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ABSTRACT 

Impulse buying among university students has intensified as digital payment technologies, social media 

commerce, and psychologically charged marketing converge. This paper proposes a conceptual framework 

explaining impulse buying behavior among university students through four antecedent variables: digital credit 

accessibility, social media influence, fear of missing out, and materialism. This study synthesizes the impulse 

buying, financial technology, social media, and consumer psychology literatures. The Stimulus-Organism-

Response framework serves as the theoretical foundation, positioning digital credit accessibility and social media 

influence as environmental stimuli, FOMO and materialism as internal organismic states, and impulse buying as 

the behavioral response. Six hypotheses are developed: digital credit accessibility and social media influence 

has direct relationship with materialism, social media has direct relationship with FOMO, FOMO and 

materialism are proposed as direct antecedents of impulse buying, and digital credit accessibility has direct 

relationship with impulse buying. The paper integrates previously fragmented streams of research into a single 

testable model tailored to the university student context, addressing a gap in the literature on how new digital 

credit tools combine with social comparison dynamics to drive unplanned spending among young consumers. 

Keywords: impulse buying, university students, digital credit, buy-now-pay-later, social media, fear of missing 
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INTRODUCTION 

Impulse buying is acting on a sudden urge to purchase without prior intention or consideration of long term 

consequences has long been a central concern of consumer research (Nyrhinen et al., 2023). The shift from 

physical retail to online and mobile shopping has dramatically lowered the barriers to impulsive consumption: 

convenience, one-click checkout, targeted advertising, and the omnipresence of brands on social media all tempt 

consumers into hasty purchase decisions (Aragoncillo & Orús, 2018). The scale of the phenomenon is 

considerable. In the United States, shoppers aged 18 - 24 make almost half (49%) of their purchases on impulse 

(Thürmer et al., 2020), and this age group is simultaneously accumulating worrisome levels of consumer debt 

(Faraz & Anjum, 2025). 

University students are an especially relevant population for studying impulse buying. They are young adults in 

a formative stage of identity development, heavily embedded in social media, and increasingly equipped with 

digital financial tools that were designed for their generation. Buy now pay later schemes, digital wallets, and 

"pay later" options have become deeply integrated into e-commerce platforms, enabling purchases without 

immediate payment and thereby reducing the perceived pain of paying (Biradar & Reddy, 2025; Faraz & Anjum, 

2025). Generation Z alone accounts for 56.7% of pay later users in some markets (Rochma & Suryandari, 2025), 

and research demonstrates that BNPL users exhibit a higher online impulse buying tendency than non-users 

(Fook & McNeill, 2020). The combination of transitioning identities, exposure to commercial social media 

content, and frictionless digital credit creates a distinct risk profile for young consumers, who may progress from 

impulsive consumption to over-indebtedness and financial stress (Goyal, 2025). 

Despite the maturity of impulse buying research, the literature remains fragmented. Studies have examined social 

media, materialism, FOMO, and digital credit largely as separate streams, and the evidence on some relationships 
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is contradictory. Prior work has primarily examined the broad impact of social media while overlooking the 

specific role of FOMO in shaping impulsive purchasing (Tripopsakul & Tripopsakul, 2026). 

This paper addresses the gap by proposing a comprehensive conceptual framework in which social media 

influence, materialism, FOMO, and digital credit accessibility act as positive antecedents of impulse buying 

among university students.  The remainder of the paper reviews the relevant literature, develops the theoretical 

foundation, presents the conceptual model with associated propositions, and closes with implications and an 

agenda for future research. 

LITERATURE REVIEW 

Impulse Buying 

Impulse buying is conventionally defined as an unplanned purchase characterized by relatively rapid decision-

making and a subjective bias in favor of immediate possession (Bhakat & Muruganantham, 2013). Rook (1987) 

described it as occurring when a consumer experiences a sudden, often persistent urge to buy something 

immediately, an urge that is hedonically complex and may involve diminished regard for consequences (Akyüz, 

2018). Stern's (1962) classic typology distinguishes pure, reminder, suggestion, and planned impulse buying, 

providing an early account of the situational and promotional triggers of unplanned purchases (Akyüz, 2018). 

In the digital environment, impulse buying has become more prevalent and more difficult to resist. The ease of 

selecting a product and "clicking" to purchase creates temptation and increases the likelihood of impulse buying 

(Aragoncillo & Orús, 2018), while the internet may weaken consumers' capacity to control their buying impulses 

(LaRose & Eastin, 2002). Social commerce further amplifies the phenomenon, as consumers are exposed to peer 

activity, social recommendations, and targeted promotions in the same environment where transactions occur 

(Kanthawongs & Jabutay, 2024). 

Social Media Influence 

Social media influence encompasses the exposure to and persuasion exerted by social networking platforms peer 

content, influencer endorsements, targeted advertising, and product displays on consumers' purchase decisions. 

Its role in shopping is substantial: 65% of social media users affirm that social networks influence their shopping 

processes, and nearly half say social media inspires their online purchases (Anh, 2024). Among young adults, 

social media exposure triggers impulsive purchases through at least two mechanisms: hedonic browsing and 

upward social comparison. Research on young Thai adults found that social interaction motives elicit hedonic 

browsing and upward social comparison, and that the intensity of browsing and comparison elevates the 

likelihood of impulse buying (Kanthawongs & Jabutay, 2024). Peer influence operates similarly: the presence 

of same-age peers increases impulse buying among young consumers, who are particularly sensitive to social 

cues (Thürmer et al., 2020). 

Empirical work in Vietnam similarly found that young adults relied on recommendations from friends and online 

endorsements, and that social comparison pressure sometimes drove purchases motivated by the desire to 

conform rather than genuine preference (Anh, 2024). Importantly, low self-control appears to amplify these 

social-media effects: young consumers with low self-control not only impulsively purchase more directly, but 

also develop more positive attitudes toward targeted advertisements and become more susceptible to the 

impulsiveness of their social networks (Nyrhinen et al., 2023). 

