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Abstract.

This study aimed to analyze the impact of paid click advertising on online purchasing
behavior, assess the significant influence of perceived risk on online purchasing
behavior, and investigate the indirect effect of paid click advertising and perceived
risk on online impulse purchases, with a subsequent examination of how online
impulse purchases directly impact consumer emotional intelligence. The population
in this study are all people who have recorded experience using QRIS payments
in the city of Rantauprapat as a payment method and the sample size used is 150
respondents. The data tested model uses the SEM-PLS (Partial Least Square) structural
equation technique using Smart-PLS 4.0 software, within the framework of quantitative
descriptive research methodology.. Based on the results of research and discussion,
the findings of this study are as follows: first, The majority of respondents reported
experiencing impulsive buying, primarily influenced by online advertisements viewed
through smartphone applications, with 58 individuals (38.7%) attributing their online
shopping behavior to this factor. Second, the results of the study partially show that
paid click advertising and perceived risk have a positive and significant effect on
online purchasing behavior and impulsive buying online. Third, partially that online
purchasing behavior has a positive and significant effect on impulsive buying online.
Finally, partially impulsive buying online has a positive and significant effect on
emotional intelligence.

paid click advertising, risk perception, online purchasing behavior, online
impulsive buying, consumer emotional intelligence

In fact, the concept of marketing strategy still plays an important role in the development
of a business. Without effective and efficient marketing, the company’s products will not
be recognized by consumers, let’s take a good look at which companies or business
people do not apply the marketing concept in introducing their products. The concept
of marketing is very different from the concept of promotion, but companies that
do marketing indirectly aim to introduce products to other parties or other people.

According to [1] marketing system is a collection of institutions that carry out marketing
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tasks, goods and services, ideas, people and environmental factors that influence each

other and shape and influence the company’s relationship with the market.

The marketing concept of a product or service in the era of the industrial revolution
4.0 is now starting to rely on information and communication technology or in other
words, the marketing concept does not only occur in electronic media and print media,
but digital-based advertising. As explained [2] in his book marketing in business has
targeted social platforms such as fb, ig, TikTok, and other applications for promotion
(marketing) to increase brand awareness and grow target audiences. He added that
social media marketing strategy is one of the important strategies that provides the
maximum opportunity for companies to interact online with the public or target market
as well as a way to win business competition.

The existence of high business competition has led to new phenomena in the digital-
based business world. One of them is the phenomenon of online marketing using paid
click ads in every social media platform application. The way paid click ads work is
quite unique because almost everyone in their daily lives depends on gadgets, this is
the way the developer of the paid click ad business idea emerged. According to [3]
paid click ads can increase sales and store performance through the marketplace. This
is reinforced by the results of research [4] after an analysis of paid click advertising has
a direct effect on attracting customers and he added that the effectiveness of online

advertising is a very broad concept in advertising organizations.

In a study [5] paid click advertising models provide competitive offers among com-
mercial advertisers. This means that in the digital business, especially in digitalization
advertising actors, there is fierce competition in providing advertising services so that
it provides benefits for anyone who can seize this opportunity. According to [6] digital
marketing channels and digital advertising are systems that can enable brands to send
advertising materials as marketing to accelerate sales, website traffic and provide brand
benefits. So it is very natural that paid click advertising is a truly interesting phenomenon
to be studied more deeply through empirical research.

According to the Top Channels digital marketing channel data that is widely used in
marketing and efforts to attract consumers and in increasing the company’s Return on
Investment (ROI), the following digital marketing channels (internet) are commonly used
by the public:

Through Figure 1. above shows the most widely used digital marketing channel via

the internet by consumers using organic search (organic search) of 44% compared to
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Figure 1: Top Channels. Source: [6].

direct marketing channels of only 19.8% and paid search of only 14.8%. So from the data
above, it can be concluded that the dominant marketing channel is chosen and used
by some people using organic search engines. Organic search in digitalization is part
of Search Engine Optimization (SEO) which is defined as a technique that optimizes

according to needs through search engines. [7].

