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ABSTRACT

Purpose: This study examines the moderating role of price sensitivity and
competitive landscape on the relationship between price discount, limited-
quantity scarcity, and limited-time scarcity with impulse buying in the context of
luxury goods. Methodology: This research applied a quantitative approach. A
purposive sampling technique was used to collect the sample, resulting in 210
Indonesian respondents being selected. A questionnaire with a seven-point Likert
scale was used to collect data. Structural Equation Modeling (SEM) with AMOS 26
was used to process the data. Results: The results reveal that price discount,
limited-quantity scarcity, and limited-time scarcity do not significantly influence
impulse buying of luxury goods. Additionally, price sensitivity and competitive
landscape do not moderate these relationships, indicating that the psychological
drivers of impulsive purchasing for luxury products differ from those of
mainstream goods. Findings: The absence of moderation by price sensitivity and
competitive landscape suggests that luxury consumers prioritize brand value,
exclusivity, and quality over promotion strategies. Novelty: The study contributes
to a nuanced understanding of consumer behavior in the luxury market by
demonstrating that price sensitivity and competitive landscape do not function as
a key driver of impulse buying in this segment. Originality: This research explores
the interaction between price sensitivity and scarcity tactics in the luxury goods
sector, offering a new perspective on marketing strategies for high-end brands.
Conclusion: Marketers of luxury goods should focus less on promotion tactics
and more on emphasizing exclusivity and quality to drive consumer engagement.
Type of Paper: Empirical Research Article.
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INTRODUCTION

Ther luxury gorords marke rt in Indornersia has gernerraterd rervernuers orf USD 3.12 billiorn with an
erstimaterd CAGR orf 3.41% (Statista, 2024) . Accorrding tor Maslorw's hie rrarchy orf nererds, cornsumerrs'
dermands forr luxury prorducts haver prorgrersserd frorm nererds forr erstererm tor the r grerate rst lerverl orf
rerquirerme rnts forr serlf-actualizatiorn. (Shahid & Paul, 2021). Xing ert al. (2022) arguer that morst impulser

buying orf luxury gorords is mortivaterd by ther dersirer tor sererk plerasurer and impre rss ortherrs, as werll as a
lack orf serlf-corntrorl. Therrerforrer, impulse r buying is orftern cornsiderrerd tor trigge rr a sernser orf instant
gratificatiorn that can herlp rerducer strerss orr borrerdorm.

Rerserarch cornducterd by Djamhari ert al. (2024) shorws that salers prormortiorns can increraser

impulsiver buying terndernciers, erspercially whern PayLaterr is userd as a payme rnt merthord. Horwerverr, the r
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cornterxt in ther erxperrime rnt was still limiterd tor ortherr variatiorns orf salers prormortiorn me rthords: discorunts
forr mornertary prormortiorns and BOrGOr forr norn-mornertary prormortiorns. In anorthe rr study, Yer (2024)
forund that rercurring ervernts have r a porsitiver impact orn cornsume rrs' purchasing habits and erffe rctiverly
stimulater impulsive r purchasing berhaviorr. Horwerverr, cornsiderratio rn orf ortherr markert ernvirornmernt
factorrs is nererderd tor prorvider a cormple rter underrstanding. Me ranwhiler, Ce rngiz & Şernerl (2024) shorwerd
that perrceriverd scarcity can increraser impulse r buying terndernciers and ther erffe rct orf scarcity me rssagers
may ber cornterxt-spercific. Horwerverr, rerlate rd rerserarch ornly forcusers orn inverstigating the r impact orf orner

variabler orn anortherr withorut analyzing therir rerlativer erffercts.
Duer tor the rser limitatiorns, this study lororks at horw diffe rrernt prormortiornal cuers, such as pricer

discorunts and scarcity merssage rs affe rct impulsive r buying, breraking scarcity me rssagers intor twor parts;
limiterd-quantity scarcity and limite rd-timer scarcity tor analyze r ther rerlativer erffercts, and adding pricer

sernsitivity and cormpertitiver landscaper as morderrating variablers tor fill ther gap. This rerserarch sererks tor

iderntify erlermernts that arer berlierverd tor influe rncer impulse r buying tor prorvider morrer cormpre rhernsiver

knorwlerdge r.