Digital Credit Accessibility 

Digital credit accessibility refers to the ease with which consumers can obtain and use credit in digital form 

including BNPL schemes, digital wallets, one-click credit, and other pay-later facilities embedded in shopping 

platforms. Across studies, the convenience and interest-free structure of BNPL encourage more frequent 

purchases and reduce the psychological impact of spending, often leading to impulsive buying and lower savings, 

while limited financial literacy and strong social influences make young consumers more vulnerable to hidden 

fees, repayment delays, and debt accumulation (Goyal, 2025). BNPL use is positively associated with hedonistic 
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lifestyles and facility utilization, which in turn increase impulsive buying among young consumers (Rochma & 

Suryandari, 2025), and BNPL users display higher online impulse buying tendencies than non-users (Fook & 

McNeill, 2020; Juita et al., 2024). 

A second mechanism is psychological: digital payments reduce the salience of money, decreasing the "pain of 

paying" and consumers' psychological resistance to spending. This phenomenon, labeled "spendception," 

demonstrates that the diminished visibility and physicality of digital transactions alter perceptions of spending, 

leading to impulse buying and higher purchase behavior (Faraz & Anjum, 2025). Similarly, user friendly digital 

payment mechanisms have a substantial positive impact on the probability of engaging in online purchases, an 

effect that is amplified when combined with consumers' impulsive tendencies (Ghaith et al., 2024). 

Materialism 

Materialism is a value orientation in which the acquisition of possessions is central to life, a path to happiness, 

and the criterion of success (Šeinauskienė et al., 2016). Richins and Dawson's (1992) influential 

conceptualization comprises three dimensions: acquisition centrality, acquisition as the pursuit of happiness, and 

possession-defined success (Meng et al., 2019). Materialists value possessions for their cost and status-

conferring ability rather than the satisfaction they yield, and they tend to be spenders with high urgency for 

numerous wants (Thayyib et al., 2024). Consequently, high materialism is associated with irrational and 

unplanned buying intentions that translate into impulse buying (Thayyib et al., 2024). 

Among young adults specifically, materialism has been shown to predict impulsiveness and irresponsible 

financial behavior (Lučić et al., 2021), to mediate the association between subjective well-being and impulsive 

buying tendency (Šeinauskienė et al., 2016), and to aggravate compulsive and impulsive consumption (Verawati 

& Anwar, 2025). Materialism thus occupies a central role in digital-era consumer behavior, connecting 

psychological states to online compulsive buying (Verawati & Anwar, 2025). 

Fear of Missing Out 

FOMO is the apprehensive feeling that others are having rewarding experiences from which one is absent, and 

it is intensified by social media, which curates content that fosters feelings of exclusion (Tripopsakul & 

Tripopsakul, 2026). Globally, 69% of people experience FOMO in some form, and 37% of users report making 

purchases directly due to FOMO-triggered urgency; social media advertising has driven impulsive purchases 

among 60% of Gen Z consumers (Tripopsakul & Tripopsakul, 2026). Consumers with FOMO tend to compare 

themselves with others, especially when exposed to exclusive promotions and flash sales, and Generation Z's 

high levels of FOMO can lead to more spontaneous purchases driven by the desire for recognition in their social 

environment (Charles & Immanuel, 2025). FOMO strongly influences impulsive purchases because buyers 

worry about losing the chance to obtain desired items, and such purchases sometimes result in post-purchase 

dissonance (Charles & Immanuel, 2025). In the fast-fashion context, FOMO has been shown to connect 

perceived scarcity and peer pressure with impulsive purchase (Mokhlis et al., 2025). 

Theoretical Foundation 

The Stimulus Organism Response Paradigm 

The framework is anchored in the stimulus organism response paradigm, originally proposed by Mehrabian and 

Russell (1974), which holds that stimuli (S) in the environment induce fluctuations in an individual's internal 

organismic state (O), which in turn produces a behavioral response (R) (Ligaraba et al., 2022). The paradigm 

has become one of the most widely used theoretical lenses in consumer behavior research (Nugraha et al., 2023). 

The three components are defined as follows: 

Stimulus (S): any external trigger in the environment that influences the consumer, including marketing stimuli 

such as promotions, pricing, and scarcity; platform stimuli such as media format, payment features, and visual 
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appeal; and situational stimuli (Gao et al., 2022). In online settings, stimuli are the elements of the virtual 

environment that reach the consumer's consciousness and arouse particular emotions (Gatautis et al., 2016). 

Organism (O):  the consumer's internal cognitive and affective states that intervene between stimulus and 

response, including attitudes, beliefs, attention, comprehension, knowledge, and emotions such as pleasure and 

arousal (Gatautis et al., 2016). 

Response (R):  the behavioral outcome, typically framed as approach or avoidance behavior. In consumer 

research, responses commonly include purchase intention and, critically for this study, impulse buying (Li et al., 

2023; Vazquez et al., 2020). 

The SOR paradigm is widely regarded as the most adopted theoretical approach in online impulse buying 

research (Chopdar et al., 2021), having been extended from physical retail environments into e-commerce 

settings, where website and platform features replace the physical store atmosphere (Kühn & Petzer, 2018). In 

the present framework, the strict mediation chain of the classic paradigm is relaxed: rather than proposing that 

stimuli operate only through organism states, the model predicts direct effects of both external stimuli and 

internal states on impulse buying. This simplification is consistent with conceptual models that treat 

environmental and individual characteristics as parallel antecedents of impulsive behavior. 

Conceptual Framework and Hypotheses 

 

Figure 1. Conceptual framework of impulse buying among university students (direct-effects model). 

Direct Stimulus-to-Organism Paths (S → O) 

Social media  

Social media is widely recognized as a key driver of FOMO, with an estimated 69% of people globally 

experiencing it in some form; platforms such as Instagram, Facebook, and Snapchat intensify the condition by 
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curating content that fosters feelings of exclusion (Tripopsakul & Tripopsakul, 2026). The mechanism is 

inherently comparative: followers view influencers as ideal role models they seek to imitate, and imitation of 

influencers significantly increases FOMO (Dinh & Lee, 2021). Because university students are among the most 

intensive social media users, constant exposure to the curated experiences and purchases of peers and influencers 

heightens the perception that rewarding opportunities are passing them by. Exposure to social media influencers 

triggers FOMO, which subsequently influences consumption decisions (Dinh & Lee, 2024). Hence:  

H1: Social media influence has a significant positive effect on fear of missing out among university 

students. 