The relationship between Search Engine Optimization (SEO) and paid click adver-
tising according to [8] from the point of view of ranking in search engines paid click
ads are only an intermediary for websites or social media platforms. According to [9]
paid click advertising or known as Paid click advertising (PPC) is a commercial and non-
personal communication about an organization and its products that are transmitted
to an audience through mass media targets, especially the internet. According to the
Digital 2022 Global Overview Report data until January 2022, the most effective digital
advertising channel to reach consumers is search engines. This is because as many
as 49.5% of global internet users prefer to use search engines as the main tool for
researching products, brands and online sales services. [10].

Pros and cons of paid click advertising implementation from several relevant studies
that support this research [11] paid click ads have been found to be less relevant in
reaching more potential customers and increasing the number of interactions. According

to [12] that the Axis market uses the Youtube, Instagram, Facebook, Line, detik.com, and
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in app game platforms in an effort to reach the target market. Others according to [13]
that the use of paid click ad optimization can increase the highest rating and sales and
relatively increase online visits. The success of paid click ads in marketing is reinforced
by research [14] paid click advertising as a marketing tool has a significant impact on
consumers. Finally, according to [15] paid promotion is a promotional service that can
help consumers to get product information and get the products they want in an easier
way.

Apart from the phenomena and pros and cons that form the basis and basis of this
research, the author is interested in reviewing the success rate of paid click advertising
as a marketing alternative on social media, so the purpose of this study is to analyze the
effect of paid click advertising, risk perception significantly affects online purchasing
behavior, and determine the indirect effect of paid click advertising, risk perception
significantly affects online impulse buying and online impulse buying directly affects

consumer emotional intelligence.

21. Advertisement

In marketing business practices, the role of advertising in introducing products or
services aims to offer a product aimed at the public through a medium. Advertising
is included in the promotion mix which is part of marketing. According to [16] the word
advertisement comes from Greek which means more or less leading people to ideas.
He added that advertising is a form of activity to present and promote ideas, goods, or
services in a non-personal manner paid for by certain sponsors. The concept of mar-
keting is currently experiencing rapid development along with the rapid advancement
of technology and information, so that directing online advertising marketing can be
found through social media such as Instagram, Twitter, Youtube and websites that can
be accessed using the internet. [17]. According to [18] Online advertising is divided into
several forms, namely video advertising, sponsorship, direct advertising, self service
advertising and constextual advertising. Online advertising is the most creative way of

advertising that grows quickly so that it can reach the target audience.
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2.2. Paid Click Ads

As the use of digital marketing becomes more widespread, more and more people
shop via smartphones and utilize the internet network to access various marketplaces.
People’s interest in shopping online or digital marketing is influenced by advertising.
According to [13] advertising effectiveness is a condition of the extent to which the
effect of the advertising message conveyed can attract, pay attention, be understood,
understood and arouse emotions. The development of online advertising marketing
methods both on social media is increasingly varied, where online advertising has
evolved into paid click advertising which helps companies in promotion at a low cost.
Paid click ads generally occur on a person’s social media platform. According to [19] Paid
click advertising, also known as Paid click advertising (PPC), is a digital marketing model
where advertisers only need to pay for each ad clicked by the target audience. The
indicators or dimensions used to measure paid click advertising variables in this study

are accessibility, interactivity, entertainment, credibility, irritation and informativeness.

2.3. Risk Perception

Online business trips both marketing provide effects and marks that can be an obstacle
to the transaction process. The inhibiting factor can be said to be the level of risk.
Perception of risk according to [20] as a potential consumer loss carried out in online
shopping, meaning that there is a sense of uncertainty about the value obtained by
consumers in shopping online. He added that risk perception can reduce consumers’
desire to shop online. According to [21] risk perception in online shopping is related
to the uncertainty that consumers face when they cannot see the consequences of
purchasing decisions. According to [22] perceived risk is assumed to be the type of
uncertainty that consumers will face when they cannot see the consequences of a
purchase decision. He added that the indicators or dimensions of the perceived risk

variable are uncertainty and consequences.