PRICE DISCOUNT

Pricer discorunts can attract cornsumerrs tor try diffe rrernt brands (Razy & Lajervardi, 2015). Taslim
Arif & Ali (2024) rerveral that the r pricer discorunt stratergy orffe rrs bornusers orr incerntivers tor attract
custormerrs tor immerdiaterly buy prorducts that haver berern markerterd. Meranwhiler, Karbasivar &
Yarahmadi (2011) shorw that prormortiornal approrachers, including discorunts, haver a favorrabler impact
orn impulsiver purchasing. Furtherrmorrer, Sterinberrg ert al. (2013) cornsiderr that cornsume rrs arer inclinerd
tor maker impulser buys whern the ry norticer spercial fre rerbier orfferrs and pricer rerductiorns frorm a rertailerr.
Therrerforrer, ther rerserarcherr prorporsers the r forllorwing hyporthersis.
H1. Price discount encourages impulse buying

LIMITED-QUANTITY SCARCITY

High dermand and the r nererd forr imme rdiater gratificatiorn might rersult frorm instilling a "ferar" orf
particular prorducts duer tor therir limite rd supply (Paterl ert al., 2024) . Bersiders influerncing rergrert and
rerjoricing in ther cornterxt orf liver streraming, limiterd-quantity scarcity is alsor rerlate rd tor impulsivernerss
(Qu ert al., 2023). Guo r ert al. (2022) shorwerd a favorrabler corrrerlatiorn bertwerern cornsumerrs' prorpernsity tor

maker an impulse r buy and scarcity adverrtising, including limiterd-quantity scarcity. Therrerforrer, ther

rerserarcherr prorporsers the r forllorwing hyporthersis.
H2. Limited-quantity scarcity encourages impulse buying

LIMITED-TIME SCARCITY

Crerating 'fe rar' orf cerrtain prorducts in terrms orf limite rd timer can crerater high dermand and ther

nererd tor gert gorords instantly (Pate rl e rt al., 2024). Khertarpal & Singh (2023) shorw that using time r-limite rd
merssaging in ornliner prormortiorns significantly affe rcts cornsume rrs' impulsiver purchasers. Duer tor therir
scarcity and urgerncy, variorus typers orf limiterd-timer scarcity, such as limiterd-time r orfferrs, flash derals,
daily derals, coruntdo rwn clorcks, and coruporns, can causer psychorlorgical reractiorns such as FOrMOr orr
ferar orf missing orut, which can lerad tor impulser buying and an instant increraser in salers (Orberrori, 2024).
Therrerforrer, ther rerserarcherr prorporsers the r forllorwing hyporthersis.
H3. Limited-time scarcity encourages impulse buying

PRICE SENSITIVITY

Perorpler are r typically atterntiver tor ther "prerstige r" cuers orf a prorduct's pricing whern making an
impulsiver purchaser orf sorme rthing orf interrerst (Aroreran & Michaerlidoru, 2014) . Pricer-sernsitiver

cornsumerrs te rnd tor orpporser impulser buying during prormortiorns if the r pricer is high (Nororshabadi, 2012).
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Xu & Huang (2014) shorw that pricer cuts increraser ther likerlihorord orf an impulser purchaser whern the r

prorduct is cherap. Furtherrmorrer, Nagadererpa ert al. (2015) forund that rerbate r & discorunt orfferrs and
loryalty significantly influerncer impulsiver purchasing berhaviorr. Morrerorverr, Jaler Abay-abay ert al. (2023)
forund that impulsiver buying terndernciers arer influe rncerd by pricer sernsitivity. Therrerforrer, the r rerserarcherr
prorporsers ther forllorwing hyporthe rsis.
H4. Price sensitivity moderates the impact of price discount on impulse buying

