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Online purchasing is increasing because customers are shifting to digital wallets and
digital money, as these services are provided by different microfinance and other
commercial banking sectors, and different online brands are working in Pakistan to
support environmental sustainability. The objective of this study was to demonstrate
to what extent low distribution charges and low transit time is contributing to
impulsive buying when customers can use digital money in Pakistan. The study
was conducted using survey research. Importantly, 650 questionnaires were
distributed to the respondents with a received response rate of 40%. The study
found that digital money (e-wallet) is positively associated with impulsive buying.
Moreover, the moderating role of distribution charges and low transit time has been
significant in impulsive buying has been significant. This study concludes that low
transit time and load distribution charges must be considered by online businesses
and brands working in Pakistan to ensure productivity and capture a larger market
share of impulsive buying in Pakistan. Also, the current study contributes a theoretical
framework to the knowledge and literature related to impulsive buying. The scope of
this study is limited to the online businesses and brands that are working to provide
products and services to the Pakistani people with the help of digital money and
digital transactions. Significantly, this study provides significant future directions that
are important to consider for upcoming studies to focus on and contribute to
effectively.
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Introduction

In the post-pandemic era, the trends of online purchasing have
changed because people are shifting to digital wallets and digital
money as these services are provided by different microfinance and
other commercial banking sectors in Pakistan. This research is based
on the gaps identified in the earlier literature. Indeed, the role of digital
money is critical in online purchasing (Lee et al., 2022) but this study
did not discuss the factors that are motivating the public to adopt
e-wallets. On the other hand, the outbreak of the pandemic shifted
people toward e-wallet purchasing, although the variables influencing
people to adopt e-wallets were not discussed by Sari et al. (2021).
Similarly, the role of low distribution charges and low transit time was
not discussed in earlier studies (Rahayu & Prasetyatama, 2021;
Shamim & Islam, 2022). Modern marketers are more concerned
with electronic money and digital transactions for environmental
sustainability and to reduce climate problems (Dodgson et al.,
2015). However, as far as impulsive buying is concerned, the
people of Pakistan are getting the opportunity to purchase from an
online business while they interact with advertisements on social
media related to the product or services. In this way, Febria &
Oktavio (2020) highlight digital marketing and e-wallets as the
influencing factors that are contributing to the impulsive buying of
the people of Pakistan.

An e-wallet is a service for secure digital money transactions
offered by different banks to improve the standard of living of people
(Hidajat & Lutfiyah, 2022). Similarly, according to the study of Yong
Lee et al. (2021), the usefulness of digital money or e-wallets refers to
the manner in which people use digital money for routine life
purchases. Moreover, Rahayu & Prasetyatama (2021) point out that
e-wallet risk refers to the problems with using digital transactions for
purchasing products and services in any market. Also, impulsive
buying is when people have no idea or intention to purchase a
product or service, yet they still make a purchase (Mainwaring
et al., 2005; Lee et al., 2022). Additionally, low distribution charges
refer to the money that people have to pay when they are purchasing
any product and service from any business entity, as explained by Le &
Lei (2018). Importantly, people are more concerned about the transit
time of product or service delivery because they want to get the
product as early as possible to satisfy their needs, as discussed in the
studies of Jeong & Chung (2022) and Pholphirul et al. (2021). People
are more concerned about their product and services and the delivery
time not only in the case of impulsive buying but for other purchasing
as well (Lummus et al., 2001; Hameed et al., 2018; Imran et al., 2019).
The extensive use of e-wallets by customers in the modern era of
advanced technology and online business platforms can reduce
environmental problems (Tiwari et al., 2016). Not only does the
government have a responsibility for environmental sustainability
(Desch & Krishnamurthy, 2009), but, according to Nayyar & Arora
(2019), marketers need to focus on sustainable marketing and run
their businesses in an environmentally sustainable manner.