The social comparison dynamic of social media does not only generate anxiety; it also cultivates materialistic 

value orientations. Drawing on social comparison theory, scholars have shown that social comparison plays a 

significant role in developing materialistic values, with social media use moderating the relationship between 

comparison with peers and media celebrities and the formation of materialistic values among adolescents and 

young adults (Islam et al., 2018). Social comparison with social media influencers significantly increases 

materialism among young adults (Azhar et al., 2026), and heavy social networking is positively associated with 

financial social comparison, which in turn fuels materialism (Sharif et al., 2021). Influencer imitation likewise 

drives materialism alongside FOMO (Dinh & Lee, 2021), and exposure to influencers' conspicuous consumption 

is mediated by both fear of missing out and materialism (Dinh & Lee, 2024). For students immersed in 

influencer-saturated feeds, acquisition is repeatedly framed as the route to status and belonging, reinforcing 

materialistic values. Therefore: 

H2: Social media influence has a significant positive effect on materialism among university students. 

Digital credit accessibility 

Digital credit accessibility may also feed materialistic values, though this path has received less attention than 

the reverse (materialism → credit use). The logic is that frictionless credit normalizes acquisition beyond one's 

means: BNPL services can put consumers into a debt trap by encouraging them to buy things they cannot afford, 

thereby promoting a culture of materialism and consumerism (Raj et al., 2023). Relatedly, BNPL usage is 

positively associated with a hedonistic lifestyle among young consumers, and this lifestyle orientation ultimately 

contributes to increased impulsive buying (Rochma & Suryandari, 2025). Where credit is instantly available at 

the point of purchase, the perceived attainability of material goods rises and consumption-oriented value systems 

are reinforced; conversely, the same literature shows that materialistic consumers are disproportionately drawn 

to BNPL (Raj et al., 2023), suggesting a mutually reinforcing relationship between credit access and materialistic 

values. The following hypothesis is therefore proposed: 

H3: Digital credit accessibility has a significant positive effect on materialism among university students. 

Direct Stimulus-to-Response Path (S → R) 

Digital credit shapes behavior partly by attenuating the pain of payment. The convenience and interest-free 

structure of BNPL encourage more frequent purchases and reduce the psychological impact of spending, often 

leading to impulsive buying (Goyal, 2025). BNPL users show a higher online impulse buying tendency than 

non-users, with a clear link between impulse buying tendency and sensitivity to sales conversion tools (Fook & 

McNeill, 2020). Accessibility and convenience are decisive: research finds a strong correlation between 

behavioral intention and increased discretionary spending, driven largely by the accessibility and convenience 

of BNPL services (Biradar & Reddy, 2025). Among students, fintech payment app use and hedonistic lifestyles 

positively predict impulsive buying (Fransisca & Loo, 2025), fintech payment adoption has been linked to 

increased consumptive buying among young people (Rusdian et al., 2026), and BNPL's psychological design 

deferred payments and perceived affordability predicts impulsive purchasing (Nusir et al., 2026). Because digital 

credit simultaneously removes payment friction and adds urgency, easy access should directly elevate impulsive 

digital borrowing and spending, in line with evidence that quick-access credit facilitates impulsive spending 

financed by debt (Frigerio et al., 2020). Therefore: 
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H4: Digital credit accessibility has a significant direct positive effect on impulsive buying among university 

students. 

Direct Organism-to-Response Paths (O → R) 

FOMO operates as an internal urgency state that lowers self-control and heightens emotional arousal at the point 

of purchase (Syafila et al., 2025). Studies of student samples confirm that FOMO and social media use exert 

significant simultaneous effects on impulsive buying, with FOMO showing a significant positive coefficient (β 

= 0.192, p < 0.001) alongside social media use (β = 0.776, p < 0.001) (Adhi & Psikolog, 2025). Globally, 37% 

of users make purchases directly due to FOMO-triggered urgency (Tripopsakul & Tripopsakul, 2026). 

Qualitative evidence among university students shows that FOMO-driven impulsive buying is triggered by 

trends, livestream promotions, discounts, and free shipping, often followed by guilt (Husna et al., 2025), and 

that FOMO significantly drives impulsive purchases and short-term gratification followed by post-purchase 

regret (Siri, 2025). FOMO should therefore translate into impulsive digital spending, with digital credit making 

the urge trivially easy to discharge. Therefore: 

H5: Fear of missing out has a significant positive effect on impulsive buying among university students. 

Materialistic value orientation directs identity and self-esteem toward the accumulation of goods (Özdemir, 

2022), and this orientation reliably predicts unplanned spending. Materialism increases the inclination toward 

impulse buying and precipitates compulsive buying behavior, with impulse buying operating as the conduit (Raj 

et al., 2023). Social comparison-driven materialism directly predicts impulsive buying among young adults 

(Azhar et al., 2026), materialism positively and significantly influences impulsive buying behavior (Rodrigues 

& Oliveira, 2021), and materialistic individuals show greater shopping impulsivity, particularly when 

commodities reflect identity (Šeinauskienė et al., 2016). Because materialistic students are oriented toward 

immediate acquisition, and digital credit removes the financial constraint that would otherwise delay that 

acquisition, materialism should directly elevate impulsive digital borrowing and spending. Hence:  

H6: Materialism has a significant positive effect on impulsive buying among university students. 

Discussion and Implications 

Theoretical Implications 

This framework contributes to the impulse buying literature in three ways. First, it integrates previously siloed 

streams cognitive (financial literacy), psychological (materialism, FOMO, self-control), social (social media 

influence), and technological (digital credit accessibility)  into a single parsimonious direct-effects model, 

responding to calls for research on how consumer-related factors and the digital environment jointly facilitate 

impulsive purchases (Nyrhinen et al., 2023). Second, the framework addresses the previously overlooked role 

of FOMO in social-media-driven impulse buying (Tripopsakul & Tripopsakul, 2026) by including it alongside 

materialism as a distinct antecedent, while also accommodating evidence that financial literacy's effects may be 

contingent on context and measurement (Putri & Noorrizki, 2024; Sarmiento, 2024). Third, by treating self-

control as a direct inhibitory antecedent grounded in deficient self-regulation theory (LaRose & Eastin, 2002), 

the model recognizes the individual's regulatory capacity as a first-order determinant of impulse buying rather 

than a peripheral factor. 

