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Abstract. Impulse buying behavior will open up opportunities for business actors, where 
business actors have the opportunity  to fulfill  consumer desires by providing a wide choice of 
products or services and encouraging consumer impulse purchases. Business actors need to know 
the determinants of consumer impulse buying. This research aims to determine the determinants of 
online impulse buying as seen from influencers, materialism, and the social environment with self-
confidence as a mediator, so that businessmen can implement appropriate business strategies to 
encourage  consumers  impulse  buying  behavior.  The  data  collection  technique  used  an  online 
survey with the Google Forms survey platform. This data was then distributed via social media such 
as WhatsApp (personal and group contacts), Instagram, and X (Twitter). The questionnaire in the 
research was given to the entire population, and they were consumers who shop online. The data 
analysis used in hypothesis testing was Structural Equation Modeling (SEM) with SmartPLS.  This 
study  was  successful  in  determining  the  effects  of  materialism,  social  environment,  and  self-
confidence on online impulse buying, but it was unable to confirm the influence of influencers on 
online impulse buying. Data from studies revealed that self-confidence could mediate the influence 
of  influencers  and the  social  environment,  but  it  failed  to  demonstrate  the importance of  self-
confidence in moderating the influence of materialism on online impulse purchases.
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Introduction
Along with the advancement and growth of communication technology, the internet has now 

become one of the most significant things for society. The Internet as a marketing channel tends to 
stimulate impulsive consumer purchases (Cavazos-Arroyo & Máynez-Guaderrama, 2022). Impulse 
buying via internet channels varies from e-commerce to social commerce (Akram et al., 2018), and 
the  process  begins  with  the  impulse  to  buy  impulsively  and  continues  until  the  purchase  is 
accomplished, without regard for the negative repercussions of the action (Utama et al.,  2021). 
According to We Are Social, 178.9 million Indonesians made online purchases of US$55.97 billion 
(Rp. 851 trillion) between 2022 and early 2023. According to User Interface Engineering, nearly 
40% of online shopping transactions are classified as impulse purchases (Prihadi et al., 2022), while 
Wu et al., (2020) stated that more than 50% of online shopping is classified as impulse purchases,  
demonstrating the importance of studying impulse buying behavior and to further understand this 
behavior, considerable effort has been devoted to research (Fu et al., 2018).

The phenomenon of online impulse buying has been extensively studied in general online 
contexts (Sundström et al., 2019 dan Wu et al., 2020) as well as in social media commerce contexts 
(Abdelsalam et al., 2020; Liu et al., 2019; Setyani et al., 2019). Online impulse buying is primarily 
concerned with uncontrollable customer behavior when exposed to online cues from e-stores (Amos 
et  al.,  2019).  The  increased  usage  of  social  media  is  also  driving  online  impulse  purchases. 
According to Influencer Marketing Hub, the global sales value via social media is anticipated to be 
$732 billion in 2021, with an average annual growth rate of 31.54%, and is expected to reach $2.9 
trillion in 2026. Since the rise of social media platforms, certain people's accounts now have the  
chance to get  more followers,  allowing the account  owner to become an influencer.  Influencer 
marketing has emerged as a critical tactic to employ (Lee et al., 2022). Because of the high degree 
of  effectiveness  and  low  cost  of  employing  influencers  in  marketing  compared  to  traditional 
marketing, it is expected that many organizations continue to expand their budgets for marketing 
using influencers (Gamage & Ashill, 2022).

Ease  of  shopping  also  increases  interest  in  shopping  to  fulfill  material  needs  such  as 
appearance needs or  showing social  status often called materialism (Cuandra & Kelvin,  2021). 
Usually, individuals who adhere to extreme materialism seek dignity and social status (Doosti & 
Karampour, 2018). Several researchers have examined the relationship between impulse buying and 
materialism (Cuandra & Kelvin, 2021; Barakat, 2019; Mukhtar et al., 2021). If a materialist wants 
to own an item, he may buy it without thinking or considering it first and the worst is shopping for  
fulfilling desires.