The objective of this study was to determine to what extent low
distribution charges and low transit time is contributing to impulsive
buying when people are provided with the opportunity of using digital
money for environment sustainability in Pakistan. Paperless money is
an emerging trend as businesses are shifting to digital transactions,
and it helps in environmental sustainability and sustainable marketing
because digital receipts are used as an alternative to paper receipts
(Desch & Krishnamurthy, 2009; Rosenbaum, 2011; Tiwari et al., 2016;

Gujrati, 2017). In this regard, the study by Febria & Oktavio (2020)
was conducted to address the gap in the literature by determining the
relationship between impulsive buying and digital money. Shamim
and Islam, (2022) and Ahn & Kwon (2022) concluded that digital
marketing plays an important role in impulsive buying. Furthermore,
Liu et al. (2022) discussed the role of time pressure on impulsive
buying. However, no particular study was conducted to determine the
moderating role of low distribution charges and low transit time in
impulsive buying, as demonstrated in the studies by Efendi et al.
(2019) and Qingyang et al. (2018). Therefore, the theoretical
framework of this study was designed with careful consideration by
critically reviewing the earlier literature to address the moderation of
low distribution charges and low transit time in the relationship
between impulsive buying and digital money for sustainable
marketing and a sustainable environment in Pakistan. In addition,
impulsive buying is an emerging marketing technique quite useful for
businesses (Farid & Ali, 2018; Sofi&Najar, 2018; Ahn et al., 2020; Xiao
et al., 2020; Natswa, 2021). The scope of this study is limited to the
online businesses and brands that are working to provide products and
services to the Pakistani people with the help of digital money and
digital transactions.

This study is significant because it is designed to provide important
theoretical as well as practical implications that are related to the role of
digital money and e-wallets in impulsive buying for environmentally
sustainable business practices in Pakistan. Not only does this study
provide an appropriate contribution to the literature with a significant
theoretical framework, but it also provides practices for online businesses
to develop different strategies for ensuring the best services for the
impulsive buying of Pakistani people according to the goals of
sustainable business development. Importantly, impulsive buying has
increased with the modern tools of marketing and communication
(Habib & Qayyum, 2018; Muthiya et al., 2021; Liu et al., 2022).
Moreover, this study provided significant implications related to the
low transit time and load distribution charges that must be considered
by the online businesses and brands working in Pakistan to ensure
productivity and capture a big market share of impulsive buying in
Pakistan. This study is based on the novel idea that, as emerging
economies are being digitalized, the awareness about e-wallet
usefulness, distribution charges and transit time would facilitate
businesses to generate more sales in their target markets. Lastly, this
study provides significant future directions that are important to consider
for upcoming studies to focus on and contribute to effectively.

Literature review and theoretical
framework

The theoretical framework of this study is grounded in Hawkins
Stern’s impulse buying theory. In this theory, Stern proposed that
consumers indulge in impulsive buying behaviors under the
influence of external forces (Zhang et al., 2007; Heath et al., 2020).
He emphasized that marketers can convince customers to purchase
more than they need (Habib &Qayyum, 2018; Ahmad et al., 2019; Miao
et al., 2019; Gulfraz et al., 2022), and that price and distribution are
fundamental factors leading customers to impulsive buying, as indicated
by Sun & Wu (2011) and Shamim & Islam (2022). Further, Stern
claimed other factors include motivation, promotions, advertising,
outstanding displays, features, and service quality (Legaspi et al.,
2016; Barakat, 2019). In addition to this theory, this study aims to
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evaluate the moderating role of low distribution charges and low transit
time in the relationship between the adoption of e-wallets and impulsive
buying as this gap was identified by Qingyang et al. (2018) and Efendi
et al. (2019) in the context of online businesses. Indeed, as customers are
utilizing digital wallets for purchasing (Mainwaring et al., 2005;
Ridaryanto et al., 2019; Rahayu & Prasetyatama, 2021; Sari et al.,
2021; Yong Lee et al., 2021; Hidajat & Lutfiyah, 2022), this study
aims to contribute to the overall knowledge about impulse buying, and
the practices followed by online businesses to influence customers to
make impulsive purchases, while also following sustainable
environmental business practices.

