statistics, t-table, and p-value at 5% (0.05) significance. Mediation compares 
direct and indirect effects: full if only indirect is significant, partial if both are significant, none if only direct is 
significant after statistical results are obtained first. 

RESULT AND DISCUSSION 

The identity characteristics of the 92 respondents, based on the collected responses, can be summarized 
as follows: 

Table 2. Region of Respondents 

Region of Respondent Frequency Percentage 

Banyumas 31 34% 

Banjarnegara 17 18% 

Purbalingga 23 25% 

Cilacap 21 23% 

Total 92 100% 

Source: Primary data (processed) 

 

Based on the data listed in Table 2, it can be seen that respondents are spread across each region in varying 
numbers, with the highest number being in Banyumas at 34 percent. This data is used to see the percentage 
distribution of respondents in the Banyumas region. 

 
Table 3. Age of Respondents 

Age of Respondent Frequency Percentage 

≤ 20 years old 6 6% 

21 years old - 30 years old 8 9% 

31 years old - 40 years old 32 35% 

41 years old - 50 years old 36 39% 

> 50 years old 10 11% 

Total 92 100% 

Source: Primary data (processed) 
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Based on the data listed in Table 3, it can be seen that the largest number of respondents were in the 41 
years old to 51 years old range, accounting for 39 percent. This data is used to see differences in behavior in 
purchasing activities in each respondent's age range. Most of the respondents in this study were aged 41 years 
old - 50 years old, this is because the majority of credit card holders are in the established age group. 

 
Table 4. Respondents Occupation 

Respondent Occupation Frequency Percentage 

Student 5 5% 

Private Employees 11 12% 

Government Employess 29 32% 

Businessman 40 43% 

Other 7 8% 

Total 92 100% 

Source: Primary data (processed) 

 
Based on the data listed in Table 4, it can be seen that the respondents in this study who use credit cards 

are people with professions as businessmen, amounting to 43 percent. This data is used to see differences in 
purchasing behavior and credit card use for each respondent based on their profession. Most of the 
respondents in this study were businessmen, this is because most businessmen use credit cards as a means of 
payment. 

 
Table 5. Average Respondents Income 

Income Frequency Percentage 

≤ IDR3,000,000 2 2% 

IDR3,000,001 - IDR9,000,000 6 7% 

IDR9,000,001 - IDR15,000,000 10 11% 

IDR15,000,001 - IDR21,000,000 31 34% 

IDR21,000,001 - IDR27,000,000 26 28% 

> IDR27,000,000 17 18% 

Total 92 100% 

Source: Primary data (processed) 

 
Based on the data shown in Table 5, it can be seen that the respondents in this study were dominated by 

those with incomes ranging from IDR15,000,001 to IDR21,000,000 amounting to 34 percent. This data is used 
to see differences in purchasing behavior and credit card use based on different income level ranges. Most of 
the respondents in this study had an income of more than IDR15,000,000 because credit card users are more 
identified with the middle to upper income group. 
 

Table 6. Credit Card Provider 

Provider Frequency Percentage 

Visa Card 40 43% 

Master Card 36 39% 

JCB 10 11% 

UnionPay 6 7% 

Total 92 100% 

Source: Primary data (processed) 
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Based on the data shown in Table 6, it can be seen that the respondents in this study were dominated by 

credit card users with the Visa Card provider label, with a total of 43 percent. This data is used to see differences 
in respondents' shopping behavior by utilizing credit card facilities based on the type of card used. Visa Card 
and Master Card are the majority because they are the most widely available in Indonesia. 

 
Table 7. Respondents Shopping Type 

Shopping Type Frequency Percentage 

Online 50 57% 

Offline 42 43% 

Total 92 100% 

Source: Primary data (processed) 

 
Based on the data available in Table 7, it can be seen that 57 percent of respondents in this study made 

transactions using their credit cards through online shopping channels. This data is used to see differences in 
behavior in using credit cards for transactions both online and offline. This is related to the lifestyle of consumers 
who have started to switch to online shopping because it is considered more practical and saves time. 

 

 
Figure 1. Research Model 

Source: Primary data (processed) 

 
Based on Figure 1, it can be seen that all indicators used to measure each variable have an outer loading 

value > 0.7, so they can all be declared valid. 
 