Family,  frieends,  classmates,  coworkers,  and  so  on  also  stimulate  impulsive  purchasing 
(Pujiastuti et al., 2021). This social atmosphere serves as a guideline for where to make a purchase. 
A person begins their consumption activities by purchasing items that their friends wear to imitate 
their  style  and  conceal  their  flaws  to  gain  recognition  and  attention  from  their  surroundings. 
Unfortunately,  if  qualities  are  set  too  high  based  on  wishes  rather  than  needs,  these  spending 
activities become excessive and lead to impulsive purchases. Self-confidence is a feeling of trust in 
one's  abilities  and  judgment  to  complete  a  task.  When  someone  has  self-confidence,  they  are 
optimistic  and  embrace  their  talents  to  deal  with  anything.  According  to  Dörnyei  (2018),  the 
concept of self-confidence is intimately tied to the concept of self-esteem. Self-confidence comes 
from the outside, it is frequently easier to develop than self-esteem (Jack, 2020).

Studies  have  investigated  intrinsic  characteristics  that  drive  impulse  buying,  such  as 
materialism  (Cuandra  &  Kelvin,  2021;  dan  Barakat,  2019),  proving  that  materialism  leads  to 
impulsive  buying.  According to  Maison & Adamczyk (2020)  materialistic  customers  are  more 
likely to spend money than less materialistic consumers. Mukhtar et al.,  (2021) discovered that 
materialism had a strong and significantly favorable influence on impulse buying, however, because 
this study only included female respondents, it is not typical. Furthermore, Kim & Kim (2021) said 
that  influencers,  in  conjunction  with  the  increased  usage  of  social  media,  can  induce  impulse 
purchases (Jegham & Bouzaabia, 2022). Several more research back up the claim that consumer 
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trust in influencers is critical for a successful marketing strategy since it drives impulse purchases 
(Chetioui et al., 2020; Magano et al., 2022; M. Liu, 2022).

This research aims to determine the determinants of online impulse buying as seen from 
influencers, materialism, and the social environment with self-confidence as a mediator, so that  
business  people  can  implement  appropriate  business  strategies  to  encourage  consumer  impulse 
buying behavior. This study examines consumer self-confidence as a mediator between influencers, 
materialism, the social environment, and impulsive buying, as no other researcher has done so. Self-
confidence refers to a positive image of oneself that can be influenced by outside influences such as 
influencers  and one's  social  surroundings.  Low self-esteem promotes  materialism (Trzcińska & 
Sekścińska, 2021), causing people to make hasty purchases.

Literature Review
Currently,  digitalization  has  made  social  media  platforms  more  accessible  and  popular, 

which has altered traditional marketing strategies to social media-based marketing (Rutter et al., 
2021).  The  rise  of  social  media  platforms  has  allowed  certain  people's  accounts  to  get  more 
followers,  allowing the  account  owner to  become an influencer  (Claesson & Starud,  2023).  In 
sponsored posts, influencers tend to speak positively about products. Some influencers promote 
affordable products continuously and repeatedly causing the audience to become interested and then 
make impulse purchases. The more influential an influencer, the higher the online impulse buying 
(Sari et al., 2023).

H1. Influencers influence online impulse buying.
As  globalization  accelerates,  materialism is  an  essential  behavior  in  the  humanities  and 

social  sciences;  nonetheless,  materialism is  still  infrequently  articulated  and poorly  understood 
(Gamble et al., 2019). Consumers with a high social status consume things that reflect their status.  
Materialism  influences  impulse  purchases,  particularly  among  young  customers  seeking  to 
strengthen and validate their self-concept (Moran & Kwak, 2017). Sen & Nayak (2019) found that 
the  younger  generation  of  Indian  is  materialistic  and  the  consequences  are  seen  in  impulsive 
shopping.  Research  by  Yi  &  Jai  (2019)  shows  that  consumers  who  are  aware  of  the  bad 
consequences of impulsively buying goods less likely to make impulse purchases in the future and 
become less materialistic.

H2. Materialism influences online impulse buying.
The  social  environment  around  a  person  is  thought  to  be  able  to  influence  purchasing 

decisions for goods and services, both consciously and impulsively. Luan et al., (2017) explains that 
the influence of the social  environment usually comes from the nuclear family,  friends,  school 
mates, colleagues, and etc. Fitriya (2021) believes that an individual is reliant on the correct, best, 
and sensible decisions and tends to emulate those in his social environment, such other parties in his 
social environment are regarded as decision-makers and then he does impulsive purchases.