2.4. Online Purchasing Behavior

Online purchasing behavior is consumer behavior, according to [23] purchasing behav-
ior as a study of purchasing units can be individuals, groups, or organizations. In

general, purchasing behavior can be influenced by personal, psychological, cultural
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and social factors. According to [24] online shopping is related to purchasing behavior
which means product purchasing activities (either goods or services) via the internet.
Meanwhile, purchasing behavior or online shopping is a consumer decision making
in meeting their needs which begins with the existence of basic needs that must be
met. He added that online purchasing behavior is the tendency of consumers to make
purchases through the internet media. According to [25] online purchasing behavior is
a process that is closely related to the buying process but is carried out online using
an internet-based media platform. Indicators that measure online purchasing behavior
include convenience, completeness of information, consumer confidence and time and

cost efficiency.

2.5. Online Impulse Buying

Impulse buying has aroused the interest of researchers and organizations trying to
understand the psychological underpinnings of such behavior (Aragoncillo & Ords,
2018).. According to [27] online impulse purchases are unplanned buying behavior, or
can be interpreted as part of a condition called unplanned purchases. In online impulse
purchases, it means that the act of buying is not consciously recognized or there is
a consideration of buying intentions that are formed after seeing or entering a store
online via a website. Meanwhile, according to [28] emphasizes that impulse buying is
a condition where individuals tend to buy spontaneously, reflectively, immediately and
without thinking first but a very strong desire to buy. Some indicators of online impulse
buying are influenced by discount information, persuasion from others, store placement
and layout and consumer actions. According to analysis [29] the factors that cause
the first impulse purchase are the state of mind created by the shopping environment
and the characteristics inherent in consumers. Indicators of online impulse purchases

include attractive offers, unplanned purchases and harsat want to shop. [30].

2.6. Emotional Intelligence

According to research (Amada and Rumiani, 2018) most of the items purchased by
consumers based on impulse buying decisions are tertiary needs or items that are not
very important, so this results in waste. According to the study [32] impulsive buying
behavior that occurs in consumers during the digital era is hallucinatory or a mere desire

that must be fulfilled, he added that consumer emotional intelligence affects the impulse
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buying process because emotional intelligence at the age of 19-25 years is needed
when making online shopping decisions. According to [33] emotional intelligence is the
individual’s ability to use his intelligence in regulating the emotions that exist in him.
Research results [34] that emotional intelligence correlates well with the emergence
of impulse buying influence. Definition of emotional intelligence according to [35] is
a form of irrational intelligence related to emotional abilities and feelings. Indicators
of emotional intelligence of online shopping are feeling calm, having the best hopes,

being enthusiastic, proud, frustrated, worried, depressed and humiliated. [36].

2.7. Framework of Thought

Buying behavior and impulse buying in the digital business era are increasingly interest-
ing to study as new phenomena emerge that show there are shifts and developments
that occur if analyzed sharply as needed. The effects of buying behavior and impulse
buying in this study from the phenomena described based on relevant research and
references assume that the variables of paid click advertising and risk perception are
central factors. The impact of all the assumptions outlined in this research results in
the role of consumer emotional intelligence in online shopping. The framework of this

research is:

M

Online Pur
Behavior

Online Impulsive
Buving

Perceived
Emotional
Intallicanca

Figure 2: Thinking Framework. Source: Data Processed, 2023.

2.8. Research Hypothesis

Based on the description of the background of the problem, literature review and

framework in this study, the hypothesis of this study is:

1. H, : Impulsive Buying Online -> Emotional Intelligence.

2. H, : Online Purchasing Behavior -> Impulsive Buying Online
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3. H; : Paid click advertising -> Impulsive Buying Online
4. H, : Paid click advertising -> Online Purchasing Behavior
5. Hs : Perceived Risk -> Impulsive Buying Online