Practical Implications 

For policymakers and educators, the framework underscores the need for financial education programs that go 

beyond knowledge transfer to include behavioral awareness, emotional regulation, and digital media literacy 

(Farhana, 2025). University curricula could integrate modules on budgeting, credit costs, and BNPL risks, since 

low financial awareness among young digital credit users contributes to uninformed decision-making (Biradar 

& Reddy, 2025). For digital lending and e-commerce platforms, the findings imply a responsibility to design 

transparent credit disclosures, spending limits, and friction points that counter impulsive defaults (Goyal, 2025); 

self-control-supporting features such as reflection prompts and salient cost information have already been shown 
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to reduce impulse purchase urges (Han et al., 2021). For students themselves, the model suggests that cultivating 

self-control — through conscious regulation strategies and reduced social-media-driven comparison — is a 

practical lever for resisting impulse buying even in an environment engineered to encourage it (Han et al., 2021; 

Nyrhinen et al., 2023). 

Limitations and Directions for Future Research 

As a conceptual paper, this study's propositions require empirical validation; the framework does not yet quantify 

effect sizes or establish causality. The model is also deliberately bounded to university students, and findings 

from student samples may not generalize to other age groups or geographies (Pradhan et al., 2018). Several 

extensions are possible: examining post-purchase regret and financial well-being as outcomes of impulsive 

buying (Halim et al., 2024; Nusir et al., 2026); testing gender differences in the proposed paths, consistent with 

evidence that BNPL intention is more strongly driven by impulsive buying among male consumers and by risky 

indebtedness behavior among females (Hesniati et al., 2025); and exploring self-control and financial literacy as 

protective moderators that attenuate the proposed relationships. 

CONCLUSION 

Impulse buying among university students is the outcome of a convergence that is historically new: frictionless 

digital credit, immersive social media, and the psychological states of FOMO and materialism. This conceptual 

paper has integrated these forces into a theoretically grounded, testable framework in which digital credit 

accessibility and social media influence act as stimuli, FOMO and materialism act as organismic states, and 

impulse buying is the behavioral response. By offering six propositions four direct, the model provides a 

roadmap for empirical research and a warning for marketers, universities, and regulators alike: the students most 

susceptible to impulsive spending are precisely those with the easiest access to the digital credit that finances it. 

REFERENCES 

1. Adhi, S., Ilham Rafi, & Psikolog, Rizqi Zulfa Qatrunnada, S. Psi. ,. M. Psi,. (2025). Peran Fear of Missing 

Out (FoMO) dan Penggunaan Media Sosial Terhadap Perilaku Impulsive Buying Mahasiswa UMS. In 

UMS Library Center of Academic Activities (Universitas Surakarta). Universitas Surakarta. 

2. Akyüz, A. (2018). Determinant Factors Influencing Impulse Buying Behavior of Turkish Customers in 

Supermarket Setting. International Journal of Research in Business and Social Science (2147-4478), 7(1), 

1–10. https://doi.org/10.20525/ijrbs.v7i1.839 

3. Anh, H. Q. (2024). The Impact Of Social Media And Online Networking On The Shopping Behavior Of 

Young Adults In Ho Chi Minh City. Journal of Business Leadership and Management, 2(1), 25–29. 

https://doi.org/10.59762/jblm845920462120240205151120 

4. Apigo, N., Mutia, M., & Lalosa, A. A. (2025). The role of financial literacy in reducing impulsive buying 

among college students. Pantao, International Journal of the Humanities and Social Sciences, 4(3). 

https://doi.org/10.69651/pijhss0403416 

5. Aragoncillo, L., & Orús, C. (2018). Impulse buying behaviour: an online-offline comparative and the 

impact of social media. Spanish Journal of Marketing - ESIC, 22(1), 42–62. https://doi.org/10.1108/sjme-

03-2018-007 

6. Ardyan, E., & Sanapang, G. M. (2023). Online Compulsive Buying and Brand Addiction in Indonesia: 

The Importance of Using Fear of Missing Out and Social Commerce Interactivity. The Winners, 24(2), 

117–126. https://doi.org/10.21512/tw.v24i2.10817 

7. Azmi, N., Zahari, N. H. M., Mohsin, F. H., & Zahari, M. S. M. (2024). Buy Now Pay Later Mechanism 

Trigger Impulsive Purchase Behaviour among Malaysian Millennials Generation. International Journal 

of Business and Technology Management. https://doi.org/10.55057/ijbtm.2024.6.1.4 

8. Azhar, K. A., Wel, C. A. C., & Hamid, S. N. A. (2026). Social Comparison with Influencers and the 

Spending Spiral: Materialism, Buying Behaviour, and Financial Stress among Malaysian Young Adults. 

International Journal of Academic Research in Business and Social Sciences, 16(3). 