H3. The social environment influences online impulse buying.
People sometimes engage in numerous activities to increase their self-esteem, even if the 

consequences are not always as intended (Firmansyah, 2020). A person's self-confidence  develops 
when he feels valuable, and this self-confidence can be achieved through various means, including 
appearance. A person who lacks self-confidence make a great effort to appear excellent in the eyes 
of  others.  This  is  ironic  because,  for  people with  low self-confidence,  appreciation from other 
people  is  an important  aspect  of  their  lives  since  what  influences  their  lives  is  the  opinion of 
external parties (Singh & Nayak, 2016). This condition triggers impulsive purchases from those 
people who have low self-confidence to gain appreciation from others so that their self-confidence 
are raising. Research conducted by Zheng et al., (2023) find that self-confidence and materialism 
mediated social network on compulsive buying. Indrawati et al., (2022) proves that self-confidence 
has a negative influence on impulse buying. Research by Tran (2022) provides empirical evidence 
that someone with low self-confidence has pressure to escape negative feelings and makes impulse 
purchases to increase his self-confidence. Dhandra (2020) emphasizes that low self-confidence is 
one of the factors that influences impulsive buying.
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H4. Self-confidence influences online impulse buying.
According  to  Burton  et  al.,  (2019),  impulsive  buying  occurs  when  a  sudden,  strong 

emotional desire occurs, caused by reactive behavior with low cognitive control. The four elements 
that specifically contribute to impulse buying are external stimuli, internal stimuli, situational and 
product-related factors,  and demographic also sociocultural  factors (Muruganantham & Bhakat, 
2018). External stimuli are marketing indicators that marketers use to attract consumers to make 
purchases,  while  internal  stimuli  are  aspects  of  a  person's  personality  (Luo  et  al.,  2018). 
Additionally, in the context of online commerce, the social environment also influences impulse 
purchases (Ming et al., 2021). External factors in this study are stimulation from influencers and the 
social environment, internal stimulation is materialism and self-confidence.

Mukhtar  et  al.,  (2021)  discovered  that  consumer  materialistic  values  predict  impulse 
purchases  and  consumer  pressure.  Consumers  with  low  self-confidence  rely  more  on  extern 
information gained from other people to evaluate products, such as influencers and their  social 
surroundings. Low self-confidence and aversion to taking risks result in a person's incapacity to 
determine  what  to  buy  for  themselves  (Akram et  al.,  2018;  Khan  et  al.,  2018).  According  to 
Mukhtar et al., (2021) depression moderates the link between materialism and impulse buying.

H5. Self-confidence mediates the influence of influencers on online impulse buying.
H6. Self-confidence mediates the influence of materialism on online impulse buying.
H7.  Self-confidence mediates the influence of the social  environment on online impulse 

buying.
Methods
The  research  method  applied  was  quantitative,  that  was  associative  to  determine  the 

correlation between two or more variables.  In the context  of research,  we wanted to know the 
results  of  hypothesis  testing  regarding the  influence  of  influencers,  materialism,  and the  social 
environment on online impulse buying with self-confidence as a mediator. The participants were 
consumers who shopped online with a total of 250 respondents and were selected using a simple 
random sampling  technique.  Data  were  collected  using  a  five-point  Likert  scale,  varying from 
strongly disagree to strongly agree.

The indicators used for each variable refer to previous research.  The influencer variable 
indicator  refered  to  the  TEARS  celebrity  endorser  model  (Shimp,  2019)  which  consisted  of 
trustworthiness, expertise, attractiveness, and similarity. The materialism variable was divided into 
3  indicators  referring  to  the  opinions  of  (Shimp,  2019)  and  Ahuvia  &  Wong  (2002),  namely 
acquisition centrality, possession defining success, and acquisition as the pursuit of happiness. The 
social environment variable had two indicators, namely the reference group and the family. The 
self-confidence variable adopted to Dash et al (1976) idea that proposed self-confidence elements 
were self-belief, objective, and rational. The impulse buying variable adhered to the opinion of 
Utami  (2019)  who  divided  impulse  buying  into  pure  impulse,  reminder  impulse,  suggestion 
impulse, and planned impulse. Each research instrument was tested for validity and reliability, to 
ensure that the research used the right instruments to obtain data.

The data collection technique used an online survey with the Google Forms survey platform. 
This data was then distributed via social media such as WhatsApp (personal and group contacts), 
Instagram, and X (Twitter). The questionnaire in the research was given to the entire population, 
namely consumers who shop online. The data analysis used in hypothesis testing was Structural 
Equation Modeling (SEM) with SmartPLS.