E-wallet usefulness and adopting e-wallets

The e-wallet is considered one of the most effective COVID-19 era
tools for customers of any community to purchase products and
services (Febria & Oktavio, 2020; Lee et al., 2022) because it is secure
and reliable (Hidajat & Lutfiyah, 2022). In the past, people usually
carried money as cash, which could be problematic, for example, when
facing the challenges of carrying a lot of cash while traveling
(Mainwaring et al., 2005; Narang et al., 2017). Moreover, according
to the study by Rosenbaum, (2011), having cash is not
environmentally friendly, as, in return for it, paper-based receipts
are provided to the customers that threaten environmental
sustainability. However, in light of the study by Rahayu &
Prasetyatama (2021), the changing dynamics of digital wallets since
COVID-19 have provided an opportunity for people to convert their
cash into digital money and carry it in a long-term safe and secure
manner with proper protection. Initially, there were different
challenges for people to put their money into digital accounts
(Shamim & Islam, 2022), because it was not easily accessible for
everyone due to the belief that it is not secure (Rahayu & Prasetyatama,
2021; Lee et al., 2022). Indeed, Hidajat & Lutfiyah (2022) demonstrate
that due to privacy and security issues, digital money was not always
protected by the concerned companies, which led people to be
reluctant to use digital money. However, with the development of
information communication technology over time, improved
protection of digital money has provided the opportunity for
people to get digital wallets and save money for purchasing (Farid
& Ali, 2018; Ahn et al., 2020; Yong Lee et al., 2021). Similarly,
information communication technology has provided the
opportunity for online businesses to grow in their target markets
(Hameed et al., 2018; Racela & Thoumrungroje, 2020; Wu et al., 2022),
as people have been provided with the opportunity of using digital
money and platforms for digital transactions. People began to
purchase products from online services because it was the most
reliable and simplest method in the mature market (Akram et al.,
2018; Parmar & Chauhan, 2018; Hashmi et al., 2019; Lee et al., 2022)
where people have the opportunity to obtain information related to the
product and services before purchasing. According to Hidajat &
Lutfiyah (2022) and Lee et al. (2022), the usefulness of digital
wallets provides the opportunity for people to get involved in
digital transactions not only between businesses but also for
transferring money from one individual to another in the post
COVID-19 era. Digital money was capitalized on by online
businesses and brands after the outbreak of the pandemic (Febria
&Oktavio, 2020; Zhao et al., 2021), because it was the best opportunity
to access target markets, and it is easier and more acceptable for people

to purchase products and services from online businesses after the
pandemic (Muthiya et al., 2021; Liu et al., 2022; Shamim & Islam,
2022). The successful operations of Alibaba and its growth in its target
market are the best examples of how the use of a digital wallet system
enabled people to purchase products and services safely from their
homes during lockdown and after the pandemic (Sari et al., 2021;
Yulianto et al., 2021). In reality, Alibaba is leading business practices
regarding digital receipts for customers as an alternative approach to
the paper receipts used in traditional business practices (Desch &
Krishnamurthy, 2009; Rosenbaum, 2011; Nayyar & Arora, 2019).

Hypothesis 1. There is a relationship between e-wallet usefulness
and adopting e-wallets.

E-wallet risk, adopting e-wallets, and
impulsive buying

It is critical to understand the risks associated with digital wallets,
because it is a hurdle to their adoption as a secure payment gateway
(Sofi & Najar, 2018; Ahn et al., 2020; Febria & Oktavio, 2020).
Importantly, following the pandemic, people are concerned about
security and want a secure way to conduct transactions (Natswa,
2021). However, according to Hidajat & Lutfiyah (2022), after
COVID-19, it has been observed that a digital wallet system is
more appropriate for saving money on purchases, as it helps
people to buy products and services when they have interacted
with advertisements online. Further, customers are always
concerned with impulsive buying (Miao et al., 2019) due to their
direct dependence on digital wallet systems after the pandemic
(Barakat, 2019). With impulsive buying, Shamim & Islam (2022)
and Xiao et al. (2020) demonstrate that people have no intention to
purchase products and services from online businesses, but they are
triggered by the influence of different factors, one of which is the use of
a digital wallet. On the one hand, if the people of any community were
not provided with the opportunity of using a digital wallet system, it
would be very difficult for them to impulse buy in the online business
sector (Habib & Qayyum, 2018; Muthiya et al., 2021; Liu et al., 2022;
Shamim & Islam, 2022). As a successful online business trend, it is
critical to understand the role of digital money as it is useful in the
post-pandemic era (Bunyamin et al., 2021), providing people with
effective support and gateways to transfer money from one account to
another to purchase products and services (Gulfraz et al., 2022).
People who are purchasing from online brands are more concerned
about digital wallets and secure payment systems, as discussed in the
study by Thompson et al. (2014). However, with the success of eBay
and Amazon, the digital wallet system is important because it allows
people to purchase products and services from their homes without
visiting a store to look at the products (Habib & Qayyum, 2018; Sofi &
Najar, 2018; Hashmi et al., 2019; Bunyamin et al., 2021). Therefore, the
trend of online businesses has increased because digital money is
widely used by most members of the community who are directly or
indirectly related to the purchase from the online businesses. Different
studies on impulse buying found that the role of digital wallet system is
important as it provides people with the opportunity for purchasing
products and services (Bellini et al., 2017; Miao et al., 2019; Muthiya
et al., 2021; Purwanto A. et al., 2021). On the other hand, if people in a
community do not have access to digital wallets, as a result they have to
visit physical stores in markets and purchase products and services
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during lockdowns, for example, due to covid-19-like pandemics
(Febria & Oktavio, 2020; Rahayu & Prasetyatama, 2021; Sari et al.,
2021; Lee et al., 2022). In addition to this, customers must replace cash
money with digital money, and businesses should similarly replace
paper receipts with digital receipts in an effort to make their business
practices paperless and contribute to environmental sustainability
(Rosenbaum, 2011; Song et al., 2013; Tiwari et al., 2016).