https://doi.org/10.6007/ijarbss/v16-i3/27946 

http://www.rsisinternational.org/
https://jenni.ai/citation?d=z%3AvVbLbiNFFPXwRqzYwQKpBBIPKXHcjjNkZgN5gJLJDBONA6NZlqtvd9e4uqqnHrF7F8SOPQv%2BgT3KZyDxBfwAG1AWsOBUtZ3HaCxWsEhsV526fe45997qb897b5WiCnp6mF8Ymnuymqs9LirCQqmM4N7Yi8JYWUr9et3kxYEsK4U%2F7y6KxlIh5xf0LBhPF%2BSEsfHDt4ouCheKuJnPjJ2e996u%2BMR5y4VvX%2BntOGa0kppYze2UfKO4IMd4bhrPNM2YJ1Fpo0wpsewNIy1MsLwkJox2oSbrfjv7kTXBioo7YD6mftlfQ1RaF0qK6dXWJ2vMV8R0qCdkmSmuIrBZZZism6CcPCXVskloWWNNHoQHGeWwq4WlGKXPdpSvTCgr5kxN2IBUp6S9RDRW8VNiEyId11MAyhlEu8nWkSrWsQKEUgBcUkwMLV0LU0AD50Oe0q%2B4Z3TKVeCeUi5UFCQ8OGtyULJIi0ky%2BSzghNRpBcwVlDuV1ugaVPvsMG5IxxrekF1jsyRnTBdsuF564gIya9lM%2Bopl2fY1wbrA0rLhINki9SncluWCGDY6OZFFaKUukQxykgZHuc5vCID0LI5Fg%2FtsFyrkeHyivXi8JRdU9AEHlYTa3Ado1O1CMpDPCbaZBkdv2pEUE0iIOycdvl5PYGlApNdxXqS9tAM2TKTHE2C%2BggXAPaJCRcWNXmP7iBjLuPtBToLUI4oippVId8yVBBe2ZxxE%2FxJ1sLAvIUCc9KIEssGnMMN6KWTDNbIFQc6CQ6VG%2B9uoCU9GrqONVM5Q3qZGKgJKQJQ%2BO0lGd1JJnUs0bPQCAnClntNlFovssnjis2wkHjN8zrdgy1iWqQROuZWJemKXuNEc9YMU0bR99jBYVsRH67JzK4coJVqhbtCJi5McT86lE8HB6T7aHUfxbT%2BWwHAw3FrPsjo6w%2BGEPdSFOe%2FdKnlAy1l31lzu3O8GEjahV0mPuC7pvPeSLKR1%2Fhgr7775U6X48vvPKrktJwGH3PdA5prX8URR8FqqVhxwjRqMnfQk6Irn8IV6L8AdybrDlQcz2RK6ZhVyrwpLZEuugjD%2FGrO4Z0xFtBJ4n6gDVgdt0DNjpqug%2BV5lFtjpmIIuq8i1XAm%2FB8gi9L4xrcHPVVhCYktwsY%2BgUq0MezTDIO7C7oaa4eRK7OTILOQaIzyvFnIV6MTjvPhDyNyd914VuZGzbNDPstHWxuZoNNzczvqbo63BYJihrCb6DP%2BdPhM1L59uZlujbHh7K9uqMBxwn9F8%2BvhqEciH%2FM%2BnwIeuAJ%2BiALP1wWg9u4Pa0WVA7UxAyIWJb5vIdZpaVNEJft5CPZMpjmDs9WXy6LcWWCXQl%2Fluuwcx%2FcseNyS6Dp2SP8Y96NLqO0Py0oPW7DGXfo3dJ4%2F7waGXpZ4yPjHBsye479jxciTtlCj%2Fu2yHjZdT4fBGZ8e7ZhyaxoAQ2nccB%2B3e1U3zsJtwy3Cu8KaRwn133nutyE2N2CA%2BkTkfJnfM2AiJu2Msuh7HJU8q7yCTbJQw8w92g0NQhzHxgGtIFq%2BY1P87Apc1iOkS%2BOIky7Y2b3dnMBG7SYyJiYZWbHdxP6S8cBV0rxB%2Fffb73%2Bes1%2BtVsODas%2FNsNOgiyQfpvQGP%2BH9SGG7e6eLO3xtXmIfQ%2BAuMFlO3CX6suIcF9RX%2FX3%2F4L%2FlvJ8yzfRLSwf9LVEd2MLjdAeYfnizfo1q2E1%2BuIjgS%2FjpO8YX4uFWXrH%2F56vMXsd4eLJJ%2FP05mW6eZzsat81R3I%2F9Kvjy2zBsiWDX%2FqPK%2BcXc3NtC8fWPLjRUNPI1viN%2FgekbUW%2F8A
https://doi.org/10.20525/ijrbs.v7i1.839
https://doi.org/10.59762/jblm845920462120240205151120
https://doi.org/10.69651/pijhss0403416
https://doi.org/10.1108/sjme-03-2018-007
https://doi.org/10.1108/sjme-03-2018-007
https://doi.org/10.21512/tw.v24i2.10817
https://doi.org/10.55057/ijbtm.2024.6.1.4
https://doi.org/10.6007/ijarbss/v16-i3/27946


www.rsisinternational.org 
Page 13680 

INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume X Issue VIII August 2026 

 

  
 

 
 

9. Bhakat, R. S., & Muruganantham, G. (2013). A Review of Impulse Buying Behavior. International 

Journal of Marketing Studies, 5(3). https://doi.org/10.5539/ijms.v5n3p149 

10. Biradar, A. M., & Reddy, P. (2025). Study On Impact Of Buy Now, Pay Later (Bnpl) Services On Young 

Generation’s Spending Habits. Epra International Journal of Multidisciplinary Research (IJMR), 593–

600. https://doi.org/10.36713/epra22386 

11. Charles, C., & Immanuel, D. M. (2025). FOMO, Materialism and the Gen Z Shopping Behavior: The 

Impact on Online Impulse Buying and Post-Purchase Regret (With a Gender Perspective). Jurnal Aplikasi 

Manajemen, 23(1), 134–157. https://doi.org/10.21776/ub.jam.2025.023.1.08 

12. Chopdar, P. K., Paul, J., Korfiatis, N., & Lytras, M. D. (2021). Examining the role of consumer 

impulsiveness in multiple app usage behavior among mobile shoppers. Journal of Business Research, 

140, 657–669. https://doi.org/10.1016/j.jbusres.2021.11.031 

13. Christin, L., Siratan, E. D., Pangaribuan, C. H., Budiyanto, V., Vincent, N., & Krisna, F. (2025). Impact 

of Social Media Compulsive Use on Impulsive Buying with FOMO and Materialism as Mediators. 1–7. 

https://doi.org/10.1109/iccit65724.2025.11167286 

14. Dinh, T. C. T., & Lee, Y. (2021). “I want to be as trendy as influencers” – how “fear of missing out” leads 

to buying intention for products endorsed by social media influencers. Journal of Research in Interactive 

Marketing, 16(3), 346–364. https://doi.org/10.1108/jrim-04-2021-0127 

15. Dinh, T. C. T., & Lee, Y. (2024). Social media influencers and followers’ conspicuous consumption: The 

mediation of fear of missing out and materialism. PubMed Central, 10(16). 

https://doi.org/10.1016/j.heliyon.2024.e36387 

16. Frigerio, M., Ottaviani, C., & Vandone, D. (2020). A meta‐analytic investigation of consumer over‐

indebtedness: The role of impulsivity. International Journal of Consumer Studies, 44(4), 328–342. 

https://doi.org/10.1111/ijcs.12570 

17. Faraz, N., & Anjum, A. (2025). Spendception: The Psychological Impact of Digital Payments on 

Consumer Purchase Behavior and Impulse Buying. Behavioral Sciences, 15(3), 387. 

https://doi.org/10.3390/bs15030387 

18. Farhana, A. (2025). Financial Behavior and Its Association with Impulsive Buying Behavior: An 

Empirical Analysis on Gen Z and Millenials. RIGGS Journal of Artificial Intelligence and Digital 