Results
Pearson correlation product moment was used to test the construct validity, and Cronbach 

alpha for testing reliability. 30 respondents participated in validity and reliability testing, and the 
results indicated that all the items in the instruments were valid and reliable thus they could be used 
as collecting data tools.

The questionnaires that had been tested for validity and reliability were distributed to 250 
respondents. The results of the questionnaires explained that women did more impulse buying at  
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56.4% compared to men at 43.6%. The majority of research respondents were aged between 11 and 
26 years, namely, 85.6%, and the majority of respondents stated that they preferred the Shopee 
marketplace for shopping online transactions.

Before testing the hypothesis, the outer model was tested. The instruments were tested using 
the loading value, Cronbach’s alpha, composite reliability, and AVE to see the value of construct 
validity and reliability. The results can be seen in Table 1.

Table 1
The Results of Loading Value, Cronbach’s alpha, CR, and AVE

Variable/Indicator Loading Value Cronbach's alpha Composite Reliability AVE
FLU 0.909 0.927 0.615
FLU01 0.723
FLU02 0.788
FLU03 0.848
FLU04 0.857
FLU05 0.799
FLU06 0.853
FLU07 0.737
FLU08 0.646
MTR 0.854 0.892 0.580
MTR01 0.791
MTR02 0.815
MTR03 0.658
MTR04 0.802
MTR05 0.699
MTR06 0.790
LSS 0.767 0.822 0.611
LSS01 0.855
LSS02 0.834
LSS03 0.234
LSS04 0.621
KPD 0.819 0.867 0.523
KPD01 0.635
KPD02 0.679
KPD03 0.721
KPD04 0.736
KPD05 0.787
KPD06
IMB 0.786 0.862 0.610
IMB01 0.712
IMB02 0.819
IMB03 0.818
IMB04 0.770

Note:  Influencers  (FLU);  materialism  (MTR);  social  environment  (LSS);  Self-confidence  (KPD);  online 
impulse buying (IMB)

Based on the results of loading factors in convergent validity testing (Table 1), the variables 
influencer, materialism, self-confidence, and online impulse buying are considered to have loading 
factors  greater  than  0.5  because  according  to  Ghozali  (2021)  research  in  the  initial  stages  of 
developing the measurement scale has a loading value of 0,5 is considered sufficient. The social 
environmental indicator (LSS03) has a loading factor value of 0.234 so LSS03 is removed from the 
model. Composite reliability (CR) and Cronbach's alpha results were obtained from all indicators 
with a  composite  reliability  of  more  than 0.70,  thus showing that  these indicators are  reliable. 
Meanwhile, the average variance extracted (AVE) results were obtained from all indices that had an 
AVE above 0.50, which met the requirements for explaining the use of indicators.
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After testing the inner model, various results emerged for each hypothesis studied. Table 2 
presents the results of the influence test between variables. H2, H3, H4, H5, and H7 each have a 
significant influence. Meanwhile, H1 and H6 show results that have no effect. The researcher then 
explains each hypothesis testing result and compares it with previous research findings.

Table 1
Direct and Indirect Effects of the Variables

Hypothesis/Path
direct Effect indirect Effect

Result
β t_value ρvalue β t_value ρvalue

H1. FLU  IMB 0.000 0.001 0.999 Rejected

H2. MTR  IMB 0.337 4.865 0.000 Supported

H3. LSS  IMB 0.274 3.876 0.000 Supported

H4. KPD  IMB 0.215 2.632 0.009 Supported

H5. FLU  KPD  IMB 0.074 2.730 0.007 Supported

H6. MTR  KPD  IMB 0.045 1.840 0.066 Rejected

H7. LSS  KPD  IMB 0.057 2.163 0.031 Supported
Note:  Influencers  (FLU);  materialism  (MTR);  social  environment  (LSS);  Self-confidence  (KPD);  online 

impulse buying (IMB)

Figure 1. Research Model

Discussion
The  first  hypothesis  tests  the  influence  of  influencers  on  online  impulse  buying.  The 

research results  indicate  a  coefficient  value of  0.000 with a  value of  t  = 0.001 < 1.96 with a  
significant value of 0.999 > 0.05, which means that H1 is rejected. It is assumed that respondents 
trusted influencers less when advertising products. Respondents are more careful with persuasion 
and recommendations  from influencers  so they are not  encouraged to make impulse purchases 
online. This opinion is supported by Chetioui et al., (2020); Magano et al. (2022), and Liu (2022) 
who  state  that  the  perception  of  trust  that  consumers  feel  towards  influencers  can  become 
paradoxical if the influencer starts to become less trustworthy.