Table 8. Cronbach’s Alpha, Composite Reliability, and AVE 

Variable CA CR AVE 

HM 0.958 0.958 0.888 

PP 0.946 0.946 0.861 

CC 0.948 0.949 0.866 

IB 0.963 0.963 0.900 

Source: Primary data (processed) 
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The criteria used in this research are that each variable is said to meet the validity requirements if it has a 
Cronbach's Alpha (CA) value > 0.7 Composite Reliability (CR) > 0.7 and an AVE value > 0.5. Based on Table 8, it 
can be seen that all variables in this study as a whole have met the validity test requirements. 

 
Table 9. R-Square 

Variable R-Square R-Square (Adjusted) 

CC 0.902 0.900 

IB 0.901 0.897 

Source: Primary data (processed) 

 

Based on the data in table 9, it can be seen that the Credit Card Use (CC) variable can be explained by the 
Hedonic Motivation (HM) and Promotion Program (PP) variables, 90% of which is explained by other variables. 
Apart from that, it can also be seen that the Impulse Buying (IB) variable can be explained by the Hedonic 
Motivation (HM), Promotional Program (PP), and Credit Card Use (CC) variables, the remaining 89,7% of which 
is explained by other variables.  

 
Table 10. F-Square and Path Coefficient 

Variable f-Square Path Coefficient 

HM -> CC 0.241 0.415 

PP -> CC 0.425 0.552 

HM -> IB 0.008 0.084 

PP -> IB 0.058 0.246 

CC -> IB 0.397 0.635 

Source: Primary data (processed) 

The criteria used in this study to assess f-Square are as follows, 0.02 (small influence), 0.15 (medium 
influence), and 0.35 (large influence). So, based on the data in table 10, it can be seen that Credit Card Use (CC) 
on Impulsive Buying (IB), Hedonic Motivation (HM) on Credit Card Use (CC), and Promotional Programs (PP) on 
Credit Card Use (CC) has a moderate influence. Meanwhile, the Promotion Program (PP) on Impulsive Buying 
(IB) and Hedonic Motivation (HM) on Impulsive Buying (IB) has little effect, and also based on the table 10, it 
can be seen that all variables relationship have a positive direction. 

 
Table 11. Significancy Test Result 

Variable 
Original 
Sample 

(O) 

Sample 
Mean (M) 

Standar 
Deviation 
(STDEV) 

t-Statistic p-Value Result 

HM -> CC 0.415 0.415 0.092 4.506 0.000 Accepted 

PP -> CC 0.552 0.552 0.090 6.134 0.000 Accepted 

HM -> IB 0.084 0.095 0.116 0.723 0.470 Rejected 

PP -> IB 0.246 0.240 0.119 2.070 0.038 Accepted 

CC -> IB 0.635 0.630 0.132 4.822 0.000 Accepted 

Source: Primary data (processed) 

 

The criteria used in this research are that variable relationships are said to be influential if the t-Statistics 
value is > 1.96 and the p-Value is < 0.05. Based on the data in table 11, it can be seen that the use of credit cards 
(CC) on impulse purchases (IB), hedonic motivation (HM) on the use of credit cards (CC), promotional programs 
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(PP) on the use of credit cards (CC), and promotional programs (PP) has a significant effect on Impulsive Buying 
(IB). Meanwhile, Hedonic Motivation (HM) on Impulsive Buying (IB) has no effect. 

 
Table 12. Indirect Effect (Mediation Role) 

Variable 
Original 

Sample (O) 
Sample 

Mean (M) 

Standar 
Deviation 
(STDEV) 

t-Statistic p-Value Result 

HM -> CC -> IB 0.264 0.258 0.071 3.731 0.000 Accepted 

PP -> CC -> IB 0.350 0.350 0.102 3.443 0.001 Accepted 

Source: Primary data (processed) 

 

Mediation criteria, if the direct relationship is significant and the indirect is not, no mediation occurs, if 
both direct and indirect relationships are significant, partial mediation occurs, if only the indirect relationship is 
significant, full mediation occurs in this research. Based on the data in table 12, it shows that there is an indirect 
relationship between Hedonic Motivation (HM) on Impulsive Buying (IB) through the Use of Credit Cards (CC) 
and an indirect relationship between Promotional Programs (PP) on Impulsive Buying (IB) through Use of Credit 
Cards (CC) have a significant influence. Based on the statistical criteria used in this research, so it can be seen 
that Credit Card Use (CC) has a full mediating role in the relationship between Hedonic Motivation (HM) and 
Impulsive Buying (IB), while in the relationship between Promotional Programs (PP) and Impulsive Buying (IB), 
Credit Card Use (CC) has partial mediation role. 

