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ABSTRACT 

This study aims to examine and analyze the influence of smartphone addiction on online compulsive buying, 

as well as examining how mood regulation and flow experience mediate the influence of smartphone 

addiction on online compulsive buying in Generation Z in Riau Province. This research uses a quantitative 

approach with the Structural Equation Model analysis tool using SEM-PLS. The sampling technique in the 

research used G*power. This research tested 354 students as representatives of generation Z in Riau 

province with the finding that smartphone addiction had a direct influence on online compulsive buying, 

mood regulation and flow experience. Mood regulation has a direct effect on flow experience. flow 

experience has a direct influence on online compulsive buying. Smartphone addiction affects flow experience 

through mood regulation. Smartphone addiction influences online compulsive buying through flow 

experience. Smartphone addiction influences online compulsive buying through mood regulation and flow 

experience simultaneously. On the other hand, the findings of this study show that mood regulation has no 

effect on online compulsive buying. Mood regulation cannot act as a mediator in the influence of smartphone 

addiction on online compulsive buying. 
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INTRODUCTION 

In the last few decades, the development of 

digital technology has changed the way we interact 

with society. One of the most influential 

technological innovations in the current digital era 

is the smartphone. Smartphones are small devices 

that have become an inseparable part of the daily 

lives of many people around the world. 

Smartphone use has brought a number of benefits, 

such as easy access to information, fast 

communication, portable entertainment, and 

enhanced productivity.  

In line with the development of 

smartphones, the development of shopping 

behavior of people in the world is now starting to 

shift from traditional methods to digital, such as 

shopping via e-commerce or online shopping 

platforms. Based on dataStatista, 

(2022)Smartphone use has quite a high impact on 

online shopping behavior, based on this data, 

around 70% of all retail website visits globally 

come from smartphone users. By 2022, retail e-

commerce sales are expected to exceed 5.7 trillion 

US dollars globally, and this figure is expected to 

reach new peaks in the next few years. The shift in 

global online shopping behavior is also being 

followed by people in Indonesia, based on 

publicationsCNBC Indonesia, (2023)From 2022 to 

2023, as many as 178.9 million Indonesians bought 

goods online, with total transactions recorded on e-

commerce platforms amounting to 55.97 billion 

dollars or the equivalent of Rp. 849 trillion. The 

increasing number of transactions on e-commerce 

in Indonesia is also accompanied by purchasing 

behavior. compulsive. Compulsive buying is 

defined as uncontrolled buying due to repeated 

urges or desires to get and use what one 

wants.(O'Guinn and Faber 1989). Expert opinion 

states that compulsive buying has a negative 

impact both on individuals and on a country's 

economy. At the individual level, compulsive 

purchasing can have an impact on bankruptcy, 

while at the macroeconomic level in a country, 

compulsive purchasing can influence people's 

consumption patterns, thereby potentially 

influencing economic growth.(Roberts 1998). 

Based on the results of Indonesian Shopper 

Behavior research in publicationsInfobanknews, 

(2023)As many as 67% of Indonesian people have 

online shopping behavior that tends to be 

compulsive. According to Indonesian Shopper 

Behavior research, compulsive purchasing 

behavior is driven by ease of transactions, product 

prices, product diversity and good feedback on a 

product in the market place. 

The phenomenon of compulsive buying in 

Indonesia is carried out by various age groups, but 

compulsive buying behavior is more dominated by 
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the younger generation or generation Z in 

Indonesia(Databoks 2023; Dataindonesia.id 2022). 

Not much different from the compulsive buying 

behavior of generation Z in Indonesia, impulse 

buying behavior also occurs in generation Z in 

Riau Province. Based on observations made on 

students from several universities in Riau 

Province, several students made unplanned 

purchases on e-commerce repeatedly for various 

different reasons such as getting discounts, free 

shipping costs and several other reasons. Based on 

the results of observations made, most compulsive 

purchases are made for the reason that shopping 

online is a way to relax even though the items 

purchased are sometimes not needed. Several 

previous studies revealed that there are several 

reasons why the younger generation continuously 

makes compulsive purchases. According to several 

existing studies, smartphone addiction has a fairly 

high role in compulsive buying behavior, the ease 

of transactions offered by smartphones encourages 

compulsive behavior.(Sari, 2016). Another opinion 

states that compulsive buying is often triggered by 

negative feelings or events, and individuals who 

make compulsive buying are usually unable to 

control or overcome the urge to buy something in 

response to this process or event. Existing research 

further suggests that mood and self-esteem are the 

primary motivations for compulsive 

buying(Harnish et al. 2021; Mulyono and Rusdarti 

2020; Mason et al. 2022a). According toMason et 

al., (2022)Apart from having a direct effect on 

impulsive buying, mood regulation can also be a 

driver of the influence of smartphone addiction on 

impulsive buying. addicted to using smartphones 

and driven by feelings drives someone to make 

impulsive purchases on e-commerce. 

On the other hand, the results of research 

findings by(Bao and Yang 2022)revealed that flow 

experience has an impact on impulsive buying and 

furthermore the results of this study explain that 

flow experience mediates the influence of 

smartphone addiction on impulsive buying. Based 

on a literature review of previous research, this 

research will explore the causes of compulsive 

buying among students in Riau Province. Based on 

the main reference in this research, namely 

researchMason et al., (2022)which focuses on the 

younger generation, namely pupils and students in 

Italy, the advantage of this research lies in the 

research sample which focuses on Riau Province 

students as Generation Z who have the potential to 

make comprehensive purchases on E-Commerce 

platforms in Indonesia. 

 

 

Literature Review 

Generation Z 

Generation Z, often called Gen Z, consists 

of individuals born between 1996 and 2009(Sladek 

and Grabinger 2016). They are a generation that 

grew up in an era where digital technology has 

always been a part of their lives(Ameen et al. 

2021; Ameen and Anand 2020). Gen Z is known as 

digital natives, has a deep understanding of 

technology, and grew up with high exposure to 

social media and mobile devices(Fister-Gale 

2015). They were born into a world full of 

Volatility, Uncertainty, Complexity and 

Ambiguity(Casalegno et al. 2022). There are four 

distinctive trends that characterize Gen Z, namely 

their interest in new technology, the demand for 

ease of use, the desire to feel safe, and the urge to 

temporarily escape from the reality they face(Kang 

et al. 2018; Priporas et al. 2017)  

Gen Z has different tendencies when it 

comes to shopping. They are not very loyal to 

physical stores and prefer products delivered to 

them. This puts additional pressure on retailers to 

find new ways to attract and retain Gen Z as 

customers(Priporas et al. 2017). Therefore, 

understanding Gen Z consumer behavior is very 

important in the world of marketing. Gen Z tends 

to be always connected to technology and prefers 

to communicate via messaging or social media 

rather than interacting in person(Poláková and 

Klímová 2019). However, technology not only 

influences the way they communicate, but also 

impacts various aspects of their lives, such as 

physical health, education, and social and 

professional identity.(Cesarina et al. 2022). 

Smartphone use has had a huge impact on 

the way Generation Z shops. They actively use 

mobile shopping apps, and the pandemic may have 

reinforced this habit. Although many studies have 

focused on Generation Z's expectations and views 

towards mobile shopping(Lissitsa and Kol 2021; 

Goldring and Azab 2021), but research on the 

possible negative impacts of mobile shopping for 

Generation Z is limited. Some studies have shown 

a negative correlation between compulsive 

shopping behavior and age, meaning that young 

consumers, including Generation Z, may be more 

susceptible to uncontrolled shopping behavior 

(e.g.(G. Adamczyk et al. 2020; Dittmar 2005). 

Additionally, there is evidence to suggest that 

smartphones can increase the number of online 

purchases (e.g.Bozaci, 2020; Eriksson et al., 2017). 

Therefore, considering that Generation Z 

lives in an environment that is highly dependent on 

smartphones and full of stimuli, it is natural to 

consider the possibility that smartphones may 
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trigger other compulsive behaviors, such as 

uncontrolled shopping behavior.(Eide et al. 2018; 

Griffiths et al. 2016). Overall, it is critical that we 

understand the mechanisms underlying the 

influence of smartphones on shopping behavior 

that may be problematic, especially among 

Generation Z individuals. 

SOR (Stimulus, Organism, Response) Theory in 

Smartphone Use 

The SOR (Stimulus, Organism, Response) 

theory was first developed by(Miller and Burgoon 

1978)is a framework used in consumer psychology 

and consumer behavior to explain how people 

react to stimuli or stimuli provided by their 

environment, and how they respond to stimuli. In 

research(Mehrabian and Russell 1974)conveys The 

SOR (Stimulus-Organism-Response) model 

implies that a contextual stimulus (S) has the 

potential to influence a person's cognitive and 

affective state (as related to their organism, O), 

which then stimulates a behavioral response (R).  

In recent years, several studies have 

developed SOR models in the context of 

information technology to better understand 

human-machine interactions(Gatautis et al. 2016; 

Luqman et al. 2017; Sohaib and Kang 2015). In 

addition, the SOR model is widely used in research 

that focuses on mobile phone use(CC Chen and 

Yao 2018; Chopdar and Balakrishnan 2020; Fang 

et al. 2017; Hew et al. 2018; X. Zhang et al. 2020), 

and online cell phone related behavior(Chan et al. 

2017). In this theory, smartphone features are not 

only a stimulus, but also a "stimulus 

package"(Luqman et al. 2017). Stimuli originating 

from virtual environments trigger changes in 

feelings and thoughts in users, which ultimately 

influence the actions taken. Therefore, this 

research replicates previous research(Cesarina et 

al. 2022)which has revealed that individuals who 

are highly attached to their devices (perhaps 

suffering from smartphone addiction) tend to 

receive more intense stimulation. 

According to the SOR model, the user's 

internal cognitive state (O) includes Mood 

Regulation and Flow Experience. Mood refers to 

“feelings that tend to be less intense than emotions 

and are often unrelated to contextual 

stimuli(Hume, 2012,p. 260). The main difference 

between moods and emotions is in their intensity 

and duration, with moods lasting longer and being 

less intense(Larsen 2000). Additionally, whereas 

emotions are reactions to external events, moods 

are responses to personal mental states(Morris 

1992; Larsen 2000). Mood regulation involves all 

actions and behaviors aimed at changing subjective 

states(Larsen 2000). 

Another cognitive state that can be 

triggered in highly engaged smartphone users is 

the experience of flow. The experience of flow is a 

state of mind in which a person is completely 

engaged in an activity, characterized by pleasant 

feelings and a loss of sense of 

time(Csikszentmihalyi 1975). In human-machine 

interactions, this state of flow is characterized by 

total focus on the activity and feelings of 

satisfaction(Ghani and Deshpande 1994). The 

experience of “flow” plays an important role in 

understanding individual behavior in online 

environments(Islam et al. 2021). Additionally, 

flow experiences also influence exploratory 

consumer behavior, which can result in increased 

time spent online. While most research tends to 

ignore the negative aspects that may be associated 

with flow experiences, some recent research has 

begun to link flow experiences with possible cell 

phone addiction, and suggests a possible link 

between the two.(WJ Lee and Shin 2016; C. ; Chen 

et al. 2017; Z. Wang et al. 2020). 