Nizri, (2022) explains that Influencers are divided into nano-influencers, micro-influencers, 
and  macro-influencers.  Influencers  are  not  only  characterized  by  the  direction  they  choose  to 
promote themselves but they are divided into groups based on the number of followers and their 
influence.  Gross  &  Wangenheims  (2022)  research  states  that  macro-influencer  followers  give 
influencers  more attention compared to  micro-influencer  followers,  but  both find that  although 
macro-influencers have higher followers and a wider reach, the number of followers who react 
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against them is less. Gross & Wangenheim (2022) conclude that this is caused by individuals not 
feeling like they are directly targeted when they are with or in a larger group of people. Therefore, 
the message conveyed does not have much impact because it can be directed at anyone and the 
followers do not have a high sense of responsibility to react to the message. Meanwhile, micro-
influencers have a high level of credibility and have higher engagement from their followers.

The second hypothesis tests the influence of materialism on online impulse buying. The 
research results  indicate  a  coefficient  value of  0.337 with a  value of  t  = 4,865 > 1.96 with a  
significant value of 0.000 < 0.05, which means H2 was accepted. A materialist consumer thinks that 
material possessions are the main attribute of individual identity leading to success and are the key 
to happiness (Attiq & Azam, 2022). If a materialist wants to have an item to show their identity, 
they  buy  it  without  pondering  or  scrutinizing  when  shopping.  Usually,  people  who  adhere  to 
extreme materialism seek dignity and social status (Doosti & Karampour, 2018). Moran & Kwak 
(2015)  research proves that impulse buying is influenced by materialism, especially among young 
consumers  to  strengthen  and  confirm  their  self-concept.  Likewise,  according  to  Türk  & Erciş 
(2017), Cuandra & Kelvin, (2021); Öztürk & Nart (2017); Barakat (2019), and Mukhtar et  al., 
(2021) prove that impulse buying is influenced by materialism.

The third hypothesis tests the influence of the social environment on online impulse buying. 
The research results indicate a coefficient value of 0.274 with a value of t = 3,876 > 1.96 with a 
significant value of 0.000 < 0.05, which means H3 is accepted. The social environment around a 
person influences impulse purchases because of recommendations from the environment, whether 
through family, friends, schoolmates, colleagues, etc. This social environment becomes a reference 
for consumers who make purchases (Valiansyah et al., 2023). Fitriya's research (2021) states that an 
individual is dependent on the correct, best, and rational choices and tends to imitate those in his 
social environment so that other parties in his social environment are considered to be the source of 
decision-making and make impulsive purchases. Research by Pujiastuti et al., (2021) proves that the 
social  environment  such  as  family,  friends,  school  friends,  co-workers,  etc  also  encourages 
impulsive purchases.

The fourth hypothesis tests the influence of self-confidence on online impulse buying. The 
research results  indicate  a  coefficient  value of  0.215 with a  value of  t  = 2,632 > 1.96 with a  
significant value of 0.009 < 0.05, which means H4 was accepted. One of the factors that causes a 
person to feel valuable is self-confidence and someone who lacks self-confidence tries as hard as 
possible to appear good in the eyes of others. This is sometimes ironic because appreciation from 
other people is a crucial part of his life. After all, what influences his life is the opinion of parties 
external to him (Singh & Nayak, 2016) so this triggers impulsive purchases from someone to be 
able to get appreciation from other people and increase self-confidence. This research supports the 
results  of  the  study  by  Dhandra,  (2020);  Indrawati  et  al.,  (2022)  dan  Tran  (2022)  state  that 
impulsive shopping is a compensatory action to increase self-confidence.

The fifth hypothesis tests the influence of influencers on online impulse buying with self-
confidence as a mediator. The research results indicated a coefficient value of 0.074 with a value of 
t = 2,730 > 1.96 with a significant value of 0.007 < 0.05, which means H5 is accepted. Chuang et al  
(2018), in a psychology study, find that self-confidence is a crucial component of every human 
mental condition and is a crucial feature examined in the customer purchasing decision-making 
process,  and  is  often  used  to  analyze  consumer  behavior.  Self-confidence  is  one  of  the  most 
important identity attributes, which determines how individuals react to circumstances. consumers 
who lack confidence rely more on external information such as an influencer to make purchasing 
decisions and trigger impulse purchases.