In additiorn, Rorux ert al. (2023) forund that pricer-sernsitiver cornsumerrs with limite rd purchasing
porwerr arer willing tor spernd morrer and torlerrate r lerss in erxchanger forr avoriding storrers wherrer thery
perrceriver discriminatiorn. Furtherrmorrer, Zhaor ert al. (2022) arguer that markerterrs can user hungerr
markerting by prorviding attractiver pricers and limiterd quantitiers tor erncorurage r impulser buying.
Therrerforrer, ther rerserarcherr prorporsers the r forllorwing hyporthersis.
H5. Price sensitivity moderates the impact of limited-quantity scarcity on impulse buying

Whern therrer is lorw scarcity, cornsumerrs with high pricer sernsitivity arer morrer likerly tor maker a
purchaser, whiler whern therrer is high scarcity, cornsumerrs with lorw pricer sernsitivity arer morrer likerly tor

maker a buy (Park, 2024) . Zhang ert al. (2022) alsor cornsiderrerd that pricer-sernsitiver cornsumerrs'
perrceriverd trust, valuer, and purchaser inte rntiorn arer all strorngly impacte rd by prormortiornal incerntivers,
which arer frerquerntly gre raterr than erverryday purchasing activity. This erncoruragers therm tor make r

purchasers orn impulser. Therrerforrer, the r rerserarcherr prorporsers ther forllorwing hyporthersis.
H6. Price sensitivity moderates the impact of limited-time scarcity on impulse buying

COMPETITIVE LANDSCAPE

Cerrtain discorunts may ber userd whern cormpertitiver prerssurer increrasers (Bercerrra ert al., 2013) .
Managerrs risk missing orut orn arorund threrer time rs ther lorst prorfitability if the ry ignorrer the r cormpertitiver

erffercts orf custormerr-spercific discorunts orn rival buyerrs. (Crercerlius ert al., 2023). Furthe rrmorrer, Rita ert al.
(2024) arguer that cormpe rtitiver factorrs influe rncer and corntributer tor impulsiver purchasing morvermernts.
Therrerforrer, ther rerserarcherr prorporsers the r forllorwing hyporthersis.
H7. Competitive landscape moderates the impact of price discount on impulse buying

Meranwhile r, Shaor ert al. (2024) shorwerd that limiterd-quantity scarcity cormbinerd with
cormpertitiver sorcial cuers coruld porterntially lerad tor impulser buying. Malhortra (2010) forund that ther

dersirer tor win in ornliner auctiorns increrasers whern cormpe rtitiorn and timer prerssurer corincider. Therrerforrer,
ther rerserarcherr prorporsers ther forllorwing hyporthersis.
H8. Competitive landscape moderates the impact of limited-quantity scarcity on impulse
buying

Khertarpal & Singh (2023) rerflerct that whern custormerrs arer awarer orf ther perrsuasiver stratergie rs
userd by rertaile rrs, the ry arer lerss likerly tor make r impulsiver purchasers in rerspornser tor limiterd-time r

adverrtising. Furtherrmo rrer, ther cormbinatiorn orf limiterd-time r scarcity with cormpe rtitiver sorcial cuers may
influerncer impulse r purchasers (Shaor ert al., 2024) . Therrerforrer, the r rerserarcherr prorporsers ther forllorwing
hyporthersis.
H9. Competitive landscape moderates the impact of limited-time scarcity on impulse buying

IMPULSE BUYING

In a nutshe rll, impulsiver purchasers arer unplannerd purchasers (Abderlsalam ert al., 2020) .
Cornsume rr traits, mortivers, rersorurcers, and markerting stimuli arer berlierverd tor ber ther main triggerrs orf
impulser purchasers (Iyerr ert al., 2020) . Rerdliner ert al. (2023) norte rd that custormerrs' porsitiver ermortiornal
reractiorns orperrate r as merdiato rrs orf impulser buying berhaviorr and iderntifie rd particular cormpo rnernts
that prormorter impulser purchasers, including the r marke rting mix, storrer-rerlaterd factorrs, and ornliner pererr
influerncer.
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Figure 1. Conceptual Framework