Business, 4(4), 194–199. https://doi.org/10.31004/riggs.v4i4.3230 

19. Fook, L. A., & McNeill, L. S. (2020). Click to Buy: The Impact of Retail Credit on Over-Consumption 

in the Online Environment. Sustainability, 12(18), 7322. https://doi.org/10.3390/su12187322 

20. Fransisca, C., & Loo, P. (2025). Analysis Of Fintech Payment Apps And Hedonistic Lifestyle On The 

Impulsive Buying Habits To UNPRI Students (Impact On Online Shopping Habits). Proceeding 

International Business and Economic Conference., 4(1), 229–239. 

https://doi.org/10.47663/ibec.v4i1.303 

21. Gao, H., Gao, H., Chen, X., Gao, H., Gao, H., & Yu, B. (2022). Understanding Chinese Consumers’ 

Livestreaming Impulsive Buying: An Stimulus-Organism-Response Perspective and the Mediating Role 

of Emotions and Zhong Yong Tendency. Frontiers in Psychology, 13, 881294. 

https://doi.org/10.3389/fpsyg.2022.881294 

22. Gatautis, R., Vitkauskaitė, E., Gadeikienė, A., & Piligrimienė, Ž. (2016). Gamification as a Mean of 

Driving Online Consumer Behaviour: SOR Model Perspective. Engineering Economics, 27(1), 90–97. 

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

23. Ghaith, M. M., Al-Rawashdeh, G., Alzuod, M. A., Ghaith, Y. M., Alotoum, F. J., AlSokkar, A. A. M., Al-

Gasawneh, J. A., & Alghizzawi, M. (2024). Examining the Effects of Digital Payment and Impulsive 

Buying on Purchase Intention. 1–7. https://doi.org/10.1109/iccr61006.2024.10532804 

24. Goyal, P. K. S. A. (2025). The Impact of Buy-Now-Pay-Later Schemes on Young Consumers’ Spending 

Patterns: An Economic Perspective. https://doi.org/10.52783/eel.v15i4.4030 

25. Halim, N. A., Salleh, S. M., Mustapa, S. N. S., Rozali, N., & Khairi, S. M. M. (2024). “From Instant 

Gratification to Long-Term Consequences: How Buy Now, Pay Later Influences Consumer Behavior and 

Financial Stability.” International Journal of Research and Innovation in Social Science, 403–

411. https://doi.org/10.47772/ijriss.2024.809035 

26. Han, Y., Kim, H., Chu, H., Kim, J., Lee, H., Choe, S., Jung, D., Chung, D., Kwon, B. C., & Ko, S. (2021). 

Wait, Let’s Think about Your Purchase Again: A Study on Interventions for Supporting Self-Controlled 

Online Purchases. 2476–2487. https://doi.org/10.1145/3442381.3450021 

http://www.rsisinternational.org/
https://doi.org/10.5539/ijms.v5n3p149
https://doi.org/10.36713/epra22386
https://doi.org/10.21776/ub.jam.2025.023.1.08
https://doi.org/10.1016/j.jbusres.2021.11.031
https://doi.org/10.1109/iccit65724.2025.11167286
https://doi.org/10.1108/jrim-04-2021-0127
https://doi.org/10.1016/j.heliyon.2024.e36387
https://doi.org/10.1111/ijcs.12570
https://doi.org/10.3390/bs15030387
https://doi.org/10.31004/riggs.v4i4.3230
https://doi.org/10.3390/su12187322
https://doi.org/10.47663/ibec.v4i1.303
https://doi.org/10.3389/fpsyg.2022.881294
https://doi.org/10.5755/j01.ee.27.1.13198
https://doi.org/10.1109/iccr61006.2024.10532804
https://doi.org/10.52783/eel.v15i4.4030
https://doi.org/10.47772/ijriss.2024.809035
https://doi.org/10.1145/3442381.3450021


www.rsisinternational.org 
Page 13681 

INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume X Issue VIII August 2026 

 

  
 

 
 

27. Huang, X., & Cai, R. (2021). Does Product Semantics Matter in Stimulating Impulse Buying Behavior 

for Internet Products? Frontiers in Psychology, 12, 676086. https://doi.org/10.3389/fpsyg.2021.676086 

28. Hesniati, H., Phangestu, S. J., Marheni, D. K., & Arviano, H. (2025). Navigating Digital Credit: How 

Risky Indebtedness Behavior and Impulsive Buying Shape Buy-Now-Pay-Later Intention? Jurnal 

Manajemen Teori Dan Terapan | Journal of Theory and Applied Management, 18(3), 275–290. 

https://doi.org/10.20473/jmtt.v18i3.77543 

29. Husna, J. A., Wiranatakusuma, D. B., & Aprizal, A. (2025). The Effects of FoMO on Student 

Consumption Behavior in the Digital Economy Era. Jurnal Manajemen Akuntansi Ekonomi, 3(3), 137–

143. https://doi.org/10.59066/jmae.v3i3.1129 

30. Islam, T., Sheikh, Z., Hameed, Z., Khan, I. U., & Azam, R. I. (2018). Social comparison, materialism, 

and compulsive buying based on stimulus-response-model: a comparative study among adolescents and 

young adults. Young Consumers Insight and Ideas for Responsible Marketers, 19(1), 19–37. 

https://doi.org/10.1108/yc-07-2017-00713 

31. Juita, V., Pujani, V., Rahim, R., & Rahayu, R. (2024). Dataset on online impulsive buying behavior of 

buy now pay later users and non-buy now pay later users in Indonesia using the stimulus-organism-

response model. PubMed Central, 54, 110500. https://doi.org/10.1016/j.dib.2024.110500 

32. Kanthawongs, P., & Jabutay, F. (2024). Socialization and Impulse Buying of Young Adults in S-

Commerce: Mediating Roles of Hedonic Browsing and Upward Social Comparison. ABAC Journal, 

44(3), 64–84. https://doi.org/10.59865/abacj.2024.29 

33. Kühn, S. W., & Petzer, D. J. (2018). Fostering Purchase Intentions Toward Online Retailer Websites in 

an Emerging Market: An S-O-R Perspective. Journal of Internet Commerce, 17(3), 255–282. 

https://doi.org/10.1080/15332861.2018.1463799 

34. Kumar, P., Saini, M., Ahlawat, P. K., Khurana, A., & Sharma, V. (2025). Do hedonic browsing, mood 

regulation and smartphone addiction influence Gen Z’s behavioral intention toward continuous usage of 