The sixth hypothesis tests the influence of materialism on online impulse buying with self-
confidence as a mediator. The research results indicate a coefficient value of 0.045 with a value of t  
= 1,840 < 1.96 with a significant value of 0.066 > 0.05, which means that H6 is rejected. Self-
confidence  does  not  influence  consumers'  materialistic  attitudes  in  making  impulse  purchases 
online. Materialism increases people's need for a product and entices them to buy excessively, most 
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people are impulsive, but the high or low self-confidence of a consumer is not able to encourage an 
attitude of materialism.

The seventh hypothesis  tests  the influence of  the social  environment  on online  impulse 
buying with self-confidence as a mediator. The research results show a coefficient value of 0.057 
with a value of t  = 2,163 > 1.96 with a significant value of 0.031 < 0.05, which means H7 is  
accepted. Self-confidence plays a crucial role in helping individuals have good interactions with 
other  people.  The  better  a  person's  relationship  with  their  social  environment,  the  more  self-
confidence they have (Haryati  et  al.,  2021). The social  environment has a big influence on the 
formation  of  self-confidence  in  a  meaningful  life  as  a  form of  a  person's  courage  to  explore 
everything that the individual finds interesting, including making impulse purchases.

Conclusion
This study is successful in determining the effects of materialism, social environment, and 

self-confidence on online impulse buying, but it is unable to confirm the influence of influencers on 
online  impulse  buying.  Data from studies  reveal  that  self-confidence  mediates  the  influence of 
influencers and the social environment, but it fails to demonstrate the importance of self-confidence 
in  moderating  the  influence  of  materialism on online  impulse  purchases.  As a  conclusion,  the 
findings  can be used to  enrich information and serve as  a  reference for  related issues such as 
consumer behavior, social influence, consumer psychology, and, in particular, the use of influencers 
to drive online impulse buying.

This study provides several implications that can be applied to business. The findings of this 
study help entrepreneurs and businessmen identify consumers in the process of making impulsive 
buying decisions based on consumer psychology, especially in terms of materialistic qualities and 
self-confidence that encourage consumers to buy impulsively. Companies engaging in e-commerce 
should  emphasize  the  status  of  their  products  and  services  and  focus  on  creative  marketing 
communication  messages  in  promotions  or  direct  sales  because  materialism,  including  self-
confidence,  social  environment,  and the  popularity  of  influencers  influence  impulse  purchases. 
Entrepreneurs and businessmen who use influencers to advertise or introduce their products must be 
more careful in looking for influencers who are truly capable of generating impulse purchases. 
These findings provide managers with deeper insight into customers. Specifically, when customers 
feel stressed, anxious, or nervous, they tend to buy impulsively.

The limitation of this research is that this research only tests influencers, materialism, and 
social environment with the mediating role of self-confidence. Apart from that, this research has not 
focused on consumers with certain age strata because this research was conducted on respondents 
with various age levels. Future research should be able to compare the millennial generation and 
Generation Z in impulse buying behavior.

Funding: This research received no external funding.
Conflicts of Interest: The authors declare that no potential conflicts of interest in publishing 

this  work.  Furthermore,  the authors have witnessed ethical issues such as plagiarism, informed 
consent, misconduct, data fabrication, double publication or submission, and redundancy.

Publisher’s  Note: European  Academy  of  Sciences  Ltd  remains  neutral  with  regard  to 
jurisdictional claims in published maps and institutional affiliations.