Apart from being used as the main tool for 

social interaction, smartphones are also the 

platform most preferred by the younger generation 

for shopping(Bernstein 2015; Ameen and Anand 

2020). Mobile shopping allows consumers to shop 

without using cash and without being noticed by 

others, this feature can trigger uncontrolled 

purchasing behavior(Dittmar et al. 2007). 

Therefore, Smartphones can be a tool used by 

compulsive buyers to satisfy the uncontrollable 

urges that often characterize their pre-purchase 

phase. M-commerce continues to grow, and the 

mobile environment has additional factors that can 

encourage compulsive behavior in users. For 

example, the urge to overshop may be triggered by 

the availability of easily accessible products, 

attractive mobile shopping platforms, and the ease 

with which compulsive shoppers can shop as they 

try to overcome negative feelings.(Cesarina et al. 

2022). Therefore, it is important to understand the 

potential relationship between digital stimuli and 

cognitive responses to better understand 

smartphone addiction behavior and its relationship 

to compulsive buying online. In summary, the 

current research views smartphones as packages of 

stimuli that can trigger certain internal processes 

(i.e., mood regulation and flow experiences) that 

ultimately lead to reactive behavior (i.e., online 

compulsive buying). 

 

Compulsive Buying 

 Compulsive buying is a repetitive action 

that is difficult to stop, in which a person responds 

to negative events or feelings by purchasing goods 
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or services on an ongoing basis, resulting in 

harmful consequences on their finances and 

personal well-being(RJ Faber and Guinn 1992; 

O'Guinn and Faber 1989). According to(Edwards 

1993)Compulsive buying is abnormal behavior in 

shopping and in terms of spending and financial 

management which can cause a person to become 

trapped, out of control, shopping repeatedly and 

spending money beyond their means as a way to 

reduce negative feelings of stress and anxiety that 

arise within themselves. Several existing 

explanations explain compulsive buying 

conventionally, while online compulsive buying is 

defined as the consumer's tendency to engage in 

online purchasing without impulse control.(He et 

al. 2018). According to(Workman and David 

2010)There are several factors that influence 

individuals to carry out compulsive buying, 

namely: 1). Personality, here what is meant by 

personality includes compulsivity, feeling low self-

esteem, negative feelings or depression, feeling 

lonely, seeking passion, and fantasizing. 2). 

Demographic Factors Demographic factors here 

include income, age and gender. 3). Intensity of 

Feelings Compulsive consumers tend to have 

strong emotional responses to certain stimuli 

compared to other consumers. 4). Normative 

evaluation and impulse control Lack of impulse 

control has been associated with people being 

unable to resist or delay gratification when a 

stimulus to purchase arises. 5). Compulsive use of 

credit cards Consumers who show very high levels 

of credit card use or misuse of credit cards 

compared to other consumers. 6). Short-term and 

long-term consequences of compulsive shopping 

The short-term consequences of compulsive 

buying are positive such as reduced stress and 

pressure. 

 

Smartphone Addiction 

Smartphones are an important tool for 

many people, especially the younger 

generation(Brito et al. 2021). They are used to 

maintain social relationships, organize work and 

study schedules, and to regulate mood(C. Chen et 

al. 2017). In addition, smartphones are used to 

shop online. Shopping via smartphone has its own 

advantages. It allows compulsive shoppers to shop 

without having to worry about social stigma, and 

all transactions are done digitally, without 

cash(Kukar-kinney et al. 2009; Dittmar et al. 

2007). Previously, research on smartphone 

addiction showed that the higher the level of 

addiction, the more often a person uses a 

smartphone(Veronika et al. 2016). In fact, research 

by(Chopdar and Balakrishnan 2020)found that 

smartphone addiction had a positive and strong 

effect on the frequency of shopping via mobile 

applications. In other words, users who are 

addicted to smartphones are more likely to shop 

more frequently via mobile apps. 

Therefore, smartphones could be a factor 

that drives compulsive buyer tendencies when 

shopping online. In a broader context, dependence 

on smartphones can also contribute to maladaptive 

behavior, such as compulsive shopping, which is 

triggered by the constant accessibility of 

smartphones.(Choi et al. 2019).(Chopdar, Paul, and 

Prodanova 2022)found a strong positive impact of 

smartphone addiction on shopping frequency via 

mobile apps. Therefore, individuals who are 

addicted to mobile phones are more likely to shop 

more frequently via mobile shopping apps. 

Considering the advantages of mobile shopping for 

compulsive buyers and the relationship between 

mobile shopping and smartphone addiction, it can 

be stated that smartphones may increase the 

compulsive buying tendencies of some individuals 

when shopping and making purchases online via 

their mobile phones. Furthermore,(Choi et al. 

2019)suggests that some unhealthy online 

behaviors, such as compulsive gaming, social 

media abuse, and shopping, can be triggered by 

constant access via smartphones and other mobile 

device technologies. 

H1: Smartphone addiction influences online 

compulsive buying 

H2: Smartphone addiction affects mood 

regulation 

H3: Smartphone addiction affects flow 

experience 

H4: Smartphone addiction influences flow 

experience with mood regulation as a 

mediator 

H5: Smartphone addiction influences online 

compulsive buying with mood regulation as a 

mediator 

H6: Smartphone addiction influences online 

compulsive buying with flow experience as a 

mediator 

 H7: Smartphone addiction influences online 

compulsive buying with mood fluctuation 

and flow experience as mediators 

 

Mood Regulation 

Mood regulation is the process by which a 

person manages and regulates their feelings or 

emotions. It includes the way a person responds, 

copes, or changes their mood in various situations. 

Mood regulation can mean trying to increase 

positive moods or reduce negative moods(Parrott 

1993). In various studies, it has been found that 
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dysfunctional and repetitive technology use is 

often related to individuals' attempts to overcome 

their negative feelings(S.E. Caplan 2010; S. 

Caplan et al. 2009; LaRose 2003). Several studies 

state that technology can provide sensation and 

comfort, and can change a person's mood(Turel et 

al. 2011). Therefore, individuals tend to use 

technology, such as smartphones, to relieve 

negative feelings such as loneliness, anxiety, 

stress, and depression(LaRose 2003). 

Smartphones, as one of the most commonly used 

forms of technology, provide instant access to a 

variety of digital content, including information, 

entertainment, and shopping platforms. Several 

studies have highlighted the link between 

smartphone use and mood swings(Fu et al. 2020; 

C. Chen et al. 2019; C. ; Chen et al. 2017). The 

virtual world available on smartphones can be a 

digital space where individuals try to change 

negative feelings into more positive ones(Yen et al. 

2009). 

Additionally, there are interesting 

similarities between compulsive buying behavior 

and smartphone addiction. Both can be viewed as 

attempts to avoid internal negative feelings and 

seek positive experiences from external stimuli. In 

other words, people may use certain content, such 

as online shopping, as a way to regulate their 

mood, relieve negative feelings, and achieve 

optimal levels of satisfaction.(Hoffner and Lee 

2015). These mood regulation behaviors can be 

thought of as steps taken by individuals to reduce 

unpleasant moods(Turel et al. 2011). The behavior 

usually consists of escapism from real-life 

problems and may also be carried out via digital 

devices. Moods are less intense than emotions, and 

therefore they tend not to interfere with ongoing 

activities(Kraiger et al. 1989), previous research 

has linked mood regulation mechanisms to the 

experience of flow. As an example,(Hu et al. 2019; 

K. Zhang et al. 2014)suggested that mood 

mechanisms may be involved in the experience of 

flow when using digital devices. Through mood-

regulating actions, individuals engage in 

pleasurable activities, encouraging a flow state of 

accomplishment(Li and Browne 2006). Thus the 

hypothesis put forward is as follows: 

H8: Mood hesitation influences online 

compulsive buying 

H9: Mood hesitation influences flow experience 

H10: Mood hesitation influences online 

compulsive buying with flow experience as 

a mediator 

 

 

 

Flow Experiences 

Flow Experiences are described as a state 

of complete involvement in an activity, 

characterized by a balance between the challenges 

presented by the activity and the individual's skills. 

This state is often accompanied by focused 

attention, loss of self-awareness, clear feedback on 

one's actions, feelings control over actions and 

environments, as well as the temporary 

disappearance of anxieties and constraints, leading 

to enjoyment or pleasure(Novak and Hoffman 

1997). A number of studies have investigated the 

relationship between Flow state experiences and 

smartphone use(Chou and Ting 2003; Leung 2020; 

Ameen and Anand 2020; Z. Wang et al. 2020). The 

researchers do not rule out the possibility that 

individuals can still experience states of Flow 

through the use of mobile devices(Duke and 

Montag 2017). In line with this last view,(Leung 

2020)reported that when engaging in “hedonic” 

activities such as playing video games, watching 

videos, or shopping online, as well as “eudemonic” 

activities such as socializing, reading the news, and 

surfing the internet, smartphone users tend to reach 

a state of flow. In addition, the various functions 

and applications available on smartphones can 

easily spark a person's interest, and as the level of 

involvement and interest in an activity increases, 

an individual can feel immersed in that activity and 

ignore other activities, thereby reaching a state of 

Flow.(Z. Wang et al. 2020). Furthermore, based on 

research(Khang et al. 2013)reported that the 

amount of time spent on a device was significantly 

associated with a higher likelihood of achieving a 

state of Flow for mobile users. Especially for users 

who tend to be addicted to smartphones - those 

who spend most of their time looking at their 

phones - there is a greater chance of reaching a 

state of flow. In other words, there is a potential 

increase in the likelihood of achieving a state of 

Flow for them. 

The aforementioned studies show that flow 

experiences play an important role in influencing 

users' online behavior, especially in the context of 

online shopping sites. According to(Ettis 2017), 

there is a positive relationship between flow 

experience and consumer purchase intentions and 

return visits to online shopping sites. Other studies, 

such as those conducted by(YJ Kim and Han 2014; 

MJ Kim et al. 2017; Zhou et al. 2010), also 

supports these findings. Higher levels of flow have 

been found to be associated with several positive 

aspects of online consumer behavior, including 

increased number of purchases, levels of 

satisfaction, loyalty to the site, and longer time 

spent on the internet.(Herrando et al. 2019; YJ Lee 
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et al. 2019; Niu and Chang 2014). Additionally, 

when someone is in a state of flow, their decisions 

tend to be less well thought out(Barta et al. 2021). 