BNPL credit schemes? Aslib Journal of Information Management, 1–31. https://doi.org/10.1108/ajim-

08-2024-0618 

35. LaRose, R., & Eastin, M. S. (2002). Is Online Buying Out of Control? Electronic Commerce and 

Consumer Self-Regulation. Journal of Broadcasting & Electronic Media, 46(4), 549–564. 

https://doi.org/10.1207/s15506878jobem4604_4 

36. Li, X., Guo, M., & Huang, D. (2023). The role of scarcity promotion and cause-related events in impulse 

purchase in the agricultural product live stream. Scientific Reports, 13(1), 3800. 

https://doi.org/10.1038/s41598-023-30696-8 

37. Ligaraba, N., Nyagadza, B., Dӧrfling, D., & Zulu, Q. M. (2022). Factors influencing re-usage intention 

of online and mobile grocery shopping amongst young adults in South Africa. Arab Gulf Journal of 

Scientific Research, 41(3), 389–415. https://doi.org/10.1108/agjsr-06-2022-0088 

38. Lučić, A., Uzelac, M., & Previšić, A. (2021). The power of materialism among young adults: exploring 

the effects of values on impulsiveness and responsible financial behavior. Young Consumers Insight and 

Ideas for Responsible Marketers, 22(2), 254–271. https://doi.org/10.1108/yc-09-2020-1213 

39. Meng, F., Pei, Z., Li, H., & So, K. K. F. (2019). Modeling precursors of impulsive tourist shopping 

behavior: Evidence from long‐haul Chinese outbound tourists. PolyU Institutional Research Archive 

(Hong Kong Polytechnic University), 21(3), 344–358. https://doi.org/10.1002/jtr.2266 

40. Mokhlis, N.-N. B., Baharuddin, N.-N., Janang, J. S., Yau, D. L. I., & Khalid, F. D. B. (2025). Fashion 

Frenzy: How Social Pressures and FOMO Drive Impulse Buying among Youth. International Journal of 

Academic Research in Business and Social Sciences, 15(10). https://doi.org/10.6007/ijarbss/v15-

i10/26648 

41. Nugraha, Y. D., Permana, R. M. T., Azib, A., & Hadiarti, D. (2023). Impulsive Purchase Behaviour of 

Muslim Women on TikTok Shop: Findings from West Java. KnE Social Sciences. 

https://doi.org/10.18502/kss.v8i18.14291 

42. Nusir, O. M., Wel, C. A. C., Hamid, S. N. A., Al-Zoubi, L., & Al-Adwan, A. S. (2026). The Psychology 

of BNPL: A Systematic Review of Impulsive Buying and Post-Purchase Regret (2018–2025). Journal of 

Theoretical and Applied Electronic Commerce Research, 21(2), 43. 

https://doi.org/10.3390/jtaer21020043 

http://www.rsisinternational.org/
https://doi.org/10.3389/fpsyg.2021.676086
https://doi.org/10.20473/jmtt.v18i3.77543
https://doi.org/10.59066/jmae.v3i3.1129
https://doi.org/10.1108/yc-07-2017-00713
https://doi.org/10.1016/j.dib.2024.110500
https://doi.org/10.59865/abacj.2024.29
https://doi.org/10.1080/15332861.2018.1463799
https://doi.org/10.1108/ajim-08-2024-0618
https://doi.org/10.1108/ajim-08-2024-0618
https://doi.org/10.1207/s15506878jobem4604_4
https://doi.org/10.1038/s41598-023-30696-8
https://doi.org/10.1108/agjsr-06-2022-0088
https://doi.org/10.1108/yc-09-2020-1213
https://doi.org/10.1002/jtr.2266
https://doi.org/10.6007/ijarbss/v15-i10/26648
https://doi.org/10.6007/ijarbss/v15-i10/26648
https://doi.org/10.18502/kss.v8i18.14291
https://doi.org/10.3390/jtaer21020043


www.rsisinternational.org 
Page 13682 

INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume X Issue VIII August 2026 

 

  
 

 
 

43. Nyrhinen, J., Sirola, A., Koskelainen, T., Munnukka, J., & Wilska, T. (2023). Online antecedents for 

young consumers’ impulse buying behavior. Computers in Human Behavior, 153, 108129. 

https://doi.org/10.1016/j.chb.2023.108129 

44. Özdemir, N. (2022). Materialism and Compulsive Buying: A Moderated Mediation Model of Impulsive 

Buying and Religiosity. MANAS Sosyal Araştırmalar Dergisi, 11(4), 1603–1614. 

https://doi.org/10.33206/mjss.1127198 

45. Pan, E. (2026). Understanding Buy Now, Pay Later: Drivers, Demographics, and Financial Implications. 

American Journal of Student Research., 90–100. https://doi.org/10.70251/hyjr2348.4190100 

46. Pradhan, D., Israel, D., & Jena, A. K. (2018). Materialism and compulsive buying behaviour. Asia Pacific 

Journal of Marketing and Logistics, 30(5), 1239–1258. https://doi.org/10.1108/apjml-08-2017-0164 

47. Pupelis, L., & Šeinauskienė, B. (2023). Effect of consumer self-discrepancy on materialism and impulse 

buying: the role of subjective well-being. Central European Management Journal, 31(2), 222–240. 

https://doi.org/10.1108/cemj-12-2021-0154 

48. Putri, A. K., & Noorrizki, R. D. (2024). The Effect of Conformity and Financial Literacy on Impulsive 

Buying Behavior. Jurnal Sains Psikologi, 13(2), 318. https://doi.org/10.17977/um023v13i22024p318-

327 

49. Raj, V. A., Jasrotia, S. S., & Shankar, S. (2023). Intensifying materialism through buy-now pay-later 

(BNPL): examining the dark sides. International Journal of Bank Marketing, 42(1), 94–112. 

https://doi.org/10.1108/ijbm-08-2022-0343 

50. Rusdian, B., Kusumadewi, R., Maollah, A., & Hasan, A. M. (2026). Fintech and Impulse Buying: How 

Payment Technology is Changing the Shopping Behavior of Young People in Cirebon. Al-Amwal Jurnal 

Ekonomi Dan Perbankan Syari Ah, 18(1), 35. https://doi.org/10.70095/alamwal.v18i1.23655 