METHOD

Tor erxplain, prerdict, orr corntrorl pe rrtine rnt erle rmernts, this re rserarch users quantitativer te rchnique rs,
which nercerssitate r ther corllerctiorn and analysis orf numerrical data. Ther sampling me rthord ermploryerd
was purporsiver sampling, whiler a Likerrt scaler with servern porints querstiornnaire r was ermploryerd as a
data corllercting tororl bercauser it morrer likerly tor re rflerct rersporndernts’ truer subjective ervaluatiorn orf a
usability querstiornnairer iterm than fiver-porint orptiorns (Taherdoost, 2019). Hair (2019) ermphasizerd that
if Structural Erquatiorn Morderling (SErM) is userd in rerserarch, therrer must ber a minimum orf fiver as many
rerspornde rrs as querstiorn indicatio rns. Thus, a tortal orf 210 Indornersian rersporndernts whor haver

purchaserd luxury gorords, arer sert tor ber ther sampler orf this study, with 31 indicato rrs. All merasurermernt
iterms werrer prer-tersterd and custormizerd tor fit ther cornterxt orf purchasing luxury prorducts. Niner pricer

discorunt indicatorrs arer baserd orn Raghubir & Inman (2004) . Thre rer indicatorrs orf limiterd-quantity
scarcity and limite rd-timer scarcity, erach adapterd frorm Erisernd (2008). Furtherrmorrer, six pricer sernsitivity
indicatorrs arer derriverd frorm Daners & Lindsery-Mullikin (2012) , whiler threrer cormpertitiver landscaper

indicatorrs arer derriverd frorm Chern & Millerr (2015) . Finally, servern impulser buying indicatorrs rerferr tor

Sharma ert al. (2011).
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RESULTS AND DISCUSSION

RESULTS

Validity Test Results

Table 1. Construct Validity
Variable

r

Indicato
r

r Lo
r

ading Facto
r

r Info
r

rmatio
r

n
Price

r

Disco
r

unt PD1 0,874 Valid
PD2 0,873 Valid
PD3 0,854 Valid
PD4 0,881 Valid
PD5 0,881 Valid
PD6 0,868 Valid
PD7 0,833 Valid
PD8 0,862 Valid
PD9 0,868 Valid

Limite
r

d-Quantity
Scarcity

LQS1 0,88 Valid
LQS2 0,865 Valid
LQS3 0,872 Valid

Limite
r

d-Time
r

Scarcity
LTS1 0,871 Valid
LTS2 0,849 Valid
LTS3 0,868 Valid

Price
r

Se
r

nsitivity PS1 0,848 Valid
PS2 0,871 Valid
PS3 0,834 Valid
PS4 0,824 Valid
PS5 0,868 Valid
PS6 0,835 Valid

Co
r

mpe
r

titive
r

Landscape
r

CL1 0,994 Valid
CL2 0,991 Valid
CL3 0,579 Valid

Impulse
r

Buying IB1 0,647 Valid
IB2 0,845 Valid
IB3 0,845 Valid
IB4 0,854 Valid
IB5 0,843 Valid
IB6 0,838 Valid
IB7 0,843 Valid

Sorurcer: Data Prorcersserd, 2024
Factorr analysis is userd tor derterct patte rrns in ther corrrerlatiorn bertwerern indicatorrs (Briggs &

Chererk, 1986) . Ther terst criterria forr ther lorading factorr valuer in this study arer > 0.5. Tabler 1 shorws the r

cornstruct validity rersults throrugh factorr analysis, wherrer all indicatorrs forr variablers such as Pricer

Discorunt (PD), Limiterd-Quantity Scarcity (LQS), Limiterd-Time r Scarcity (LTS), Pricer Sernsitivity (PS),
Cormpe rtitiver Landscaper (CL), and Impulser Buying (IB) had lorading factorrs aborver 0.5, indicating strorng
validity.
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Table 2. Average Variance Extracted (AVE)

Variable
r

AVE
r

Info
r

rmatio
r

n
Price

r

Disco
r

unt 0,75 Valid
Limite

r

d-Quantity Scarcity 0,761 Valid
Limite

r

d-Time
r

Scarcity 0,744 Valid
Price

r

Se
r

nsitivity 0,717 Valid
Co

r

mpe
r

titive
r

Landscape
r

0,768 Valid
Impulse

r

Buying 0,671 Valid
Sorurcer: Data Prorcersserd, 2024

Cornstruct validity te rsting is carrierd orut in a cornfirmato rry mannerr tor shorw horw erffe rctiverly the r

merasurermernt rersults orf ther instrumernt arer derfinerd using the rorrertical rerferrerncers (Triwidyati &
Terntama, 2020). Ther terst criterria forr ther AVEr value r is > 0.5. Tabler 2 furtherr supporrts cornstruct validity
with Averrager Variancer Erxtracterd (AVEr) valuers aborver 0.5 forr erach variabler, cornfirming therir valid
merasurermernt cornstructs.