This can facilitate impulse buying, where 

consumers may tend to purchase products without 

deep consideration, even items unrelated to their 

needs. An online environment that provides 

freedom to browse without pressure from staff or 

other consumers can also increase the likelihood of 

impulse purchases(Dittmar et al. 2007). All of this 

suggests that the experience of flow can have a 

significant impact on online consumer behavior, 

including in terms of purchasing decisions and 

compulsive buying behavior. In this context, 

understanding and applying the concept of flow 

becomes important for online businesses that want 

to increase their customer interaction and 

satisfaction. 

In the context of web platform use, the role 

of flow experience has been the subject of 

significant research. Previous studies, as suggested 

by(Dhir et al. 2020; Ozkara et al. 2017), proposes 

gamification strategies as a solution to increase 

user engagement on web platforms and facilitate 

the achievement of a smoother flow experience. 

Today, mobile digital environments are designed 

with the aim of making it easier for users to 

achieve these flow experiences, with efforts to 

capture users' attention and stimulate their 

purchase intent(Ali 2016). The importance of 

creating flow experiences is that they are often 

associated with positive feelings that encourage 

individuals to repeat the experience. As has been 

highlighted in research by(Niu and Chang 2014), 

this flow experience can have a positive impact on 

consumer behavior, reinforcing purchasing 

behavior. Additionally, some evidence suggests 

that flow experiences are significantly associated 

with compulsive buying tendencies(Horvath and 

Ad 2018). Therefore, it can be assumed that 

creating flow conditions through mobile devices, 

especially smartphones, can be a significant driver 

in driving compulsive buying behavior online. 

However, it should be noted that the potential 

consequences for broader consumer attitudes and 

behavior still require further research. 

H11: Flow experience influences online 

compulsive buying 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1 Research Model 

 

RESEARCH METHODS 
This type of research is quantitative 

descriptive research which aims to find out how 

much influence smartphone addiction has on 

compulsive buying with mood regulation and flow 

experience as mediator variables in Riau Province. 

Primary data was obtained by distributing 

questionnaires to respondents. The analysis tool 

uses Partial Least Square using SEMPLS. 

The population of this study was Riau students, 

totaling 1,141,668 people. The sampling technique 

in this research used G*power with a 

recommended sample of 390. After distributing the 

questionnaire, it was found that only 354 samples 

met the criteria of this research. 

 

RESEARCH RESULT 

The results of data collection were carried 

out by data entry and the feasibility of indicators 

was tested using the SmartPLS version 3 

application before an Evaluation of Measurement 

Model was carried out. The first step is for 

researchers to evaluate the value produced by each 

statement item to measure reflective indicators. 

Limits of acceptable values according to(hair et al 

2018; Hair et al. 2021; Sarstedt et al. 2021)loading 

above 0.71 (excellent), loading 0.63 (very good), 

loading 0.5 (good), loading 0.45 (fair) and loading 

0.32 (poor). 

 

 

 

Smartphone 

Addiction (X) 

Mood 

Regulation (Z1) 

Online 

Compulsive 

Buying (Y) 

Flow Experience 

(Z2) 
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Evaluation of Measurement Models  

Validity test 

An indicator is declared valid according 

tohair et al (2018)loading is above 0.7 (excellent) 

for the variable construct being tested, but for 

confirmatory research, a value of 0.6 - 0.7 is still 

acceptable for exploratory research. Meanwhile, 

for the construct development stage and 

measurement scale or research instrument 

development, according to(hair et al 2018)a 

loading factor value of 0.4 – 0.5 is sufficient(Latan 

and Ghozali 2017). This research can be 

categorized into developing constructs and 

measurement scales or developing research 

instruments, so the loading factor value will be at 

least 0.4 to meet convergent validity. Discriminant 

Validity Test to test that there is no high 

correlation between different indicators/items to 

measure different constructs. The rule of thumb 

used to determine Discriminant Validity is the 

value of the Average Variance Extracted (AVE) 

square root > correlation between latent constructs. 

The recommended AVE value must be greater than 

0.5 (Ghozali and Latan 2015). The output of the 

validity test processing results using SmartPLS 

Version 3 loading factor in the outer loading table 

gives the following results: 

 

 
Figure 2. PLS Algorithm Path Diagram 

 

Table 2 Loading factors 

 
F.E MR OCB S.A 

X1.1 
   

0.773 

X1.2 
   

0.843 

X1.3 
   

0.857 

X1.4 
   

0.857 

Y1 
  

0.852 
 

Y2 
  

0.839 
 

Y3 
  

0.882 
 

Y4 
  

0.822 
 

Y5 
  

0.824 
 

Y6 
  

0.865 
 

Y7 
  

0.865 
 

Y8 
  

0.853 
 

Y9 
  

0.836 
 

Z1.1 
 

0.846 
  

Z1.2 
 

0.846 
  

Z1.3 
 

0.875 
  

Z1.4 
 

0.881 
  

Z2.1 0.906 
   

Z2.2 0.854 
   

Z2.3 0.878 
   

Z2.4 0.663 
   

 

Source: SEMPLS 2023 processed results 
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After testing the loading factor values in this 

study, there were no values below 0.4. According 

to(Sarstedt et al. 2021; Hair et al. 2021)This value 

is suitable for further testing. The next test is to 

assess the Average Variance Extracted (AVE) as 

follows:

 

Table 3 Construct Reliability and Validity 

 
Cronbach's Alpha rho_A Composite Reliability 

Average Variance 

Extracted (AVE) 

F.E 0.845 0.862 0.898 0.690 

MR 0.886 0.896 0.920 0.743 

OCB 0.951 0.953 0.959 0.721 

S.A 0.853 0.859 0.901 0.694 

Source: SEMPLS 2023 processed results 

 

Analysis of the validity test results in table 

3 above shows the Average Variance Extracted 

(AVE) value above >0.5 for all constructs 

contained in the research model. The results of the 

AVE construct on the four variables above meet 

the requirements for convergent validity. Another 

approach method is that researchers assess 

discriminant validity using the Fornell Larcker 

Criterion to compare the square root value of the 

Average Variance Extracted (AVE) for each 

construct which is greater than the correlation 

value between the constructs. 

 

 

Table 4Fornell Larcker Criterion 

 
F.E MR OCB S.A 

F.E 0.831 
   

MR 0.550 0.862 
  

OCB 0.727 0.433 0.849 
 

S.A 0.725 0.589 0.668 0.833 

Source: SEMPLS 2023 processed results 

 

Based on table 4 usingFornell's and 

Lacker's criterion methods show that the value of 

each variable construct is acceptable where the 

AVE root of each dimension (in the diagonal axis) 

is greater than the correlation with the other 

dimensions. 

 

Reliability Test 

Next, the reliability test can be seen from 

the results of the composite reliability values in 

table 3. Composite reliability values above > 0.7 

mean that the construct can explain more than 50% 

of the variance of the indicators. All constructs in 

the estimated model meet the discriminant validity 

criteria. The lowest composite reliability value is 

0.898 for the flow experience variable. Based on 

table 3, the Conbrach alpha value for each variable 

is >0.6, meaning that this research has met the 

reliability criteria. 

 

Evaluation of Structural Models 
The first step in evaluating a structural 

model is to analyze and check for collinearity 

between constructs and the predictive ability of the 

model. Then proceed with measuring the 

predictive ability of the model using five criteria, 

namely coefficient of determination (R2), path 

coefficients, cross-validated redundancy (Q2), and 

path coefficients.(Sarstedt 2019)The coefficient of 

determination (R-square) to see the test value that 

only exogenous variables have, evaluation through 

testing the significance of the influence of the 

exogenous (free) variable on the endogenous 

(dependent) variable. 
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Table 5 Determination Coefficient Test Results 

 
R Square R Square Adjusted 

MR 0.347 0.345 

F.E 0.549 0.546 

OCB 0.571 0.567 

Source: SEMPLS 2023 processed results 

 

Based on table 5, it is known that the R2 

value for the mood regulation variable is 0.347, 

meaning that the increase in the value for the mood 

regulation variable can be explained by the 

independent variable, namely smartphone 

addiction, which is 34.7%, this category is at a 

weak level. Furthermore, the R2 value for the flow 

experience variable is 0.549, meaning that the 

increase in the value for the flow experience 

variable can be explained by the independent 

variable, namely smartphone addiction, and the 

mediating variable, namely mood regulation, 

which is 54.9% at a moderate level. This is in 

accordance with(Sarstedt 2019)which defines that 

the coefficient of determination value is expected 

to be between 0 and 1, the R2 value is 0.60 

(strong), 0.50 (moderate), and 0.25 (weak). 

 

Hypothesis testing 

Direct Influence 

Based on data processing that has been 

carried out to answer the hypothesis. Hypothesis 

testing in this research was carried out using a 

bootstrapping procedure. This research uses a 

confidence level of 95% so that the level of 

precision or inaccuracy limit is 5% (0.05) while the 

t-table value is 1.967. If the t-table value is > 1.967 

then the hypothesis is accepted, while the results of 

the bootstrapping analysis for direct effects are as 

follows: 

 

Table 6 Bostraping Test Results 

 

Original 

Sample (O) 

Sample Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 
P Values 

SA -> OCB 0.313 0.314 0.065 4,813 0,000 

SA -> MR 0.589 0.592 0.048 12,380 0,000 

SA -> FE 0.614 0.614 0.052 11,833 0,000 

MR -> FE 0.189 0.190 0.056 3,369 0.001 

MR -> OCB -0.038 -0.040 0.054 0.695 0.487 

FE -> OCB 0.520 0.523 0.055 9,536 0,000 

Source: SEMPLS 2023 processed results 

 

Hypothesis Testing (H1),Table 6 answers the first 

hypothesis that there is an influence between 

smartphone addiction and online compulsive 

buyingwith a calculated t value of 4.813>1.967 

with a P value of 0.000. 

Hypothesis Testing (H2),Table 6 answers the 

second hypothesis that there is an influence 

between smartphone addiction and mood 

swingswith a calculated t value of 12.380>1.967 

with a P value of 0.000. 

Hypothesis Testing (H3),Table 6 answers the 

third hypothesis that there is an influence between 

smartphones on flow experiencewith a calculated t 

value of 11.833>1.967 with a P value of 0.000. 

Hypothesis Testing (H8),Table 6 answers the 

eighth hypothesis that there is no influence 

between mood regulation on online compulsive 

buying with a calculated t value of 0.695 <1.967 

with a P value of 0.487. 

Hypothesis Testing (H9),Table 6 answers the 

ninth hypothesis that there is an influence between 

mood regulation on flow experience with a 

calculated t value of 3.369>1.967 with a P value of 

0.001. 

Hypothesis Testing (H11),Table 6 answers the 

eleventh hypothesis that there is an influence 

between flow experience on online compulsive 

buying with a calculated t value of 9.536>1.967 

with a P value of 0.000. 