Hypothesis 2. There is a relationship between e-wallet risk and
adopting an e-wallet.

Hypothesis 3. There is a relationship between adopting e-wallets and
impulsive buying.

Moderating role of low distribution charges
and low transit time in impulsive buying

In online business activities in the post COVID-19 era, the role of
low transit time and load distribution charges matter a lot to the
customer (Yaqub et al., 2022) who is purchasing the product or

FIGURE 1
Theoretical framework.

FIGURE 2
Measurement model. EWU, E-wallet Usefulness; EWR, E-wallet Risk; AEW, Adopting E-wallet; IB, Impulsive Buying; LDC, Low Distribution Charges, and
LTT, Low Transit Time.
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TABLE 1 Factor loadings, alpha, CR, and AVE.

Variables Items — Factor loadings Alpha CR AVE

Adopting E-Wallet AEW1 I think I will use e-wallets more often in the future 0.832 0.781 0.867 0.685

— AEW2 If I have to choose, I prefer to use e-wallets 0.802 — — —

— AEW3 Promotions conducted by e-wallet are interesting 0.848 — — —

E-Wallet Risk EWR1 I believe that e-wallet systems can be trusted 0.886 0.819 0.892 0.734

— EWR2 I believe the information provided by e-wallet providers 0.791 — — —

— EWR3 I can rely on e-wallets to do the transaction 0.889 — — —

E-Wallet Usefulness EWU1 I will use e-wallets because most people use them too 0.844 0.826 0.886 0.665

— EWU2 I feel that my self-image and status have improved since using e-wallets 0.648 — — —

— EWU3 I am interested in promotions provided by e-wallet providers 0.912 — — —

— EWU4 I intend to use e-wallets in the future 0.833 — — —

Impulsive Buying IB1 I lose self-control quite frequently when purchasing 0.786 0.826 0.883 0.657

— IB2 I sometimes plan things in advance 0.913 — — —

— IB3 It is tempting to shop online 0.835 — — —

— IB4 I like to indulge myself by buying things for pleasure 0.692 — — —

Low Distribution Charges LDC1 The company has a clear distribution fee list 0.937 0.918 0.940 0.758

— LDC2 The company has different discounts on distribution of goods according to the different logistics service 0.855 — — —

— LDC3 There is no additional return fee 0.751 — — —

— LDC4 The distribution charges are satisfactory 0.848 — — —

— LDC5 The price rules are adequate and price relatively stable 0.948 — — —

Low Transit Time LTT1 I am satisfied with the time from ordering to receiving parcel 0.845 0.890 0.920 0.697

— LTT2 The time from mailing the return goods to receiving the new goods is reasonable 0.792 — — —

— LTT3 The delay time during holidays is normal 0.839 — — —

— LTT4 The time until picking up parcels is sufficient 0.916 — — —

— LTT5 There are different options regarding delivery times that can be freely chosen by the buyer 0.775 — — —