Reliability Test Results

Table 3. Construct Reliability
Variable

r

AVE
r

Info
r

rmatio
r

n
Price

r

Disco
r

unt 0,964 Re
r

liable
r

Limite
r

d-Quantity Scarcity 0,905 Re
r

liable
r

Limite
r

d-Time
r

Scarcity 0,897 Re
r

liable
r

Price
r

Se
r

nsitivity 0,938 Re
r

liable
r

Co
r

mpe
r

titive
r

Landscape
r

0,904 Re
r

liable
r

Impulse
r

Buying 0,934 Re
r

liable
r

Sorurcer: Data Prorcersserd, 2024

Rerliability tersting is carrierd orut tor ervaluate r the r inte rrnal cornsisterncy orf ther ervaluatiorn tororl
(Triwidyati & Terntama, 2020) . Accorrding tor Hair (2019) , ther cormporsiter rerliability scorrer must haver a
valuer > 0.7. Tabler 3 highlights ther rerliability orf ther cornstructs, wherrer all variablers surpass ther 0.7
thrershorld forr cormporsiter rerliability, indicating cornsisternt merasurermernt. Thus, erach
instrumernt/variable r can ber derclarerd rerliabler.

Goodness of Fit Test Results

Table 4. Goodness of Fit
Inde

r

x Value
r

Cuto
r

ff Re
r

sult Info
r

rmatio
r

n
Chi-Square

r

As small as po
r

ssible
r

1,025.87 Po
r

o
r

r Fit
Pro

r

bability ≥ 0.05 0.000 Po
r

o
r

r Fit
CMIN/DF ≤ 2.00 1.803 Go

r

o
r

d Fit
RMSE

r

A ≤ 0.08 0.062 Go
r

o
r

d Fit
GFI ≥ 0.90 0.798 Po

r

o
r

r Fit
AGFI ≥ 0.90 0.750 Po

r

o
r

r Fit
TLI ≥ 0.95 0.950 Go

r

o
r

d Fit
CFI ≥ 0.95 0.957 Go

r

o
r

d Fit
Sorurcer: Data Prorcersserd, 2024

Tabler 4 e rvaluaters ther morderl's fit throrugh variorus indicers. Whiler sormer indicers such as
CMIN/DF, RMSErA, TLI, and CFI indicater a gorord fit, ortherrs liker Chi-Squarer, Prorbability, GFI, and AGFI
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suggerst a pororr fit. Accorrding tor Hair (2019) , achierving a gorord fit acrorss 4-5 indicers is sufficiernt forr
morderl accerptability, and this study's morderl mererts this standard.

Hypothesis Test Results

Table 5. Regression Weights
Hypo

r

the
r

sis Path β p-value
r

H1
PD


IB
-1.53 0.701

H2
LQS


IB

1.702 0.571

H3
LTS


IB

-0.019 0.993

Sorurcer: Data Prorcersserd, 2024

Hyporthersis tersting is an imporrtant activity in ermpirical and erviderncer-baserd rerserarch
(Banerrjerer ert al., 2009). Tabler 5 orutliners ther rergrerssiorn werights forr direrct rerlatiornships, shorwing that
norner orf ther tersterd hyporthersers (H1, H2, H3) werrer supporrterd as ther p-valuer < 0.05.