 

Indirect Influence 
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Table 7 Specific Indirect Effects 

 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

SA -> MR -> FE 0.111 0.113 0.036 3,063 0.002 

SA -> MR -> OCB -0.022 -0.024 0.033 0.681 0.496 

SA -> FE -> OCB 0.319 0.321 0.044 7,206 0,000 

SA -> MR -> FE -> OCB 0.058 0.059 0.020 2,912 0.004 

MR -> FE -> OCB 0.098 0.099 0.031 3,204 0.001 

Source: SEMPLS 2023 processed results 

 

Hypothesis Testing (H4),Table 7 answers the 

hypothesis that there is an influence between 

smartphone addiction on flow experience through 

mood fluctuationwith a calculated t value of 

3.063>1.967 with a P value of 0.002. 

Hypothesis Testing (H5),Table 7 answers the fifth 

hypothesis that there is no influence between 

smartphone addiction and online compulsive 

buying through mood fluctuationwith a calculated t 

value of 0.681>1.967 with a P value of 0.496. 

Hypothesis Testing (H6),Table 7 answers the 

sixth hypothesis that there is an influence between 

smartphone addiction and online compulsive 

buying through flow experiencewith a calculated t 

value of 7.206>1.967 with a P value of 0.000. 

Hypothesis Testing (H7),Table 7 answers the 

seventh hypothesis that there is an influence 

between smartphone addiction and online 

compulsive buying through mood fluctuation and 

flow experiencewith a calculated t value of 

2.912>1.967 with a P value of 0.004. 

Hypothesis Testing (H10),Table 7 answers the 

tenth hypothesis that there is an influence between 

mood hesitation on online compulsive buying 

through flow experiencewith a calculated t value of 

3.204>1.967 with a P value of 0.001. 

 

DISCUSSION 

Smartphone addiction influences online 

compulsive buying 

From table 6 it is known that smartphone 

addiction has an effect on online compulsive 

buying. These results confirm the expert's opinion 

which states thatSmartphone addiction causes 

increased impulsivity which makes it easier for a 

person to make purchasing decisions without deep 

thought. Smartphones provide easy access to 

online shopping platforms, fueling impulse 

purchases (Eide et al. 2018), a similar opinion was 

also expressed byGatersleben et al., 

(2002)smartphones facilitate continuous exposure 

to advertising and promotions, which increases the 

likelihood of compulsive buying. According to 

him, interaction between consumers and digital 

media via smartphones is changing traditional 

shopping patterns. This expert opinion is also 

proven by several previous studies which reveal 

that the younger generation spends more time on 

smartphones using various features, one of which 

is social media. Currently, social media has 

become a means for E-commerce platforms to 

market products, many young generations are 

interested in doing so. purchasing without planning 

through social media repeatedly with various 

backgrounds underlying the purchase(Grzegorz 

Adamczyk 2021; Saura et al. 2020; Chopdar, Paul, 

Korfiatis, et al. 2022). The findings in this study 

can be explained from the demographics of the 

respondents, 61% of whom are female and have an 

age range of 19-24 years, and the demographics in 

this study show that 77% of the total sample uses 

Shopee as their E-commerce choice. According to 

research in publicationsKontan.co.id 

(2020)Women dominate Shopee users in Indonesia 

and furthermore, the majority of Shopee users of 

the female gender make repeated purchases 

without planning to be attracted to the benefits 

offered by the E-commerce platform. 

 

Smartphone addiction affects Mood Regulation 

The findings of this study support the 

opinion of experts who state that excessive 

smartphone use has an impact on higher levels of 

stress and anxiety, as well as a significant decrease 

in mood.(Maurya et al. 2022). Furthermore, several 

studies have proven that excessive smartphone use 

has an impact on a person's mood and also has an 

impact on overall physical and mental 

health(Candussi et al. 2023; Rahmillah et al. 2023). 

Based on the answers from this research sample, it 

is known that of all the question items related to 

mood regulation, the majority of respondents felt 

that when they felt that their mood was not good, 

they used a smartphone and felt that a smartphone 

could relieve their worries and felt carried away or 

complacent in using the smartphone. On the other 

hand, the findings from this research are not in line 

with research conducted by(Hitcham et al. 2023; 
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Maurya et al. 2022)which states that there is no 

influence between smartphone addiction on mood 

regulation, the researchers' findings reveal that 

smartphone addiction does not always have a 

negative impact on mood, and in some cases, 

smartphone use can be an effective way to manage 

stress and emotions. 

 

Smartphone addiction affects Flow Experience 

Based on the findings seen in table 6, it is 

known that Smartphone addiction has an effect on 

Flow Experience. These findings are in line with 

the opinion of experts who reveal that Flow 

Experiences are defined as a condition where a 

person is fully involved in an activity. It is 

characterized by a balance between the difficulty 

offered by the activity and the individual's abilities. 

In this state, a person often experiences intense 

focus, loses self-awareness, receives direct and 

clear feedback on actions taken, feels in control of 

actions and the surrounding environment, and 

temporarily loses feelings of anxiety and 

inhibition, which leads to a feeling of joy or 

satisfaction(Novak and Hoffman 1997)In the 

context of the influence of smartphone addiction 

on flow experiences, when someone uses a 

smartphone excessively, the smartphone user often 

feels pleasure and enjoyment and is dissolved to 

the point of losing self-awareness of the 

surrounding environment.(Nabi and Green 2015). 

The findings from this research are in line with 

previous research which stated that addiction to 

using smartphones affects the Flow Experience of 

the younger generation(Dwivedi et al. 2021; A. 

Faber et al. 2022; Chacko et al. 2023). The 

findings of this research can be explained by the 

respondents of this study who are generation z who 

have never been separated from smartphones. 

Based on published dataBabeinsight.id (2023)The 

younger generation in Indonesia is at the peak of 

smartphone addiction, with the average Indonesian 

spending 5 to 7 hours a day using a smartphone. 

 

Smartphone addiction influences flow 

experience with mood regulation as a mediator 
Further findings from this research show 

that smartphone addiction has an indirect effect on 

flow experience through mood regulation. These 

results are in line with expert opinion which states 

that smartphone use will provide short-term 

satisfaction. This indirectly has an impact on flow 

experience.(Twenge and Campbell 2018). The 

findings of this research are in line with the 

findings of research conducted by(Dwivedi et al. 

2021; Chacko et al. 2023; A. Faber et al. 2022)with 

findings stating that Smartphone addiction has an 

indirect effect on flow experience through 

encouraging mood regulation. The findings of this 

research can be explained based on the answers of 

respondents in this research who stated that when 

using a smartphone they feel concentrated on it and 

feel happy. 

 

Smartphone addiction has no effect on online 

compulsive buying with mood regulation as a 

mediator 

Based on the results of this research 

findings shown in table 7, it explains that 

smartphone addiction has no effect on online 

compulsive buying with mood regulation as a 

mediator. This result is not in line with expert 

opinion which states that smartphone addiction 

will have an impact on a person's mood regulation 

and also have an impact on the tendency to commit 

online compulsive buying with the aim of relieving 

stress(Huang 2016; Darrat et al. 2016). The 

findings of this research are in line with research 

conducted by(Rancati et al. 2023)which suggests 

that smartphone addiction and the urge to regulate 

mood do not always have an impact on compulsive 

buying behavior. On the other hand, the results of 

this research are not in line with research 

conducted byRodríguez-Brito et al. (2022)which 

states that the younger generation who spend a lot 

of time using smartphones has a tendency towards 

compulsive purchases that are driven by various 

things. Furthermore, research conducted byMason 

et al. (2022)states that Generation Z has 

compulsive buying behavior which is driven by 

addiction to smartphone use and encouragement 

from mood regulation. 

 

Smartphone addiction influences online 

compulsive buying with flow experience as a 

mediator 

The next findings that can be put forward 

are that Smartphone addiction influences online 

compulsive buying with flow experience as a 

mediator. These results are in line with expert 

opinion which states that addiction to smartphone 

use can influence compulsive buying when 

shopping online and is driven by the increasing 

frequency and duration of flow. experience(Pera 

2020). The findings of this research are in line with 

previous research which states that the flow 

experience experienced by smartphone users when 

shopping online can strengthen compulsive buying 

behavior, especially among the younger 

generation.(Mason et al. 2022a; Abdelsalam et al. 

2020) 
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Smartphone addiction influences online 

compulsive buying with mood fluctuation and 

flow experience as mediators 

Based on table 7, the next findings that can 

be stated are that smartphone addiction influences 

online compulsive buying with mood hesitation 

and flow experience as mediators. The results of 

these findings indicate that the influence of 

smartphone addiction is also strengthened by the 

encouragement of mood hesitation and flow 

experience as mediators. This supports the research 

findings. which is conducted byMason et al. 

(2022)with findings stating that mood regulation 

behavior and flow experiences act as reinforcing 

factors in the influence of smartphone addiction on 

compulsive purchasing behavior in generation z 

consumers. almost similar findings were also 

revealed byPetcharat and Leelasantitham 

(2021)with findings stating that flow experience 

can be a driver for someone to make repeat 

purchases on the E-commerce platform. 

 

Mood Regulation has no effect on online 

compulsive buying 

The next finding that can be stated is that 

Mood Regulation has no effect on online 

compulsive buying. This result is not in line with 

the opinion of experts who state that the younger 

generation who have low mood regulation tend to 

like to spend their time making repeated unplanned 

online purchases which are facilitated by 

convenience. shopping on digital media 

encourages compulsive purchasing behavior in 

today's young generation(Rohani 2012), this is in 

line with the findings of this research, where the 

sample in this study is the younger generation or 

generation z who carry out compulsive purchasing 

behavior on e-commerce in Indonesia. The 

findings of this research are in line with research 

conducted by(Yi et al. 2023; Cohen et al. 

2018)which suggests that the influence of a 

person's mood regulation can influence their 

consumption behavior, in the context of online 

compulsive purchasing behavior, mood regulation 

is one of the drivers of this behavior. 

 

Mood Regulation influences the flow experience 

Based on the boostraping results shown in 

table 6, it is known that mood regulation has an 

effect on flow experience. According to the 

opinion ofMadrigano (2008) 

Positive feelings such as happiness, joy, and 

compassion can increase creativity and 

engagement in activities. This means that the 

ability to regulate and maintain positive feelings 

can impact the flow experience. The same thing 

was also stated byWaterman et al. (2003)A person 

who has the ability to manage negative feelings, 

such as stress or anxiety, is more likely to achieve 

high levels of engagement in the activities they do. 