6. Hy : Perceived Risk -> Online Purchasing Behavior.

The population in this study are all people who have recorded experience using QRIS
payments in the city of Rantauprapat as a means of payment. Hence the sampling tech-
nique chose purposive sampling with the criteria of experience using QRIS payments
with an uncertain amount. Referring to the study [37] Where for the statistical tool used
in this research is Structural Equation Modeling (SEM) where it is recommended that the
sample size used is 100-200 subjects or 5-10 times the number of parameters. With ref-
erence to this theoretical concept, this study used 150 respondents who had experience
using QRIS payments in the city of Rantauprapat. In this study, the model was tested
using the SEM-PLS (Partial Least Square) structural equation technique using Smart-PLS
4.0 software. The SEM technique can test the mediation effect simultaneously. Model
testing in SEM-PLS is carried out in two stages, namely testing the measurement model
(outer model) and structural model (inner model). Model testing in this t is using validity
and reliability tests of existing constructs. The validity test value converges with a factor
value of 0.70 and an AVE value of> 0.50. The square root value of the AVE value of each
construct must be higher than the correlation value between the model constructions.
For reliability testing with Cronbach alpha value> 0.60. So it can be concluded that this

research method is quantitative descriptive research.

4 1. Description of Respondent Profile

The purpose of the description of the respondent’s profile, among others, is as one of the
data analysis techniques used to provide an overview of the respondent’s profile in this
study by grouping into several groups based on the consumer profile, namely gender,

age category, type of marketplace, online shopping intensity, number of marketplace
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account ownership and reasons for shopping online. The following is a picture of 2

respondent profiles from the results of distributing online questionnaires, among others:

Description of Respondent Profile
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Figure 3: Description of Respondent Profile. Source: Data Processed, 2023.

Based on Figure 2. showing the profile picture of respondents in this study, it can be
concluded as follows: 1) the highest gender in this study was male as many as 81 people
compared to women, 2) the age category of respondents began to be dominated by
adults, millennials and parents, 3) the marketplace most frequently visited by Shopee
consumers, 4) the intensity of online shopping in a month by consumers as many as 4

transactions, 5) ownership of the number of marketplace accounts, 6) and the reason or
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motivation for consumers to shop online because they see running ads. From the data

and information on the respondent’s profile, it shows that most of the respondents have

experienced impulsive buying, this is due to the reason for shopping online because of

running advertisements seen from smartphone applications as many as 58 people or

38.7 percent.

4.2. Outer Model

This measurement model is used to identify how each indicator relates to other latent

variables by looking at the factor loading value, Average Variance Extracted (AVE) value

and composite reliability value.

4.3. Outer Model Testing

Factor Loading

Testing the validity of a model is determined from the requirements that the loading

factor must meet the requirements above 0.60, so the indicator is considered valid. The

loading factor value can be seen in Figure 2 below:
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Figure 4: Outer Model Algorithm Results. Source: SmartPLS output, 2023.
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The following Average Variance Extracted (AVE) values can be seen in the table:

Based on Table 1 output Average Variance Extracted (AVE) variables (paid click

advertising, perceived risk, online purchasing behavior, impulsive buying online and
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TABLE 1: Average Variance Extracted (AVE) Output.

Average Variance Extracted

No. Variables (AVE)

1 Emotional Intelligence  0.706

2 Impulsive Buying Online 0.714

Online Purchasing 0.755

- Behavior

4 Paid click advertising 0.628

5 Perceived Risk 0.908
Source: SmartPLS output, 2023

emotional intelligence) have a very good Average Variance Extracted (AVE) value which

is greater than 0.50. Then the outer model Convergent Validity is fulfilled.
Composite Reliability

Composite reliability aims to show how well a group of indicators measures a variable.
The composite reliability output, among others, can be seen below:

TABLE 2: Composite Reliability and Cronbach Alpha Output.

Cronbach's Alpha Composite Reliability

Emotional Intelligence 0.895 0.925
Impulsive Buying Online 0.802 0.807
ggﬁ:g\‘;or Purchasing  g1q 0.922
Paid click advertising 0.880 0.883
Perceived Risk 0.898 0.901

Source: SmartPLS output, 2023

Through the data above, it shows that all constructs (paid click advertising, perceived
risk, online purchasing behavior, impulsive buying online and emotional intelligence)
have very good Composite Reliability and Cronbach Alpha values which are greater

than 0.70 so that no variable undimensionality problems are found.