EWU, E-wallet Usefulness; EWR, E-wallet Risk; AEW, Adopting E-wallet; IB, impulsive buying; LDC, low distribution charges, and LTT, low transit time.
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services (Dhandra, 2020; Muthiya et al., 2021). This is because people
are always concerned with the price and time of online shopping
deliveries, as discussed in the studies by Yulianto et al. (2021) and
Farid & Ali (2018). Also, low transit time and load distribution charges
are a factor of competitive advantage for different businesses in their
target markets, because if any business is providing products or
services at a very low cost of distribution, their customers are more
satisfied (Lummus et al., 2001; Akram et al., 2018; Khoi et al., 2018;
Pholphirul et al., 2021; Jeong & Chung, 2022). Similarly, in impulse
buying, one of the critical factors is the emergence of digital wallets
after the pandemic (Zhao et al., 2021; Lee et al., 2022), because they
allow people purchase products from any online brand (Thompson
et al., 2014). Further, when people interacted with any advertisement
online before the outbreak of the pandemic, they went to a physical
store and read the information related to the product or service, as
demonstrated in the study by Shamim & Islam (2022). In addition to this,
customers are concerned about the distribution time of their purchased
products because they want to satisfy their needs for impulsive buying
(Bellini et al., 2017; Lee et al., 2022; H; Purwanto et al., 2020). It is a
psychological factor that customers are more concerned about low
distribution charges when they are willing to purchase any product or
service fromonline businesses (Imran et al., 2019;Miao et al., 2019; Liu et al.,
2022). On the one hand, Lee et al. (2022) found that customers arewilling to
purchase products online because they do not have time to visit stores, for
example, due to medical emergencies, and if they are more informed about
products and services. On the other hand, Sari et al. (2021) demonstrated
that online customers are more concerned about the delivery of products
and services at the right time with the right cost because they compare the
delivery time and cost with other brands in the same product line in the
same market in the post COVID-19 era. Therefore, it is critical for brands,
particularly online brands, to consider the important role of lowdistribution
charges to provide reliable services to the customer and develop a
competitive advantage through factors such as brand loyalty (Akram
et al., 2018; Hameed et al., 2018; Miao et al., 2019; Jeong & Chung,
2022). Additionally, low transit time must be considered by the brands and
the management of a brand to ensure that customers are provided with
products and services as early as possible, as recommended in the study by
Hameed et al. (2018). In this way, Imran et al. (2019) point out that it would
be better for brands to develop a competitive advantage and critical success
factor in the target market. Indeed, online brands like Amazon that are
providing products and services to customers should consider lowering the
distribution charges (Lummus et al., 2001; Akram et al., 2018). The
theoretical framework of the study highlights the visual relationship
between variables of the study and the relationship of variables in
hypotheses development (see Figure 1).

Hypothesis 4. There is a moderating role of low distribution charges
in the relationship between adopting e-wallets and impulsive buying.

Hypothesis 5. There is a moderating role of low transit time in the
relationship between adopting e-wallets and impulsive buying.

Methodology

Prepare questionnaire

In this study, the relationship between the variables was tested
with the help of quantitative data that were taken from the
respondents on a five-point Likert scale questionnaire. However,
the scale items for this study were adopted from previous studies
to collect data from the respondents. The scale items for e-wallet
usefulness were adapted from Ridaryanto et al. (2019). Secondly, the
scale items for e-wallet risk were adapted from the study by Ridaryanto
et al. (2019). Thirdly, the scale items for adopting e-wallets were taken
from the study by Ridaryanto et al. (2019). Fourthly, the scale items for
impulsive buying were adapted from the study by Legaspi et al. (2016).
Additionally, the scale items for low transit time were adapted from
the study by Maxham, (2001). Lastly, the scale items for low
distribution charges were adapted from the study by Liang et al.
(2020). Furthermore, these scale items for each variable were reviewed
by expert researchers to check the facial validity of the questionnaire.
With the approval of researchers, the questionnaire was finalized and
prepared to collect the data from the target respondents.

Data collection process

In this study, data were collected from the respondents by obtaining
their consent to complete the study questionnaire. However, a random
sampling technique was used in this study to collect the data. In this regard,
the questionnaire was printed and distributed to the respondents who were
individuals with experience of online purchasing with the help of a digital
wallet. Furthermore, the survey-based questionnaire is easy to conduct and
appropriate to get the data because it is saves time and cost of research. In
this way, 650 questionnaires were distributed to respondents with an
expected response rate of 40% (based on the response rate of 40% of
earlier studies related to marketing and consumer behavior). Moreover, the
email address of the researcher was given to the respondents as a point of
contact to address any questions they had when regarding completing the
questionnaires. All queries from respondents were answered promptly to

TABLE 2 Discriminant validity (HTMT).

AEW EWR EWU IB LDC LTT

AEW — — — — — —

EWR 0.791 — — — — —

EWU 0.787 0.789 — — — —

IB 0.755 0.683 0.676 — — —

LDC 0.739 0.575 0.632 0.644 — —

LTT 0.698 0.590 0.619 0.613 0.652 —

EWU, E-wallet Usefulness; EWR, E-wallet Risk; AEW, Adopting E-wallet; IB, impulsive buying; LDC, low distribution charges, and LTT, low transit time.
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get the best data from them. The questionnaires were collected and, after
analyzing them in detail, 310 questionnaires were considered appropriate
for the data analysis of this study to assess the relationship between the
different variables outlined in the theoretical framework of the study. Thus,
the sample size for this study is 310, which is appropriate in the light of
earlier research. Importantly, the respondents were thanked for their time
and contribution to the study.