References
Abdelsalam, S., Salim, N., Alias, R. A., & Husain, O. (2020). Understanding online impulse buying behavior in social 

commerce:  A  systematic  literature  review.  IEEE  Access,  1(1),  99. 
https://doi.org/10.1109/ACCESS.2020.2993671

Ahuvia, A. C., & Wong, N. (2002). Personality and Values Based Materialism: Their Relationship and Origins. Journal  
of Consumer Psychology, 12(4), 389–402. https://doi.org/10.1207/S15327663JCP1204_10

Akram, U., Hui, P., Kaleem Khan, M., Tanveer, Y., Mehmood, K., & Ahmad, W. (2018). How website quality affects  
online  impulse  buying.  Asia  Pacific  Journal  of  Marketing  and  Logistics,  30(1),  235–256. 
https://doi.org/10.1108/APJML-04-2017-0073

52



P-ISSN: 2754-6209 ▪ E-ISSN: 2754-6217  Economics and Finance  Volume 1▪ ▪ 2  Issue ▪ 1 / 2024

Amos, C., Holmes, G. R., & Keneson, W. C. (2019). A meta-analysis of consumer impulse buying. Journal of Retailing  
and Consumer Services, 21(2), 86–97. https://doi.org/10.1016/j.jretconser.2013.11.004

Attiq,  S.,  & Azam, R. I.  (2022).  Materialism Derives :  An Analysis of Direct  and Indirect  Impact of  Materialistic  
Attitude in the Development of Compulsive Buying Behavior Materialism Derives : An Analysis of Direct and 
Indirect.  Pakistan  Journal  of  Social  Sciences,  34(2),  663–682. 
https://pjss.bzu.edu.pk/index.php/pjss/article/view/273

Barakat, M. A. (2019). A proposed model for factors affecting consumers’ impulsive buying tendency in shopping 
malls. Journal of Marketing Management, 7(1), 120–134. https://doi.org/10.15640/jmm.v7n1a10

Burton, J. L., Gollins, J., McNeely, L. E., & Walls, D. M. (2019). Revisting the relationship between Ad frequency and 
purchase intentions. Journal of Advertising Research, 59, 27–39. https://doi.org/10.2501/JAR-2018-031

Cavazos-Arroyo, J.,  & Máynez-Guaderrama, A. I.  (2022). Antecedents of Online Impulse Buying: An Analysis of 
Gender  and  Centennials’  and  Millennials’  Perspectives.  Theoretical  And  Applied  Electronic  Commerce 
Research, 17, 122–137. https://doi.org/10.3390/jtaer17010007

Chetioui,  Y.,  Benlafqih,  H.,  &  Lebdaou,  H.  (2020).  How  fashion  influencers  contribute  to  consumers’  purchase 
intention. Journal of Fashion Marketing and Management, 24(3), 361–380. https://doi.org/10.1108/JFMM-08-
2019-01

Claesson, E., & Starud, E. E. (2023). Influencer Marketing & Impulsive Buying – A Influencer marketing & Impulsive 
buying -  A quantitative  study on  influencer  marketing  and  discount  codes effect  on  impulse  buying and  
purchase satisfaction. Thesis University of Boras, 1–48.

Cuandra, F., & Kelvin. (2021). Analysis of influence of materialism on impulsive buying and compulsive buying with 
credit card use as mediation variable. Jurnal Manajemen, 13(1), 7–16.

Dhandra,  T. K. (2020).  Does self-esteem matter? A framework depicting role of self-esteem between dispositional  
mindfulness  and  impulsive  buying.  Journal  of  Retailing  and  Consumer  Services,  55,  1–8. 
https://doi.org/10.1016/j.jretconser.2020.102135

Doosti, B. A., & Karampour, A. (2018). The Impact of Behavioral Factors on Propensity Toward Indebtedness. Journal  
of Advances in Computer Engineering and Technology, 3(3), 145–152.

Dörnyei, Z. (2018). The Psychology of the Language Learner: Individual Differences in Second Language Acquisition. 
Routledge. https://doi.org/10.4324/9781410613349

Fu, S., Yan, Q., & Feng, G. C. (2018). Who will attract you? Similarity effect among users on online purchase intention  
of movie tickets in the social shopping context. International Journal of Information Management, 40, 88–102. 
https://doi.org/10.1016/j.ijinfomgt.2018.01.013

Gamage,  T.  C.,  & Ashill,  N.  J.  (2022).  Sponsored-influencer  marketing:  effects  of  the  commercial  orientation  of  
influencer-created content on followers’ willingness to search for information. Journal of Product & Brand 
Management, 32(7). https://doi.org/10.1108/JPBM-10-2021-3681

Gamble, C. N., Hanan, J. S., & Nail, T. (2019). What is new materialism? Journal of the Theoretical Humanities, 24(6),  
111–134. https://doi.org/10.1080/0969725X.2019.1684704

Ghozali, I. (2021). Struktural Equation Modelling Metode Alternatif dengan Partial Least Square (PLS). Badan Penerbit 
UNDIP.