The findings of this research support previous 

research with findings which reveal that mood 

regulation has an effect on flow experience(Mason 

et al. 2022) 

 

Mood hesitation influences online compulsive 

buying with flow experience as a mediator 

The next findings that can be found based 

on table 7 show that flow experience mediates the 

influence of mood regulation on online compulsive 

buying. This is in line with the opinion of experts 

who reveal that someone who has had a flow 

experience tends to feel more involved in the 

activity and is less able to control impulses. to shop 

compulsively(Maharani et al. 2022). The findings 

of this research are in line with the findings of 

research conducted byK. Zhang et al. (2014)which 

suggests that flow experience can encourage a 

person's mood regulation to carry out compulsive 

online buying behavior. 

 

Flow Experience influences online compulsive 

buying 

The results of this research findings shown 

in table 6 explain that Flow Experience has an 

effect on online compulsive buying. Expert 

opinion states that flow experiences, which are 

characterized by total involvement in activities, 

often reduce a person's awareness of rational 

decision making, which can increase online 

compulsive buying behavior.(L. Wang and Wang 

2020; Hsu et al. 2012). The findings of this study 

support research by the flow experience when 

shopping online with an increase in compulsive 

buying tendencies, especially among users who 

often seek instant gratification(Jiang 2022) 

 

CONCLUSION 

Smartphone addiction among Generation Z 

in Riau Province has a complex impact on online 

compulsive buying, mood regulation, and flow 

experience. First, regarding online compulsive 

buying, smartphone addiction increases access to 

online shopping platforms, encouraging impulse 

buying. This is reinforced by the finding that the 

majority of Shopee users in Indonesia, especially 

women, tend to make repeated unplanned 

purchases. Second, in the aspect of mood 

regulation, smartphone addiction affects stress and 

anxiety levels, with some respondents feeling that 

smartphones help reduce their worries, although 

there is research which states that there is not 
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always a negative influence between smartphone 

addiction and mood regulation. Third, regarding 

flow experience, smartphone addiction causes 

individuals to become fully involved in 

smartphone use, often experiencing intense focus 

and loss of self-awareness. This is especially true 

for Generation Z who spend a long time using 

smartphones. Fourth, there is an indirect 

relationship between smartphone addiction and 

flow experience through mood regulation, where 

smartphone use provides short-term satisfaction 

and influences flow experience. Finally, research 

shows that mood regulation influences compulsive 

online buying, with young people who have poor 

mood regulation tending to make repeated online 

purchases. Mood regulation also influences flow 

experience, where the ability to manage positive 

and negative feelings can increase involvement in 

activities. In this context, flow experience mediates 

the influence of mood regulation on online 

compulsive buying. Overall these findings 

highlight the interrelated relationship between 

smartphone addiction, mood regulation, flow 

experience, and online compulsive buying among 

Generation Z in Riau Province. 

 

Limitations 

This research only focuses on generation Z 

who are registered as students at several 

universities in Riau Province so the results of this 

research cannot describe the compulsive 

purchasing behavior of all generation Z in Riau 

Province. Furthermore, this research only focuses 

on online compulsive purchasing behavior on 

several e-commerce platformsonly so these results 

cannot be used as a general reference for 

comprehensive online purchasing behavior on all 

E-commerce platforms. 

 

BIBLIOGRAPHY 

Abdelsalam, Samah, Naomie Salim, Rose Alinda 

Alias, and Omayma Husain. 2020. 

“Understanding Online Impulse Buying 

Behavior in Social Commerce: A Systematic 

Literature Review.” IEEE Access 8: 89041–

58. 

https://doi.org/10.1109/ACCESS.2020.29936

71. 

Adamczyk, G., J. Capetillo-Ponce, and D. 

Szczygielski. 2020. “Compulsive Buying in 

Poland. An Empirical Study of People 

Married or in a Stable Relationship.” Journal 

of Consumer Policy 43(3): 593–610. 

https://doi.org/10.1007/s10603-020-09450-4. 

Adamczyk, Grzegorz. 2021. “Compulsive and 

Compensative Buying among Online 

Shoppers: An Empirical Study.” PLoS ONE 

16 (6 June): 1–19. 

https://doi.org/10.1371/journal.pone.0252563

. 

Ali, Faizan. 2016. "Hotel Website Quality, 

Perceived Flow, Customer Satisfaction and 

Purchase Intention." Journal of Hospitality 

and Tourism Technology 7(2): 213–28. 

https://doi.org/10.1108/JHTT-02-2016-0010. 

Ameen, Nisreen, and Amitabh Anand. 2020. 

“Generation Z in the United Arab Emirates: 

A Smart-Tech-Driven IGeneration.” The 

New Generation Z in Asia: Dynamics, 

Differences, Digitalization, 181–92. 

https://doi.org/10.1108/978-1-80043-220-

820201018. 

Ameen, Nisreen, Sameer Hosany, and Ali Tarhini. 

2021. "Computers in Human Behavior 

Consumer Interaction with Cutting-Edge 

Technologies : Implications for Future 

Research." Computers in Human Behavior 

120 (August 2020): 106761. 

https://doi.org/10.1016/j.chb.2021.106761. 

Babeinsight.id. 2023. "World Rank 1, Indonesia is 

Addicted to Scrolling on HP." Babeinsight.Id, 

2023. 

https://www.babelinsight.id/content/read/267

9/peringkat-1-dunia-indonesia-kecanduan-

scrolling-hp/. 

Bao, Zheshi, and Jing Yang. 2022. “Why Online 

Consumers Have the Urge to Buy 

Impulsively: Roles of Serendipity, Trust and 

Flow Experience.” Management Decision 60 

(12): 3350–65. https://doi.org/10.1108/MD-

07-2021-0900. 

Barta, Sergio, Raquel Gurrea, and Carlos Flavián. 

2021. “The Role of Flow Consciousness in 

Consumer Regret.” Internet Research 32(3): 

875–96. https://doi.org/10.1108/INTR-08-

2020-0482. 

Bernstein, Ruth. 2015. “MOVE OVER 

MILLENNIALS - HERE COMES GEN Z.” 

Bozaci, Ibrahim. 2020. “The Effect of Boredom 

Proneness on Smartphone Addiction and 

Impulse Purchasing: A Field Study with 

Young Consumers in Turkey.” Journal of 

Asian Finance, Economics and Business 7 

(7): 509–17. 

https://doi.org/10.13106/jafeb.2020.vol7.no7.

509. 

Brito, María Gracia Rodríguez;, María Carmen ; 

Hernández-garcía, Maria Carolina ; 

Rodríguez-donate, Margarita Esther ; 

Romero-rodríguez, and Alicia María Darias-

padrón. 2021. “Compulsive Buying Behavior 

of Smartphones by University Students.” 



e-Jurnal Apresiasi Ekonomi Volume 12, Nomor 2, Mei 2024: 378-397                   ISSN Cetak  : 2337-3997       
                  ISSN Online : 2613-9774 

391 
 

Candussi, Catharina J., Russell Kabir, and Madhini 

Sivasubramanian. 2023. “Problematic 

Smartphone Usage, Prevalence and Patterns 

among University Students: A Systematic 

Review.” Journal of Affective Disorders 

Reports 14 (August). 

https://doi.org/10.1016/j.jadr.2023.100643. 

Caplan, Scott E. 2010. “Theory and Measurement 

of Generalized Problematic Internet Use: A 

Two-Step Approach.” Computers in Human 

Behavior 26(5): 1089–97. 

https://doi.org/10.1016/j.chb.2010.03.012. 

Caplan, Scott, Dmitri Williams, and Nick Yee. 

2009. “Problematic Internet Use and 

Psychosocial Well-Being among MMO 

Players.” Computers in Human Behavior 

25(6): 1312–19. 

https://doi.org/10.1016/j.chb.2009.06.006. 

Casalegno, Cecilia, Candelo Elena, and Santoro 

Gabriele. 2022. “Exploring the Antecedents 

of Green and Sustainable Purchasing 

Behavior: A Comparison among Different 

Generations.” Psychology\& Marketing 39: 

1007–21. 

https://doi.org/https://doi.org/10.1002/mar.21

637. 

Cesarina, Michela, Gioele Zamparo, Andrea 

Marini, and Nisreen Ameen. 2022. 

“Computers in Human Behavior Glued to 

Your Phone? Generation Z's Smartphone 

Addiction and Online Compulsive Buying.” 

Computers in Human Behavior 136 (July): 

107404. 

https://doi.org/10.1016/j.chb.2022.107404. 

Chacko, Thomas P, J Tory Toole, Matthew C 

Morris, Jeffrey Page, Robert D Forsten, John 

P Barrett, Matthew J Reinhard, Ryan C 

Brewster, Michelle E Costanzo, and Gordon 

Broderick. 2023. “A Regulatory Pathway 

Model of Neuropsychological Disruption in 

Havana Syndrome,” no. October: 1–12. 

https://doi.org/10.3389/fpsyt.2023.1180929. 

Chan, Tommy KH, Christy MK Cheung, and Zach 

WY Lee. 2017. "Information & Management 

The State of Online Impulse-Buying 

Research: A Literature Analysis." 

Information & Management 54 (2): 204–17. 

https://doi.org/10.1016/j.im.2016.06.001. 

Chen, Chia Chen, and Jun You Yao. 2018. “What 

Drives Impulse Buying Behaviors in a 

Mobile Auction? The Perspective of the 

Stimulus-Organism-Response Model.” 

Telematics and Informatics 35 (5): 1249–62. 

https://doi.org/10.1016/j.tele.2018.02.007. 

Chen, Chongyang;, Kem ZK; Zhang, Xiang ; 

Gong, Sesia J ; Zhao, and Matthew KO Lee. 

2017. "Understanding Compulsive 

Smartphone Use: An Empirical Test of a 

FLow-Based Model." International Journal of 

Information Management 37(5): 438–54. 

https://doi.org/10.1016/j.ijinfomgt.2017.04.0

09. 

Chen, Chongyang, Kem ZK Zhang, Xiang Gong, 

and Matthew Lee. 2019. “Dual Mechanisms 

of Reinforcement Reward and Habit in 

Driving Smartphone Addiction: The Role of 

Smartphone Features.” Internet Research 

29(6): 1551–70. 

https://doi.org/10.1108/INTR-11-2018-0489. 

Chen, Chongyang, Kem ZK Zhang, Xiang Gong, 

Sesia J. Zhao, Matthew KO Lee, and Liang 

Liang. 2017. "Understanding Compulsive 

Smartphone Use: An Empirical Test of a 

Flow-Based Model." International Journal of 

Information Management 37(5): 438–54. 

https://doi.org/10.1016/j.ijinfomgt.2017.04.0

09. 

Choi, Jung Seok, Daniel Luke King, and Young 

Chul Jung. 2019. “Editorial: Neurobiological 

Perspectives in Behavioral Addiction.” 

Frontiers in Psychiatry 10 (JAN): 1–3. 

https://doi.org/10.3389/fpsyt.2019.00003. 