4.4. Inner Model Testing

Inner model testing uses the coefficient of determination approach (R?) as the final
requirement for the model which is determined among others:

From the data in the table above, it can be seen that the R-Square value of each
Emotional Intelligence variable is 0.478 or 47.8% and the Impulsive Buying Online

variable is 0.802 or 80.2% and the Online Purchasing Behavior variable is 0.779 or 77.9%.
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TABLE 3: R-Square Output.

R-square
Emotional Intelligence 0.478
Impulsive Buying Online 0.802

Online Purchasing Behavior 0.779
Source: SmartPLS output, 2023

6th SoRes

This means that all of these variables are able to influence the paid click advertising

and perceived risk variables according to the value possessed by each Emotional

Intelligence, Impulsive Buying Online and Online Purchasing Behavior variable.

4.5. Hypothesis Testing

In testing the PLS-SEM hypothesis is by comparing the results of the bootstrapping

model output and using the conditions, namely if the t-statistic value of each variable /

construction is greater than the value of 1.96 with a p-value smaller than the value of

0.05, it can be stated that the hypothesis is accepted, otherwise if the t-statistic value

of each variable / construction is smaller than the value of 1.96 with a p-value greater

than the value of 0.05, it can be stated that the hypothesis is rejected.

TABLE 4: Bootstrapping Model Output.

T statistics

Impulsive Buying Online -> Emotional Intelligence 16.259

Online Purchasing Behavior -> Impulsive Buying
. 4.576
Online

Paid click advertising -> Impulsive Buying Online 11152

Paid click advertising -> Online Purchasing
: 10.116
Behavior

Perceived Risk -> Impulsive Buying Online 2.346

Perceived Risk -> Online Purchasing Behavior 3.578
Source: SmartPLS output, 2023

P values

0.000

0.000

0.000

0.000

0.019
0.000

Based on the research results, the next section will clearly describe the hypothesis

testing, among others:

H, : Impulsive Buying Online -> Emotional Intelligence.
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Referring to the results of testing the hypothesis that the Impulsive Buying Online
variable has a positive and significant effect on Emotional Intelligence, the t-statistic
value is 16.259 and the p-value is 0.000. This means that the results of this test
meet the requirements if the t-statistic value of each variable / construct (16.259>
1.96) with a p-value (0.000 <0.05), it can be stated that the hypothesis is accepted.
So it can be concluded that Impulsive Buying Online has a positive and significant
effect on Emotional Intelligence. This is in line with research [38] that impulsive buying
also involves emotional factors in decision making, meaning that emotional factors in
shopping experienced by consumers without thinking about making purchases are
included in the category of consumers who have shopping instincts compared to
negative emotions classified as consumers who have no motivation. According to
[39]; (Hejase et al., 2018) that consumer emotional intelligence must be an important

consideration for all stakeholders if the value proposition is to be high.
H, : Online Purchasing Behavior -> Impulsive Buying Online

Referring to the results of testing the hypothesis that the Online Purchasing Behavior
variable has a positive and significant effect on Impulsive Buying Online, a t-statistic
value of 16.259 and a p-value of 0.000 is obtained. This means that the results of this
test meet the requirements if the t-statistic value of each variable / construct (4,576> 1.96)
with a p-value (0.000 <0.05), it can be stated that the hypothesis is accepted. So it can
be concluded that Online Purchasing Behavior has a positive and significant effect on
Impulsive Buying Online. Research results [41] said that consumers with high impulsivity
focus more on the hedonic value of online reviews, thus influencing online purchasing
behavior. The same research [26]the results showed that offline channels slightly more
encourage impulsive purchases than online channels and factors that encourage online
impulse purchases explain this behavior more than factors that inhibit; social networks
can have a big impact on impulsive purchases. [42].