Hedonic Motivation (HM) on Impulsive Buying (IB) 

Respondents reported that purchasing decisions were driven mainly by planned needs rather than hedonic 
motivation. Discounts, cashback, prize draws, and promotions encouraged purchases, especially among 
respondents aged 30 and below. Those aged 31–40 prioritized necessity over promotional appeal. These 
findings are consistent with (Bandyopadhyay et al., 2021; Iyer et al., 2020; Nyrhinen et al., 2024; Sari & 
Hermawati, 2020; Silva, 2023) but differ from (Cantikasari & Basiya, 2022) due to differences in credit card 
benefits and ownership information. 

Program Promotion (PP) on Impulsive Buying (IB) 

Respondents reported that promotional offers strongly influenced purchasing decisions, particularly in 
online shopping using credit cards. Discounts, cashback, vouchers, and prize giveaways stimulated impulsive 
buying, with discounts and cashback having the greatest impact. Students, civil servants, and employees 
frequently purchased unplanned items, especially those earning IDR15,000,001–IDR21,000,000 monthly. These 
findings are consistent with (Aini & Yuana, 2023; Fernanda, 2019; Mandolfo et al., 2022; Mulyana & N.I, 2020; 
Nguyen et al., 2024; Wisesa & Ardani, 2022) who concluded that promotion programs encourage unplanned 
consumer purchases. 

Hedonic Motivation (HM) on Credit Card Use (CC) 

According to the respondents, credit cards are highly beneficial for unplanned purchases, particularly 
during online shopping, travel, and lifestyle-related spending without pre-allocated budgets. Civil servants and 
entrepreneurs also use credit cards to buy items outside their monthly spending plans. These findings indicate 
that credit card usage is strongly influenced by hedonic motivations (Dewi & Aksari, 2019; Gawior et al., 2022; 
Karim & Tajibu, 2021; Kathuria & Bakshi, 2024; Zigari et al., 2023). 

Program Promotion (PP) on Credit Card Use (CC) 

Respondents identified credit cards as valuable because promotional benefits included cashback, 
discounts, buy one get one offers, vouchers, zero interest installments, loyalty and mileage points, prize raffles, 
and exclusive deals. Visa and MasterCard provided broadest promotions, whereas JCB and UnionPay remained 
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less accepted by merchants. This finding is in line with research (Akbar et al., 2019; Andriani et al., 2023; Corzo-
Gómez et al., 2024; Hamill et al., 2025; Rahardja, 2023; Risti, E., Pratiwi, A., & Usman, 2017). 

Credit Card Use (CC) on Impulsive Buying (IB) 

According to respondents, credit card convenience encourages impulsive purchases by enabling deferred 
payments and installment options, helping entrepreneurs earning over IDR21,000,000 manage capital and cash 
flow. Students, government employees, and private workers also benefit from online shopping promotions, 
including cashback and discounts. These findings align with previous studies (Djamhari et al., 2024; Fitri & 
Millanyani, 2023; Halim et al., 2021; Ningsih & Nandya Oktora Panasea, 2023; Putu Bagus Wichitakani Wahyu 
Cakraningrat, 2022; Singh et al., 2021; Vieira et al, 2021).  

Credit Card Use (CC) mediates the relationship between Hedonic Motivation (HM) and Impulsive Buying (IB) 

The results of the analysis show that hedonic motivation does not significantly affect impulse buying 
directly, but through credit card mediation the effect becomes positive and significant. Based on the Stimulus 
Organism Response (SOR) Theory, credit cards fully mediate relationship, while attractive promotions influence 
impulse buying more than hedonic motivation. 

Credit Card Use (CC) mediates the relationship between Promotional Programs (PP) and Impulsive Buying (IB) 

Conversely, promotional programs have positive and significant direct and indirect effects on impulse 
buying, with credit card usage acting as a partial mediator. This finding aligns with the Stimulus Organism 
Response (SOR) Theory: promotions, including discounts, cashback, points, installments, and exclusive offers, 
stimulate psychological processes, increasing credit-card preference for buying. 

CONCLUSION 

The findings show hedonic motivation does not significantly affect impulse buying, whereas promotions 
do. Credit card providers and merchants should improve services, promotions, and payment acceptance. This 
study highlights promotions as dominant triggers, notes limited generalizability, and recommends future 
research on the most effective promotional types for credit card users. 
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