Findings

In this section of the study, the results of data analysis that were
obtained by partial least square (PLS) calculations are presented. On
the one hand, PLS Algorithm calculations were taken to check the
convergent validity and discriminant validity for the scale items used
in this study. However, on the other hand, the PLS Bootstrapping
calculations were taken to determine the path coefficient and

moderating relationship between the variables used in this study.
In this way, the data analysis section of this study is discussed in
detail.

Convergent validity

In this section of the study, the reliability and validity of the scale
items were tested with PLS Algorithm calculations (see Figure 2). To
begin with, the values of factor loadings were identified for each scale
item used in the questionnaire study, and the results reveal that the
value of factor loadings for each scale item is greater than the
0.60 recommended by Henseler & Fassott (2010). Similarly, the
values of composite reliability (CR) and average variance extracted
were tested, and according to the results the values of CR were not less
than 0.70, and the values of AVE for each variable were greater than
the 0.50 recommended by the study by Ramayah et al. (2018). The

FIGURE 3
Structural model. EWU, E-wallet Usefulness; EWR, E-wallet Risk; AEW, Adopting E-wallet; IB, Impulsive Buying; LDC, Low Distribution Charges, and LTT,
Low Transit Time.

TABLE 3 Hypotheses results.

No Hypotheses Beta STDEV T values p values Remarks

1 EWU -> AEW 0.538 0.024 22.499 0.000 Significant

2 EWR -> AEW 0.486 0.029 16.769 0.000 Significant

3 AEW -> IB 0.192 0.033 5.860 0.000 Significant

4 Moderation LDC -> IB 0.804 0.121 6.623 0.000 Significant

5 Moderation LTT -> IB 0.784 0.118 6.633 0.000 Significant

EWU, E-wallet Usefulness; EWR, W-wallet Risk; AEW, Adopting E-wallet; IB, impulsive buying; LDC, low distribution charges, and LTT, low transit time.
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results available in Table 1 reveal the clear reliability and validity of the
scale items used in this study.

Discriminant validity

This section of the study has the results of the discriminant validity
test that was identified by the Heteritrait-Monotrait (HTMT) method
by using PLS Algorithm calculations (see Table 2). The discriminant
validity is tested to check the distinction between the scale items used
in the variable of the study to collect the data from the respondents.
HTMT is an advanced and reliable method adopted by the latest
studies for testing discriminant validity (Ab Hamid et al., 2017). In this
study, the results reveal that there is a clear discriminant validity
between the scale items as the values of each variable were not greater
than 0.90, as recommended by Hair Jr et al. (2017). Therefore, the
study has clear discriminant validity for the scale items used in the
questionnaire.

The PLS-SEMs results

In this section of the study PLS structural equation modeling results
were taken by PLS Bootstrapping calculations (Figure 3). To begin with,
hypothesis one was tested and the results reveal a significant relationship
between e-wallet usefulness and adopting e-wallets (β = 0.538, t = 22.499,
and p = 0.000). Secondly, hypothesis two was tested and the results reveal a
significant relationship between e-wallet risk and adopting e-wallets (β =
0.486, t = 16.769, and p = 0.000). Thirdly, hypothesis three was tested and
the results reveal a significant relationship between adopting e-wallets and
impulsive buying (β = 0.192, t = 5.860, and p = 0.000). The results of the
hypotheses are shown in Table 3.

Fourthly, hypothesis four was tested and the results reveal the
significant moderating role of low distribution charges in the
relationship between adopting e-wallets and impulsive buying (β =
0.804, t = 6.623, and p = 0.000). Furthermore, it was revealed that low
distribution charges strengthen the positive relationship between
adopting e-wallets and impulsive buying (see Figure 4). These
findings show that low distribution charges have a significant
influence on the relationship between adopting e-wallets and
impulsive buying.

Lastly, hypothesis five was tested and the results revealed the
significant moderating role of low transit time on the relationship
between adopting e-wallets and impulsive buying (β = 0.784, t = 6.633,
and p = 0.000). In the same way, a low transit time strengthens the
positive relationship between adopting an e-wallet and impulsive
buying (see Figure 5). These findings show that a low transit time
has a significant influence on the relationship between adopting
e-wallets and impulsive buying.