51. Rahmawati, I., & Setyowibowo, F. (2025). Pengaruh stimulus terhadap pembelian impulsif melalui reaksi 

kognitif dan afektif: Kerangka kerja Stimulus-Organism-Response (SOR). Jurnal Pendidikan Ekonomi 

(JUPE), 13(3), 248–258. https://doi.org/10.26740/jupe.v13n3.p248-258 

52. Rochma, Y. D., & Suryandari, R. T. (2025). Has Buy Now Pay Later become a symbol of hedonistic 

lifestyle among young people? International Journal of Current Science Research and Review, 8(5). 

https://doi.org/10.47191/ijcsrr/v8-i5-68 

53. Šeinauskienė, B., Maščinskienė, J., Petrikė, I., & Rūtelionė, A. (2016). Materialism as the Mediator of 

the Association between Subjective Well-being and Impulsive Buying Tendency. Engineering Economics, 

27(5), 594–606. https://doi.org/10.5755/j01.ee.27.5.13830 

54. Sharif, S. P., She, L., Yeoh, K. K., & Naghavi, N. (2021). Heavy social networking and online compulsive 

buying: the mediating role of financial social comparison and materialism. The Journal of Marketing 

Theory and Practice, 30(2), 213–225. https://doi.org/10.1080/10696679.2021.1909425 

55. Šeinauskienė, B., Maščinskienė, J., Petrikė, I., & Rūtelionė, A. (2016). Materialism as the Mediator of 

the Association between Subjective Well-being and Impulsive Buying Tendency. Engineering Economics, 

27(5), 594–606. https://doi.org/10.5755/j01.ee.27.5.13830 

56. Setiawan, A. C., Bayhaqi, F., Chandra, A. N., & Halim, E. (2025). A Study of Customer Behaviour With 

Buy Now Pay Later. 413–418. https://doi.org/10.1109/cenim67940.2025.11326433 

57. Siri, K. J. (2025). An Analytical Study of Fear of Missing Out (FOMO) and Its Impact on Online Purchase 

Behaviour. Zenodo (CERN European Organization for Nuclear Research). 

https://doi.org/10.5281/zenodo.18138648 

58. Syafila, A. O., Mukhtar, D. Y., & Rola, F. (2025). Examining the Role of Fear of Missing Out in Shaping 

Online Impulsive Buying Behavior of Generation Z Students. Journal of Health Medical and 

Psychological Studies, 1(2), 9–17. https://doi.org/10.65310/crxz9y81 

59. Thayyib, P. V., Anwar, I., Sulphey, M. M., Yasin, N., & Yahya, A. T. (2024). Brand expertise, 

impulsiveness and materialism aggravate unhealthy food products buying among young adults despite 

pricing and sin tax interventions. Cogent Business & Management, 11(1). 

https://doi.org/10.1080/23311975.2023.2296147 

60. Thürmer, J. L., Bieleke, M., Wieber, F., & Gollwitzer, P. M. (2020). If-then plans help regulate automatic 

peer influence on impulse buying. European Journal of Marketing, 54(9), 2079–2105. 

https://doi.org/10.1108/ejm-05-2018-0341 

http://www.rsisinternational.org/
https://doi.org/10.1016/j.chb.2023.108129
https://doi.org/10.33206/mjss.1127198
https://doi.org/10.70251/hyjr2348.4190100
https://doi.org/10.1108/apjml-08-2017-0164
https://doi.org/10.1108/cemj-12-2021-0154
https://doi.org/10.17977/um023v13i22024p318-327
https://doi.org/10.17977/um023v13i22024p318-327
https://doi.org/10.1108/ijbm-08-2022-0343
https://doi.org/10.70095/alamwal.v18i1.23655
https://doi.org/10.26740/jupe.v13n3.p248-258
https://doi.org/10.47191/ijcsrr/v8-i5-68
https://doi.org/10.5755/j01.ee.27.5.13830
https://doi.org/10.1080/10696679.2021.1909425
https://doi.org/10.5755/j01.ee.27.5.13830
https://doi.org/10.1109/cenim67940.2025.11326433
https://doi.org/10.5281/zenodo.18138648
https://doi.org/10.65310/crxz9y81
https://doi.org/10.1080/23311975.2023.2296147
https://doi.org/10.1108/ejm-05-2018-0341


www.rsisinternational.org 
Page 13683 

INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume X Issue VIII August 2026 

 

  
 

 
 

61. Tripopsakul, S., & Tripopsakul, S. (2026). Fear of missing out (FOMO) and impulsive buying behavior: 

The role of social media, self-control, and socio-economic factors. International Journal of Advanced 

And Applied Sciences, 13(4), 54–64. https://doi.org/10.21833/ijaas.2026.04.006 

62. Tuna, M. F., Bayır, T., & Çam, S. (2025). Fear of missing out (FoMO) and status anxiety as drivers of 

materialism and conspicuous consumption among social media users. Discover Psychology, 5(1). 

https://doi.org/10.1007/s44202-025-00533-2 

63. Vazquez, D., Wu, X., Nguyen, B., Kent, A., Gutiérrez, A., & Chen, T. (2020). Investigating narrative 

involvement, parasocial interactions, and impulse buying behaviours within a second screen social 

commerce context. University of Southern Denmark Research Portal (University of Southern Denmark), 

53, 102135. https://doi.org/10.1016/j.ijinfomgt.2020.102135 

64. Verawati, L., & Anwar, M. S. (2025). Pembelian Kompulsif Online: Menggambarkan Peran 

Perbandingan Sosial Keuangan, Fear Of Missing Out (Fomo) Dan Materialisme. Jurnal Lentera Bisnis, 

14(3), 3883–3897. https://doi.org/10.34127/jrlab.v14i3.1793 

65. Zhao, S., Yang, Q., Im, H., Ye, B., Zeng, Y., Chen, Z., Liu, L., & Huang, D. (2022). The impulsive online 

shopper: effects of COVID-19 burnout, uncertainty, self-control, and online shopping trust. Future 

Business Journal, 8(1). https://doi.org/10.1186/s43093-022-00174-0 

 

http://www.rsisinternational.org/
https://doi.org/10.21833/ijaas.2026.04.006
https://doi.org/10.1007/s44202-025-00533-2
https://doi.org/10.1016/j.ijinfomgt.2020.102135
https://doi.org/10.34127/jrlab.v14i3.1793
https://doi.org/10.1186/s43093-022-00174-0