Chopdar, Prasanta Kr, and Janarthanan 

Balakrishnan. 2020. "International Journal of 

Information Management Consumers 

Response towards Mobile Commerce 

Applications : SOR Approach." International 

Journal of Information Management 53 (June 

2019): 102106. 

https://doi.org/10.1016/j.ijinfomgt.2020.1021

06. 

Chopdar, Prasanta Kr, Justin Paul, Nikolaos 

Korfiatis, and Miltiadis D. Lytras. 2022. 

"Examining the Role of Consumer 

Impulsiveness in Multiple App Usage 

Behavior among Mobile Shoppers." Journal 

of Business Research 140 (March 2021): 

657–69. 

https://doi.org/10.1016/j.jbusres.2021.11.031. 

Chopdar, Prasanta Kr, Justin Paul, and Jana 

Prodanova. 2022. “Mobile Shoppers' 

Response to Covid-19 Phobia, Pessimism and 

Smartphone Addiction: Does Social 

Influence Matter?” Technological 

Forecasting and Social Change 174 (April 

2021). 

https://doi.org/10.1016/j.techfore.2021.12124

9. 

Chou, Ting Jui, and Chih Chen Ting. 2003. “The 

Role of Flow Experience in Cyber-Game 

Addiction.” Cyberpsychology and Behavior 

6(6): 663–75. 



e-Jurnal Apresiasi Ekonomi Volume 12, Nomor 2, Mei 2024: 378-397                   ISSN Cetak  : 2337-3997       
                  ISSN Online : 2613-9774 

392 
 

https://doi.org/10.1089/10949310332272546

9. 

CNBC Indonesia. 2023. "It's Not Price, This is the 

Reason Why Indonesians Shop in 

Ecommerce." CnbcIndonesia.Com, 2023. 

https://www.cnbcindonesia.com/tech/202302

16095033-37-414241/bukan-harga-ini-

alasan-orang-indonesia-kerja-di-ecommerce. 

Cohen, Joel B., Michel Tuan Pham, and Eduardo 

B. Andrade. 2018. "The Nature and Role of 

Affect in Consumer Behavior." Handbook of 

Consumer Psychology, no. January 1991: 

297–348. 

https://doi.org/10.4324/9780203809570-19. 

Csikszentmihalyi, Mihaly. 1975. “Beyond 

Boredom and Anxiety.” Jossey-Bass. 

Darrat, Aadel A., Mahmoud A. Darrat, and 

Douglas Amyx. 2016. “How Impulse Buying 

Influences Compulsive Buying: The Central 

Role of Consumer Anxiety and Escapism.” 

Journal of Retailing and Consumer Services 

31: 103–8. 

https://doi.org/10.1016/j.jretconser.2016.03.0

09. 

Databox. 2023. "Generation Z and Millennial 

Salaries Spend a Lot on E-Commerce," 2023. 

https://databoks.katadata.co.id/datapublish/20

21/06/09/gaji-generation-z-dan-milenial-

besar- spent-on-e-commerce. 

Dataindonesia.id. 2022. "These are a series of 

reasons why someone shops impulsively in e-

commerce," 2022. 

https://dataindonesia.id/gaya-live/detail/ini-

sederet-reason-sSomeone-bershop-impulsive-

in-ecommerce. 

Dhir, Amandeep, Puneet Kaur, and Risto Rajala. 

2020. “Continued Use of Mobile Instant 

Messaging Apps: A New Perspective on 

Theories of Consumption, Flow, and Planned 

Behavior.” Social Science Computer Review 

38(2): 147–69. 

https://doi.org/10.1177/0894439318806853. 

Dittmar, Helga. 2005. “Compulsive Buying - A 

Growing Concern? An Examination of 

Gender, Age, and Endorsement of 

Materialistic Values as Predictors.” British 

Journal of Psychology 96(4): 467–91. 

https://doi.org/10.1348/000712605X53533. 

Dittmar, Helga, Karen Long, and ROD Bond. 

2007. “WHEN A BETTER SELF IS ONLY 

A BUTTON CLICK AWAY: 

ASSOCIATIONS BETWEEN 

MATERIALISTIC VALUES, EMOTIONAL 

AND IDENTITY – RELATED BUYING 

MOTIVES, AND COMPULSIVE BUYING 

TENDENCY ONLINE” 26 (3): 334–61. 

Duke, Éilish, and Christian Montag. 2017. 

“Smartphone Addiction and Beyond: Initial 

Insights on an Emerging Research Topic and 

Its Relationship to Internet Addiction,” 359–

72. https://doi.org/10.1007/978-3-319-46276-

9_21. 

Dwivedi, Yogesh K., Elvira Ismagilova, D. Laurie 

Hughes, Jamie Carlson, Raffaele Filieri, 

Jenna Jacobson, Varsha Jain, et al. 2021. 

“Setting the Future of Digital and Social 

Media Marketing Research: Perspectives and 

Research Propositions.” International Journal 

of Information Management 59 (May 2020). 

https://doi.org/10.1016/j.ijinfomgt.2020.1021

68. 

Edwards, Elizabeth A. 1993. “Development of a 

New Scale for Measuring Compulsive 

Buying Behavior,” no. 313: 67–85. 

Eide, Tine A., Sarah H. Aarestad, Cecilie S. 

Andreassen, Robert M. Bilder, and Ståle 

Pallesen. 2018. “Smartphone Restriction and 

Its Effect on Subjective Withdrawal Related 

Scores.” Frontiers in Psychology 9 (AUG): 

1–11. 

https://doi.org/10.3389/fpsyg.2018.01444. 

Eriksson, Niklas, Carl Johan Rosenbröijer, and 

Asle Fagerstrøm. 2017. "The Relationship 

between Young Consumers' Decision-

Making Styles and Propensity to Shop 

Clothing Online with a Smartphone." 

Procedia Computer Science 121: 519–24. 

https://doi.org/10.1016/j.procs.2017.11.069. 

Ettis, Saïd Aboubaker. 2017. "Examining the 

Relationships between Online Store 

Atmospheric Color, Flow Experience and 

Consumer Behavior." Journal of Retailing 

and Consumer Services 37 (August 2016): 

43–55. 

https://doi.org/10.1016/j.jretconser.2017.03.0

07. 

Faber, Aida, Colleen Bee, Marina Girju, Naz Onel, 

Anne Marie Rossi, Marina Cozac, Richard J. 

Lutz, Gia Nardini, and Camilla Eunyoung 

Song. 2022. “The Paradoxes of Smartphone 

Use: Understanding the User Experience in 

Today's Connected World.” Journal of 

Consumer Affairs, no. October. 

https://doi.org/10.1111/joca.12472. 

Faber, Ronald J, and Thomas CO Guinn. 1992. “A 

Clinical Screener for Compulsive Buying” 19 

(December): 459–69. 

Fang, Jiaming, Zhirong Zhao, Chao Wen, and 

Ruping Wang. 2017. "Design and 

Performance Attributes Driving Mobile 

Travel Application Engagement." 

International Journal of Information 



e-Jurnal Apresiasi Ekonomi Volume 12, Nomor 2, Mei 2024: 378-397                   ISSN Cetak  : 2337-3997       
                  ISSN Online : 2613-9774 

393 
 

Management 37(4): 269–83. 

https://doi.org/10.1016/j.ijinfomgt.2017.03.0

03. 

Fister-Gale, Sara. 2015. “Forget Millennials: Are 

You Ready for Generation Z.” Chief 

Learning Officer 14: 38–48. 

Fu, Linqian, Pengcheng Wang, Meng Zhao, Xin 

Xie, Ye Chen, Jia Nie, and Li Lei. 2020. 

“Can Emotion Regulation Difficulty Lead to 

Adolescent Problematic Smartphone Use? A 

Moderated Mediation Model of Depression 

and Perceived Social Support.” Children and 

Youth Services Review 108: 104660. 

https://doi.org/10.1016/j.childyouth.2019.104

660. 

Gatautis, Rimantas, Elena Vitkauskaite, Agne 

Gadeikiene, and Zaneta Piligrimiene. 2016. 

“Gamification as a Mean of Driving Online 

Consumer Behavior: Sor Model Perspective.” 

Engineering Economics 27(1): 90–97. 

https://doi.org/10.5755/j01.ee.27.1.13198. 

Gatersleben, Birgitta, Linda Steg, and Charles 

Vlek. 2002. "Measurement and Determinants 

of Environmentally Significant Consumer 

Behavior." Environment and Behavior 34(3): 

335–62. 

https://doi.org/10.1177/00139165020340030

04. 

Ghani, Jawaid A., and Satish P. Deshpande. 1994. 

“Task Characteristics and the Experience of 

Optimal Flow in Human—Computer 

Interaction.” Journal of Psychology: 

Interdisciplinary and Applied 128 (4): 381–

91. 

https://doi.org/10.1080/00223980.1994.9712

742. 

Goldring, Deborah, and Carol Azab. 2021. “New 

Rules of Social Media Shopping: Personality 

Differences of US Gen Z versus Gen X 

Market Mavens.” Journal of Consumer 

Behavior 20(4): 884–97. 

https://doi.org/10.1002/cb.1893. 

Griffiths, Mark D., Daria J. Kuss, Joël Billieux, 

and Halley M. Pontes. 2016. “The Evolution 

of Internet Addiction: A Global Perspective.” 

Addictive Behaviors 53: 193–95. 

https://doi.org/10.1016/j.addbeh.2015.11.001. 

hair et al. 2018. “Article Information: When to Use 

and How to Report the Results of PLS-

SEM.” 

Hair, Joseph F., G. Tomas M. Hult, Christian M. 

Ringle, Marko Sarstedt, Nicholas P. Danks, 

and Soumya Ray. 2021. “Evaluation of the 

Structural Model,” no. July: 115–38. 

https://doi.org/10.1007/978-3-030-80519-

7_6. 

Harnish, Richard J., Michael J. Roche, and K. 

Robert Bridges. 2021. “Predicting 

Compulsive Buying from Pathological 

Personality Traits, Stressors, and Purchasing 

Behavior.” Personality and Individual 

Differences 177 (March). 

https://doi.org/10.1016/j.paid.2021.110821. 

He, Heping, Monika Kukar-Kinney, and Nancy M. 

Ridgway. 2018. “Compulsive Buying in 

China: Measurement, Prevalence, and Online 

Drivers.” Journal of Business Research 91 

(71302108): 28–39. 

https://doi.org/10.1016/j.jbusres.2018.05.023. 

Herrando, Carolina, Julio Jiménez-Martínez, María 

José, and Martín-De Hoyos. 2019. “Social 

Commerce Users' Optimal Experience: 

Stimuli, Response and Culture.” Journal of 

Electronic Commerce Research 20(4): 199–

218. 

Hew, Jun Jie, Lai Ying Leong, Garry Wei Han 

Tan, Voon Hsien Lee, and Keng Boon Ooi. 