Discussion and conclusion

According to the results of H1 and H2, there is a significant role
played by e-wallet usefulness and e-wallet risk in influencing the
adoption of e-wallets. The findings of this study are in line with the
findings of earlier studies (Ridaryanto et al., 2019; Rahayu &
Prasetyatama, 2021). In modern times, digital money is considered
one of the fundamental needs of human beings, as discussed by
Hidajat & Lutfiyah (2022). Since digitalization has overtaken
traditional types of transactions, e-money or digital wallets are
therefore critical for people in the post-pandemic era (Hidajat &
Lutfiyah, 2022). However, users are more concerned about the
usefulness and associated risks of e-wallets, as the lockdowns led
people to use digital wallets, as discussed by Sari et al. (2021).
According to Yong Lee et al. (2021), if people are provided with a
realistic and more advanced way of e-wallet risk elimination, then they
would be more interested in adopting e-wallets or digital money for
routine use in the post-pandemic era. According to the results of H3,
there is a significant relationship between adopting e-wallets and
impulsive buying. Similarly, the findings of this study line up with
the findings of earlier studies (Mainwaring et al., 2005; Lee et al., 2022).
Indeed, impulsive buying is influenced by many other invisible factors
as well; however, the role of digital money transfers is also influencing
impulsive buying (Legaspi et al., 2016; Muthiya et al., 2021).
Customers in America are more likely to make purchases
impulsively when buying through digital marketing because it gives
them information related to the product and, after lockdown trends,
they can still easily use digital wallets for purchasing (Shamim& Islam,
2022). The management of business organizations must provide the
appropriate and reliable gateways of transactions to their customers, as
it leads to impulsive buying (Habib & Qayyum, 2018; Zhao et al.,

FIGURE 4
Moderation LDC -> IB. AEW, Adopting E-wallet; IB, Impulsive
Buying, and LDC, Low Distribution Charges.

FIGURE 5
Moderation LTT -> IB. AEW, Adopting E-wallet; IB, Impulsive
Buying, and LTT, Low Transit Time
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2021). Similarly, in the post-pandemic era, impulsive buying can be
increased with the help of digital marketing and reliable tools for
online purchasing, as discussed by the study by Ahn & Kwon (2022).
The focus for brand management should be to improve digital
transaction systems, as the transactional systems of Alibaba and
Amazon are leading customers to buy impulsively (Legaspi et al.,
2016; Qingyang et al., 2018; Dhandra, 2020).

According to the results of H4, there is a significant moderating
role of low distribution charges in the relationship between adopting
e-wallets and impulsive buying. The findings of this study are also
aligned with the findings of earlier literature (Aw, 2019; Manss et al.,
2020). Similarly, the results of H5 demonstrate that there is a
significant moderating role of low transit time in the relationship
between adopting e-wallets and impulsive buying. The results of this
study validate the results of existing studies in literature (Ohnmacht &
Scherer, 2010; Yulianto et al., 2021). Low distribution charges are
considered a competitive advantage of business organizations in target
markets during lockdown (Hidayatullah et al., 2019; Skordoulis et al.,
2020; Mehmood & Hanaysha, 2022). Interestingly, after the COVID-
19 lockdown, customers of online brands are more critical of the
distribution and delivery charges of products, as discussed in the
studies of Jeong & Chung (2022) and Hang et al. (2022). On the other
hand, the logistics time is critical for customers, as most of the
customers prioritize haste and expect the early delivery of products
and services (Akram et al., 2018; Khoi et al., 2018; Miao et al., 2019;
Jeong & Chung, 2022). In this way, according to the study by Oshodin
& Omoregbe (2021), the focus of organizations must be to minimize
the supply chain and logistics time to improve the competitive
advantage in target markets because customers need to get product
earlier in minimal time as they avoid visiting stores due to lockdown.
Online businesses with the shortest time for logistics and product
delivery are most acceptable to customers (Imran et al., 2019);
therefore, the responsibility of the supply chain management
department is to design activities and reduce transportation time
and cost for customers (Lummus et al., 2001; Liang et al., 2020).
Similarly, this study demonstrates the moderating role of low transit
time and low distribution charges in purchasing products and services
from ‘bricks and clicks’ businesses in Pakistan. In a nutshell, this study
significantly highlights the impressive and critical moderating role of
low distribution changes and low transit time in the satisfaction of
customers and impulsive buying. In addition, this study determined
the role of two moderators, contributing to the topic literature as well
as practices of online businesses connected with e-wallet payment
gateways. Therefore, the management of businesses must consider this
critical role, and, with proper application, more opportunities could be
provided to customers for impulsive buying from online businesses.