H; : Paid click advertising -> Impulsive Buying Online

Referring to the results of testing the hypothesis that the Paid click advertising variable
has a positive and significant effect on Impulsive Buying Online, the t-statistic value
is 16.259 and a p-value of 0.000. This means that the results of this test meet the
requirements if the t-statistic value of each variable / construct (11,152> 1.96) with a p-
value (0.000 <0.05), it can be stated that the hypothesis is accepted. Based on this,
this research is in line with [3] that paid advertising can improve sales performance in

one of the marketplaces. Other research is [43] that the ability to remember ads and
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the frequency of online ad clicks affect purchasing decisions. This means that the role
of paid click advertising for consumers is very likely to further foster Impulsive Buying
Online in a marketplace advertisement both on social media. In addition, the frequency
of routine paid click advertising will have an impact on unplanned purchasing decisions

because it is already in the consumer’s memory when using the application.
H, : Paid click advertising -> Online Purchasing Behavior

Referring to the results of testing the hypothesis that the Paid click advertising variable
has a positive and significant effect on Online Purchasing Behavior, the t-statistic value
is 16.259 and the p-value is 0.000. This means that the results of this test meet the
requirements if the t-statistic value of each variable / construct (10.116> 1.96) with a p-
value (0.000 <0.05), it can be stated that the hypothesis is accepted. Of course, the
results of this study strongly support research [17] On the other hand, running ads are
said to be ineffective because many people who are accessing the internet avoid or
disturb virtual comfort. However, on the other hand, paid click advertising is an effective
way of advertising / promotion with a wide range, can determine segmentation and
requires small capital so that paid click advertising in this study is a research novelty
where online purchasing behavior occurs due to paid click advertising. Other research
[44]in the advertising literature, it has been proven that viewers show a positive attitude
towards informative advertisements on social networks. Consumer attitude towards an
advertisement has a significant influence on purchase intention, because consumer

attitude towards advertising is the most important determinant of purchase intention.
Hs : Perceived Risk -> Impulsive Buying Online

Referring to the results of testing the hypothesis that the Perceived Risk variable has
a positive and significant effect on Impulsive Buying Online, the t-statistic value is 16.259
and the p-value is 0.000. This means that the results of this test meet the requirements
if the t-statistic value of each variable / construct (2,346> 1.96) with a p-value (0.000
<0.05), it can be stated that the hypothesis is accepted. The results of this study are in
line with [45] Risk perception affects online purchasing decisions, so this will have an
impact on the occurrence of unplanned purchases from the set. Other research results
that confirm [46] that overall perceived risk, financial risk and product risk were found
to have a fairly negative relationship. with online impulse buying tendencies. According
to [47] the tendency to buy impulsively is not only a basic human trait, but also varies

from one person to another. There are several aspects that prevent impulsive buying
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tendencies from turning into behavior, one of which is the perception of opportunities

that consumers have when shopping online.
Hg : Perceived Risk -> Online Purchasing Behavior

Referring to the results of testing the hypothesis, the Perceived Risk variable has
a positive and significant effect on Online Purchasing Behavior, obtained a t-statistic
value of 16.259 and a p-value of 0.000. This means that the results of this test meet
the requirements if the t-statistic value of each variable / construct (3,578> 1.96) with a
p-value (0.000 <0.05), it can be stated that the hypothesis is accepted. The results of
other studies are in line with [48] that financial risk, security risk, time and convenience
risk and psychological risk have an impact on online consumer purchasing behavior.
Furthermore, according to [49] findings show that convenience risk is found to have a
positive effect on consumer attitudes, which indicates that online shoppers on this site
trust online sellers and they are less troubled by the site. This implies that consumers
to measure and manage consumer-perceived risk in internet-based transactions to
increase their involvement in online shopping and to reduce their cognitive dissonance

in the e-commerce environment.

Based on the results of research and discussion, the findings of this study are as follows:
1) most of the respondents have experienced impulsive buying this is because the
reason for shopping online is because of the running advertisements seen from the
smartphone application as many as 58 people or 38.7 percent, 2) the results of the
study partially show that paid click advertising and perceived risk have a positive and
significant effect on online purchasing behavior and impulsive buying online, 3) partially
that online purchasing behavior has a positive and significant effect on impulsive buying
online, and 4) partially impulsive buying online has a positive and significant effect on

emotional intelligence.
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