2018. “Mobile Social Tourism Shopping: A 

Dual-Stage Analysis of a Multi-Mediation 

Model.” Tourism Management 66: 121–39. 

https://doi.org/10.1016/j.tourman.2017.10.00

5. 

Hitcham, Lucy, Hannah Jackson, and Richard JE 

James. 2023. “The Relationship between 

Smartphone Use and Smartphone Addiction: 

An Examination of Logged and Self-

Reported Behavior in a Pre-Registered, Two-

Wave Sample.” Computers in Human 

Behavior 146 (May): 107822. 

https://doi.org/10.1016/j.chb.2023.107822. 

Hoffner, Cynthia A., and Sangmi Lee. 2015. 

“Mobile Phone Use, Emotion Regulation, and 

Well-Being.” Cyberpsychology, Behavior, 

and Social Networking 18 (7): 411–16. 

https://doi.org/10.1089/cyber.2014.0487. 

Horváth, Csilla, and Feray Ad. 2018. “Shopping 

Enjoyment to the Extreme: Hedonic 

Shopping Motivations and Compulsive 

Buying in Developed and Emerging Markets” 

86 (July 2017): 300–310. 

https://doi.org/10.1016/j.jbusres.2017.07.013. 

Hsu, Chia Lin, Kuo Chien Chang, and Mu Chen 

Chen. 2012. "Flow Experience and Internet 

Shopping Behavior: Investigating the 

Moderating Effect of Consumer 

Characteristics." Systems Research and 

Behavioral Science 29(3): 317–32. 

https://doi.org/10.1002/sres.1101. 

Hu, Elwin, Vasileios Stavropoulos, Alastair 

Anderson, Matthew Scerri, and James 

Collard. 2019. “Internet Gaming Disorder: 

Feeling the Flow of Social Games.” 



e-Jurnal Apresiasi Ekonomi Volume 12, Nomor 2, Mei 2024: 378-397                   ISSN Cetak  : 2337-3997       
                  ISSN Online : 2613-9774 

394 
 

Addictive Behaviors Reports 9 (June 2018): 

100140. 

https://doi.org/10.1016/j.abrep.2018.10.004. 

Huang, Li Ting. 2016. "Flow and Social Capital 

Theory in Online Impulse Buying." Journal 

of Business Research 69(6): 2277–83. 

https://doi.org/10.1016/j.jbusres.2015.12.042. 

Hume, David. 2012. “Emotions and Moods.” 

Organizational Behavior. 

Infobanknews. 2023. "Uncertain Economy, 67% of 

People are Enthusiastic about Online 

Shopping." Infobanknews.Com, 2023. 

https://infobanknews.com/economic-tak-

pasti-67-community-malah-antusias-sambut-

bisnis-kerja-online/. 

Islam, Tahir, Abdul Hameed Pitafi, Naeem Akhtar, 

and Liang Xiaobei. 2021. “Determinants of 

Purchasing Luxury Counterfeit Products in 

Social Commerce: The Mediating Role of 

Compulsive Internet Use.” Journal of 

Retailing and Consumer Services 62 (April): 

102596. 

https://doi.org/10.1016/j.jretconser.2021.1025

96. 

Jiang, Weiqin. 2022. "Research on Online 

Shopping Addiction Based on Flow Theory." 

Economics & Management Information, no. 

October 2022: 1–10. 

https://doi.org/10.58195/emi.v1i1.33. 

Kang, Shufeng, Shizhao Liu, Hongzhu Li, Dapeng 

Wang, and Xiangbei Qi. 2018. “Baicalin 

Effects on Rats with Spinal Cord Injury by 

Anti-Inflammatory and Regulating the Serum 

Metabolic Disorder.” Journal of Cellular 

Biochemistry 119(9): 7767–79. 

https://doi.org/10.1002/jcb.27136. 

Khang, Hyoungkoo, Jung Kyu Kim, and Yeojin 

Kim. 2013. “Self-Traits and Motivations as 

Antecedents of Digital Media Flow and 

Addiction: The Internet, Mobile Phones, and 

Video Games.” Computers in Human 

Behavior 29(6): 2416–24. 

https://doi.org/10.1016/j.chb.2013.05.027. 

Kim, Myung Ja, Choong Ki Lee, and Mark Bonn. 

2017. “Obtaining a Better Understanding 

about Travel-Related Purchase Intentions 

among Senior Users of Mobile Social 

Network Sites.” International Journal of 

Information Management 37(5): 484–96. 

https://doi.org/10.1016/j.ijinfomgt.2017.04.0

06. 

Kim, Yoo Jung, and Jinyoung Han. 2014. “Why 

Smartphone Advertising Attracts Customers: 

A Model of Web Advertising, Flow, and 

Personalization.” Computers in Human 

Behavior 33: 256–69. 

https://doi.org/10.1016/j.chb.2014.01.015. 

Kontan.co.id. 2020. "Snapcart Research: Shopee is 

Most Popular and Consumers' Shopping 

Choice." Kontan.Co.Id, 2020. 

https://industri.kontan.co.id/news/riset-

snapcart-shopee-paling-diminati-dan-jadi-

oleh-konsumen-berlanja. 

Kraiger, Kurt, Robert S. Billings, and Alice M. 

Isen. 1989. “The Influence of Positive 

Affective States on Task Perceptions and 

Satisfaction.” Organizational Behavior and 

Human Decision Processes 44(1): 12–25. 

https://doi.org/10.1016/0749-5978(89)90032-

0. 

Kukar-kinney, Monika, Nancy M Ridgway, and 

Kent B Monroe. 2009. “The Relationship 

Between Consumers' Tendencies to Buy 

Compulsively and Their Motivations to Shop 

and Buy on the Internet” 85: 298–307. 

https://doi.org/10.1016/j.jretai.2009.05.002. 

LaRose, Robert. 2003. “Unregulated Internet 

Usage: Addiction, Habit, or Deficient Self-

Regulation?” Media Psychology 5(3): 225–

53. 

https://doi.org/10.1207/S1532785XMEP0503

. 

Larsen, Randy J. 2000. "Psychological Inquiry: An 

International Journal for the Advancement of 

Psychological Theory Toward a Science of 

Mood Regulation Toward a Science of Mood 

Regulation," no. January 2015: 37–41. 

https://doi.org/10.1207/S15327965PLI1103. 

Latan, Hengki, and Imam Ghozali. 2017. Partial 

Least Squares, Concept, Methods and 

Applications, WarpPLS 5.0 Program. 

Semarang: Diponegoro University. 

Lee, Won Jun, and Seungjae Shin. 2016. “A 

Comparative Study of Smartphone Addiction 

Drivers' Effect on Work Performance in the 

US and Korea.” Journal of Applied Business 

Research 32(2): 507–16. 

https://doi.org/10.19030/jabr.v32i2.9592. 

Lee, Yun Jung, Sejin Ha, and Zachary Johnson. 

2019. “Antecedents and Consequences of 

Flow States in E-Commerce.” Journal of 

Consumer Marketing 36(2): 264–75. 

https://doi.org/10.1108/JCM-10-2015-1579. 

Leung, Louis. 2020. "Exploring the Relationship 

between Smartphone Activities, Flow 

Experience, and Boredom in Free Time." 

Computers in Human Behavior 103: 130–39. 

https://doi.org/10.1016/j.chb.2019.09.030. 

Li, Dahui, and Glenn J. Browne. 2006. “The Role 

of Need for Cognition and Mood in Online 

Flow Experience.” Journal of Computer 

Information Systems 46(3): 11–17. 



e-Jurnal Apresiasi Ekonomi Volume 12, Nomor 2, Mei 2024: 378-397                   ISSN Cetak  : 2337-3997       
                  ISSN Online : 2613-9774 

395 
 

Lissitsa, Sabina, and Ofrit Col. 2021. “Four 

Generational Cohorts and Hedonic M-

Shopping: Association between Personality 

Traits and Purchase Intention.” Electronic 

Commerce Research 21(2): 545–70. 

https://doi.org/10.1007/s10660-019-09381-4. 

Luqman, Adeel, Xiongfei Cao, Ahmed Ali, Ayesha 

Masood, and Lingling Yu. 2017. "Empirical 

Investigation of Facebook Discontinues 

Usage Intentions Based on SOR Paradigm." 

Computers in Human Behavior 70: 544–55. 

https://doi.org/10.1016/j.chb.2017.01.020. 

Madrigano, Jaime. 2008. “The Role of Positive 

Emotions in Positive Psychology: The 

Broaden-and-Build Theory of Positive 

Emotions.” Occup Environ Med 23(1):1–7. 

Maharani, Olivia Safira, Nabila Jilan Ulayya, and 

Wahyu Rahardjo. 2022. "Literature Review: 

Psychological Factors Affecting Online 

Shopping Behavior During the Covid-19 

Pandemic." Scientific Journal of Business 

Economics 27 (2): 171–82. 

https://doi.org/10.35760/eb.2022.v27i2.5403. 

Mason, Michela Cesarina, Gioele Zamparo, 

Andrea Marini, and Nisreen Ameen. 2022a. 

“Glued to Your Phone? Generation Z's 

Smartphone Addiction and Online 

Compulsive Buying.” Computers in Human 

Behavior 136 (May). 

https://doi.org/10.1016/j.chb.2022.107404. 

———. 2022b. “Glued to Your Phone? Generation 

Z's Smartphone Addiction and Online 

Compulsive Buying.” Computers in Human 

Behavior 136 (May): 107404. 

https://doi.org/10.1016/j.chb.2022.107404. 

Maurya, Chanda, T. Muhammad, Priya Maurya, 

and Preeti Dhillon. 2022. “The Association of 

Smartphone Screen Time with Sleep 

Problems among Adolescents and Young 

Adults: Cross-Sectional Findings from 

India.” BMC Public Health 22(1): 1–12. 

https://doi.org/10.1186/s12889-022-14076-x. 

Mehrabian, Albert, and James A Russell. 1974. 

“An Approach to Environmental 

Psychology.” The MIT Press. 

Miller, Gerald R., and Michael Burgoon. 1978. 

“Persuasion Research: Review and 

Commentary.” Annals of the International 

Communication Association 2(1): 29–47. 

https://doi.org/10.1080/23808985.1978.1192

3715. 

Morris, William N. 1992. “A Functional Analysis 

of the Role of Mood in Affective Systems.” 

Mulyono, Kemal Budi, and Rusdarti. 2020. "How 

Psychological Factors Boost Compulsive 

Buying Behavior in the Digital Era: A Case 

Study of Indonesian Students." International 

Journal of Social Economics 47 (3): 334–49. 

https://doi.org/10.1108/IJSE-10-2019-0652. 