Implications

Theoretical implications

One of the prime objectives of this study was to provide significant
theoretical implications for impulse buying and digital money for
environmental and marketing sustainability in Pakistan. The study
hypotheses discerned that, in the online business environment, there
is a critical role for the digital wallet as a variable, as it provides a way for
transactions between a brand and its customers. In earlier studies, the
roles of low transit time and low distribution charges were not discussed

as moderators in the relationship between the adoption of electronic
wallets and impulsive buying in the context of Pakistan (Ridaryanto
et al., 2019; Febria & Oktavio, 2020; Yong Lee et al., 2021; Hidajat &
Lutfiyah, 2022). Therefore, this study has introduced the critical
moderating role of low distribution charges and low transit time on
the relationship between e-wallet adoption and impulsive buying. This
theoretical framework and significant moderating hypotheses have
enhanced the body of knowledge concerning these significant
variables. On the other hand, no significant study has provided the
relationship between e-wallet risk and adoption of e-wallets. Further,
this study introduced that, for e-wallet adoption, the role of e-wallet
usefulness and e-wallet risk is critical as it influences people choosing to
adopt a digital money system. Therefore, this study added to the theory
that with this customer attitude, businesses need to focus on the use of
digital transactions and digital receipts that make business practices
environmentally friendly. Indeed, this research contributed to the theory
that there is a critical role for digital marketing in the transaction
between the customer and impulse buying, but it must be done in a way
to ensure that proper information related to the low transit time and low
distribution charges are provided in advertisements, as this can trigger a
customer’s decision to purchase product or services immediately.
Additionally, this study contributes to the literature by defining the
relationship between impulsive buying and electronic wallets that could
facilitate future researchers in understanding these relationships.

Practical implications

This study also provides significant practical implications for
online businesses in Pakistan related to marketing and impulsive
purchasing, including sustainable business practices. Indeed, the
trend of online marketing and online purchasing increases when
people are provided with the opportunity of digital and electronic
payment systems. In this regard, the digital wallet has changed the
dynamics of traditional businesses, shifting the organization and its
customers to purchasing online. Therefore, this study provides
significant theoretical implications related to impulsive buying
with the moderating role of low transit time and low
distribution charges. To begin with, it is the responsibility of
business management to ensure that marketing campaigns are
providing relevant information about the low transit time of the
delivery of the product and services. Moreover, it must be ensured
that the cost advertised related to the product and services
distribution must be lower than competitors because customers
compare the cost of distribution with other competitors. It also
helps businesses to gain a lower cost advantage in their target
markets. Additionally, it is the responsibility of business
management to ensure that an effective payment gateway is
provided for the transaction of digital money and receipts to
customers in return for products and services. Importantly, by
providing these services, a business can develop a competitive
advantage in their target market, particularly in mature markets.
Similarly, it is the responsibility of business management to ensure
the customer that the digital payment gateway is reliable and secure
for the transaction of money and that it also leads to business and
environmental sustainability. In this way, the customers’ sense of
security and the usefulness of electronic wallets could be developed,
making purchases more attractive and increasing the likelihood of
impulsive buying with the help of effective digital marketing.
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Limitations and future directions

This study was conducted to determine the role of e-wallets in
impulsive buying, and the moderating role of low distribution charges
and low transit time in the business sector of online brands in Pakistan.
However, this study has some limitations that need to be addressed by
future studies. Firstly, this study tested the moderating role of low
distribution changes and low transit time on the relationship between
the adoption of e-wallets and impulsive buying, but future studies must
consider the moderating role of digital marketing in the relationship
between e-wallets and impulsive buying. Secondly, the literature review
section also disclosed that information communication technology has
influence on the adoption of e-wallets; therefore, future studies must
consider the mediating role of information communication technology
in the relationship between e-wallets and impulsive buying. Thirdly, the
e-wallet loans trend is increasing as many microfinance sectors are
providing opportunities for e-wallet loans; therefore, the mediating role
of digital wallet loans on the relationship between e-wallets and impulsive
buying should be tested in future research. In this regard, addressing these
limitations would further improve the contribution to the literature as well
as the practices of online businesses for impulsive buying of customers in
Pakistan.
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