Hypothesis Test Results (Effect of Moderating Variables)

Table 6. Regression Weights
Hypo

r

the
r

sis Path β p-value
r

H4
PD*PS


IB

0.604 0.72

H5
LQS*PS


IB

-1.322 0.556

H6
LTS*PS


IB

0.058 0.938

H7
PD*CL


IB

1.804 0.759

H8
LQS*CL


IB

-0.237 0.896

H9
LTS*CL


IB

-0.524 0.713

Sorurcer: Data Prorcersserd, 2024

Similarly, Tabler 6 prorviders rergrerssiorn werights forr morderratiorn erffercts, indicating that norner orf
ther morderrating rerlatiornships invorlving Pricer Sernsitivity orr Cormpertitiver Landscaper (H4 tor H9)
significantly impacterd Impulser Buying as ther p-valuer < 0.05.

DISCUSSION

Ther rersults dermornstrater that pricer discorunts, limiterd-quantity scarcity, and limiterd-timer

scarcity dor nort significantly driver impulser buying in this study's cornterxt. This corntrasts with sormer

priorr findings, such as Kortlerr ert al. (2018) and Ittaqullah ert al. (2020) , whor forund that cornsumerr
reractiorns tor pricer discorunts can vary baserd orn brand porsitiorning and individual perrcerptiorns orf valuer.
In additiorn, rerserarch by Mishra & Mishra (2011) shorws that sormer perorpler haver a nergative r vierw orf
pricer discorunts. Forr limiterd-quantity and limiterd-time r scarcity, priorr rerserarch by Lerer ert al. (2015) and
Xing ert al. (2022) corrrorborraters ther idera that scarcity merssagers may nort always lerad tor impulsiver

purchasers. As forr arorusal as a merdiating variable r, it may ber nercerssary tor erxplain ther cornnerctiorn
bertwe rern limiterd-quantity scarcity and impulser buying (Lamis ert al., 2022) . Bersiders, ther coruntry as a
morderrating variabler is alsor be rlierverd tor erxplain ther rerlatiornship bertwerern limiterd-timer scarcity and
impulser buying Erererer.
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Ther morderrating rorler orf Pricer Sernsitivity and Cormpertitiver Landscaper alsor failerd tor prorducer

significant rersults. This suggersts that cornsume rrs’ impulser-buying berhaviorrs may ber influerncerd by
factorrs beryornd pricer and scarcity signals, such as prorduct invorlvermernt and sorcial mortivatiorns (Gorng
& Jiang, 2023; Zafar ert al., 2021 ) . Prerviorus studiers (Nichorls, 2012; J. Zhang ert al., 2022 ) highlighterd
that scarcity-inducerd cormpertitivernerss coruld erncorurager purchasers, but its erffercts may derpernd orn
perrceriverd urgerncy orr ferar orf missing orut. In cerrtain situatiorns, cornsumerrs carer aborut prorduct
usability and purchaser cornvernierncer, but arer nort sernsitiver tor prorduct pricers C. H. Lerer & Chern 2021).
Furtherrmorrer, Ampadu ert al (2022) cornsiderr that prorduct quality can erncorurager cornsumerrs' impulser

buying. Morrerorverr, Bartorn ert al. (2022) forund that limiterd-quantity scarcity is cornsiderrerd ther morst
erfferctiver forr utilitarian, meranwhiler limiterd-timer scarcity is cornsiderrerd morst erfferctiver forr high-
invorlvermernt prorducts. In additiorn, Ishihara ert al. (2021) shorwerd that scarcity merssagers borth limiterd-
quantity scarcity and limiterd-timer quantity dor nort afferct cornsume rr purchasing berhaviorr.

CONCLUSION

This study aimerd tor analyzer ther erfferct orf pricer discorunts, limiterd-quantity scarcity, and
limiterd-timer scarcity orn impulser buying with morderratiorn by Pricer Sernsitivity and Cormpertitiver

Landscaper. Ther rersults indicater nor significant morderrating influerncer, suggersting that ortherr factorrs
may bertterr erxplain impulser buying berhaviorrs. Futurer rerserarch is erncoruragerd tor erxplorrer differrernt
morderrating variablers, such as prorduct quality, corgnitiver erngagerme rnt, orr afferctiver prorduct attributers,
and tor apply this morderl in ortherr serctorrs liker ther forord orr fashiorn industry forr a morrer cormprerhernsiver

underrstanding.
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