Nabi, Robin L., and Melanie C. Green. 2015. "The 

Role of a Narrative's Emotional Flow in 

Promoting Persuasive Outcomes." Media 

Psychology 18(2): 137–62. 

https://doi.org/10.1080/15213269.2014.9125

85. 

Niu, Han-Jen, and Chun-Tao Chang. 2014. "Public 

Personnel Management, Total Quality 

Management & Business Excellence, 

International Management Review." Journal 

of Asian-Pacific Business and Others. Journal 

of the Operational Research Society 10(1): 

52–68. 

Novak, Thomas P, and Donna L Hoffman. 1997. 

“Measuring the Flow Experience among Web 

Users.” Interval Research Corporation, no. 

July 1997: 1–35. 

O'Guinn, Thomas C. ;, and Ronald J. ; Faber. 1989. 

“Compulsive Buying: A Phenomenological 

Exploration” 16 (2): 147–57. 

Ozkara, Behcet Yalin, Mujdat Ozmen, and Jong 

Woo Kim. 2017. "Examining the Effect of 

Flow Experience on Online Purchase: A 

Novel Approach to the Flow Theory Based 

on Hedonic and Utilitarian Value." Journal of 

Retailing and Consumer Services 37 (April): 

119–31. 

https://doi.org/10.1016/j.jretconser.2017.04.0

01. 

Parrott, W. Gerrod. 1993. “Beyond Hedonism: 

Motives for Inhibiting Good Moods and for 

Maintaining Bad Moods.” American 

Psychological Association. 

Pera, Aurel. 2020. “The Psychology of Addictive 

Smartphone Behavior in Young Adults: 

Problematic Use, Social Anxiety, and 

Depressive Stress.” Frontiers in Psychiatry 11 

(September): 1–6. 

https://doi.org/10.3389/fpsyt.2020.573473. 

Petcharat, Thanatchaphan, and Adisorn 

Leelasantitham. 2021. “A Retentive 

Consumer Behavior Assessment Model of the 

Online Purchase Decision-Making Process.” 

Heliyon 7 (10). 

https://doi.org/10.1016/j.heliyon.2021.e08169

. 

Poláková, Petra, and Blanka Klímová. 2019. 

“Mobile Technology and Generation Z in the 

English Language Classroom – A 

Preliminary Study.” Education Sciences 9(3): 

1–11. 

https://doi.org/10.3390/educsci9030203. 

Priporas, Constantinos Vasilios, Nikolaos Stylos, 



e-Jurnal Apresiasi Ekonomi Volume 12, Nomor 2, Mei 2024: 378-397                   ISSN Cetak  : 2337-3997       
                  ISSN Online : 2613-9774 

396 
 

and Anestis K. Fotiadis. 2017. “Generation Z 

Consumers' Expectations of Interactions in 

Smart Retailing: A Future Agenda.” 

Computers in Human Behavior 77: 374–81. 

https://doi.org/10.1016/j.chb.2017.01.058. 

Rahmillah, Fety Ilma, Amina Tariq, Mark King, 

and Oscar Oviedo-Trespalacios. 2023. “Is 

Distraction on the Road Associated with 

Maladaptive Mobile Phone Use? A 

Systematic Review.” Accident Analysis and 

Prevention 181 (November 2022). 

https://doi.org/10.1016/j.aap.2022.106900. 

Rancati, Gaia, Thi Thu Thao Nguyen, Danae 

Fowler, Maurizio Mauri, and Carsten D. 

Schultz. 2023. “Customer Experience in 

Coffee Stores: A Multidisciplinary 

Neuromarketing Approach.” Journal of 

Consumer Behavior, no. June. 

https://doi.org/10.1002/cb.2184. 

Roberts, James A. 1998. “Compulsive Buying 

among College Students: An Investigation of 

Its Antecedents, Consequences, and 

Implications for Public Policy.” Journal of 

Consumer Affairs 32(2): 295–319. 

https://doi.org/10.1111/j.1745-

6606.1998.tb00411.x. 

Rodríguez-Brito, María Gracia, María Del Carmen 

Hernández-García, María Carolina 

Rodríguez-Donate, Margarita Esther 

Romero-Rodríguez, and Alicia María Darias-

Padrón. 2022. “Compulsive Buying Behavior 

of Smartphones by University Students.” 

CNS Spectrums 27(4):516–24. 

https://doi.org/10.1017/S1092852921000602. 

Rohani, Mina. 2012. "The Role of Emotion 

Regulation on Customer Behavior Following 

Double Deviation: A Cross Cultural 

Perspective," no. May. 

Sari, Ratih Kumala. 2016. "Tendencies for 

Compulsive Buying Behavior in Late 

Adolescence in Samarinda." Psychoborneo: 

Scientific Journal of Psychology 4 (1): 1–9. 

https://doi.org/10.30872/psikoborneo.v4i1.39

23. 

Sarstedt, Marko. 2019. “The Great Facilitator 

Reflections on the Contributions Of,” no. 

May. https://doi.org/10.1007/978-3-030-

06031-2. 

Sarstedt, Marko, Christian M. Ringle, and Joseph 

F. Hair. 2021. “Partial Least Squares 

Structural Equation Modeling.” Handbook of 

Market Research, no. July: 587–632. 

https://doi.org/10.1007/978-3-319-57413-

4_15. 

Saura, José Ramón, Ana Reyes-Menendez, Nelson 

Matos, and Marisol Correia. 2020. 

“Consumer Behavior in the Digital Age.” 

Journal of Spatial and Organizational 

Dynamics: Consumer Behavior in the Digital 

Age 8 (3): 190–96. 

https://www.researchgate.net/publication/344

433621_Consumer_Behavior_in_the_Digital

_Age. 

Sladek, Sarah, and Alyx Grabinger. 2016. “Gen Z: 

The First Generation of the 21st Century Has 

Arrived!” XYZ University, 1–15. 

Sohaib, Osama, and Kyeong Kang. 2015. 

"Individual Level Culture Influence on 

Online Consumer ITrust Aspects towards 

Purchase Intention across Cultures: A SOR 

Model." International Journal of Electronic 

Business 12(2): 142–61. 

https://doi.org/10.1504/IJEB.2015.069104. 

Statista. 2022. “E-Commerce Worldwide - 

Statistics & Facts.” Statista.Com, 2022. 

https://www.statista.com/topics/871/online-

shopping/#topicOverview. 

Turel, Ofir;, Serenko; Alexander, and Giles Paul. 

2011. “Integrating Technology Addiction and 

Use: An Empirical Investigation of Online 

Auction Users” 35 (4): 1043–61. 

Twenge, Jean M., and W. Keith Campbell. 2018. 

"Associations between Screen Time and 

Lower Psychological Well-Being among 

Children and Adolescents: Evidence from a 

Population-Based Study." Preventive 

Medicine Reports 12 (September): 271–83. 

https://doi.org/10.1016/j.pmedr.2018.10.003. 

Veronika, Konok, Dora Gigle, Boroka Maria 

Bereczky, and Adam Miklosi. 2016. 

“Computers in Human Behavior Humans' 

Attachment to Their Mobile Phones and Its 

Relationship with Interpersonal Attachment 

Style” 61: 537–47. 

https://doi.org/10.1016/j.chb.2016.03.062. 

Wang, Lin, and Suhan Wang. 2020. “The 

Influence of Flow Experience on Online 

Consumers' Information Searching Behavior: 

An Empirical Study of Chinese College 

Students.” Data and Information 

Management 4(4): 250–57. 

https://doi.org/10.2478/dim-2020-0043. 

Wang, Zhengpei, Xue Yang, and Xiaolu Zhang. 

2020. “Relationships among Boredom 

Proneness, Sensation Seeking and 

Smartphone Addiction among Chinese 

College Students: Mediating Roles of 

Pastime, Flow Experience and Self-

Regulation.” Technology in Society 62 

(July): 101319. 

https://doi.org/10.1016/j.techsoc.2020.10131

9. 



e-Jurnal Apresiasi Ekonomi Volume 12, Nomor 2, Mei 2024: 378-397                   ISSN Cetak  : 2337-3997       
                  ISSN Online : 2613-9774 

397 
 

Waterman, Alan S., Seth J. Schwartz, Edie 

Goldbacher, Hope Green, Christine Miller, 

and Susheel Philip. 2003. “Predicting the 

Subjective Experience of Intrinsic 

Motivation: The Roles of Self-Determination, 

the Balance of Challenges and Skills, and 

Self-Realization Values.” Personality and 

Social Psychology Bulletin 29 (11): 1447–58. 

https://doi.org/10.1177/0146167203256907. 

Workman, Leity;, and Paper David. 2010. 

“Compulsive Buying: A Theoretical 

Framework.” 

Wulandari, A P. 2018. "... ORGANIZATIONAL 

COMMITMENT TO THE QUALITY OF 

REGIONAL FINANCIAL REPORTS IN 

REGIONAL FINANCIAL AND ASSET 

MANAGEMENT AGENCY...." 

SRIWIJAYA STATE POLYTECHNIC. 

Yen, Cheng Fang, Tze Chun Tang, Ju Yu Yen, 

Huang Chi Lin, Chi Fen Huang, Shu Chun 

Liu, and Chih Hung Ko. 2009. "Symptoms of 

Problematic Cellular Phone Use, Functional 

Impairment and Its Association with 

Depression among Adolescents in Southern 

Taiwan." Journal of Adolescence 32(4): 863–

73. 

https://doi.org/10.1016/j.adolescence.2008.10

.006. 

Yi, Qu, Jashim Khan, Yuyang Su, Jiao Tong, and 

Shuo Zhao. 2023. “Impulse Buying Tendency 

in Live-Stream Commerce: The Role of 

Viewing Frequency and Anticipated 

Emotions Influencing Scarcity-Induced 

Purchase Decisions.” Journal of Retailing and 

Consumer Services 75 (August). 

https://doi.org/10.1016/j.jretconser.2023.1035

34. 

Zhang, Kem, Chongyang Chen, Sesia J. Zhao, and 

Matthew KO Lee. 2014. “Compulsive 

Smartphone Use: The Roles of Flow, 

Reinforcement Motives, and Convenience.” 

35th International Conference on Information 

Systems "Building a Better World Through 

Information Systems", ICIS 2014. 

Zhang, Xi, Jiaxin Tang, Xin Wei, Minghui Yi, and 

Patricia Ordóñez. 2020. “How Does Mobile 

Social Media Affect Knowledge Sharing 

under the 'Guanxi' System?” Journal of 

Knowledge Management 24(6): 1343–67. 

https://doi.org/10.1108/JKM-02-2020-0118. 

Zhou, Tao, Hongxiu Li, and Yong Liu. 2010. "The 

Effect of Flow Experience on Mobile SNS 

Users' Loyalty." Industrial Management and 

Data Systems 110(6): 930–46. 

https://doi.org/10.1108/02635571011055126. 

 