Gross, J., & Wangenheim, F. von. (2022). Influencer Marketing on Social Media Engagement with Sponsored Posts. 
Journal of Interactive Advertising, 22(1), 1–22. https://doi.org/10.1080/15252019.2022.2123724

Haryati, A., Novianti, A., Cahyani, R., & Lesta. (2021). Peran Lingkungan Terhadap Rasa Percaya diri Mahasiswa yang 
Mengalami  Body  Shaming.  Bulletin  of  Counseling  and  Psychotherapy,  3(2),  85–91. 
https://doi.org/10.51214/bocp.v3i2.112

Indrawati, Ramantoko, G., Widarmanti, T., Aziz, I. A., & Khan, F. U. (2022). Utilitarian, hedonic, and self-esteem 
motives in online shopping. Spanish Journal of Marketing -, 26(2), 231–246. https://doi.org/10.1108/SJME-06-
2021-0113

Jack,  C.  (2020).  Are  Self-Confidence  and  Self-Esteem  the  Same  Thing? 
https://www.psychologytoday.com/ca/blog/women-autism-spectrum-disorder/202004/are-self-confidence-and-
self-esteem-the-same-thing

Jegham, S., & Bouzaabia, R. (2022). Fashion influencers on Instagram: Determinants and impact of opinion leadership 
on  female  millennial  followers.  Journal  of  Consumer  Behaviour,  21(5),  1002–1017. 
https://doi.org/10.1002/cb.2050

Khan, N., Hui, L. H., Tan, B. C., & Hong, Y. H. (2018). Impulse buying behaviour of generation Y in fashion retail.  
International Journal of Business and Management, 11(1), 144. https://doi.org/10.5539/ijbm.v11n1p144

Kim, D. Y., & Kim, H.-Y. (2021). Trust me, trust me not: A nuanced view of influencer marketing on social media.  
Journal of Business Research, 134(2), 223–232. https://doi.org/10.1016/j.jbusres.2021.05.024

Lee, J. A., Sudarshan, S., Sussman, K. L., Bright, L. F., & Eastin, M. S. (2022). Why are consumers following social  
media influencers on Instagram? Exploration of consumers’ motives for following influencers and the role of 
materialism. International Journal of Advertising, 41(1), 78–100.  
https://doi.org/10.1080/02650487.2021.1964226

53



P-ISSN: 2754-6209 ▪ E-ISSN: 2754-6217  Economics and Finance  Volume 1▪ ▪ 2  Issue ▪ 1 / 2024

Liu, M. (2022). Determining the role of influencers’ marketing initiatives on fast fashion industry sustainability: the 
mediating  role  of  purchase  intention.  Frontiers  in  Psychology,  1–11. 
https://doi.org/10.3389/fpsyg.2022.940649

Liu, P., He, J., & Li, A. (2019). Upward social comparison on social network sites and impulse buying: A moderated 
mediation  model  of  negative  affect  and  rumination.  Computers  in  Human  Behavior,  96(133–140). 
https://doi.org/10.1016/j.chb.2019.02.003

Luan, J., Yao, Z., & Bai, Y. (2017). How Social Ties Influence Consumer: Evidence from Event-Related Potentials. 
PLoS ONE, 12(1). https://doi.org/10.1371/journal.pone.0169508

Luo, S., Gu, B., Wang, X., & Zhou, Z. (2018). Online Compulsive Buying Behavior: The Mediating Role of Self-
control  and Negative Emotions.  Proceedings of  the 2018 1st  International  Conference  on Internet  and E-
Business, 65–69. https://doi.org/10.1145/3230348.3230397

Magano, J.,  Oliveira,  M. A.-Y.,  Walter,  C. E.,  & Leite,  Â.  M. (2022).  Attitudes toward Fashion Influencers as a  
Mediator of Purchase Intention. Information, 13(6), 297. https://doi.org/10.3390/info13060297

Maison,  D.,  &  Adamczyk,  D.  (2020).  The  relations  between  materialism,  consumer  decisions  and  advertising 
perception. Procedia Computer Science, 176, 2526–2535. https://doi.org/10.1016/j.procs.2020.09.320

Ming, J., Jianqiu, Z., Bilal, M., & Akram, U. (2021). How social presence influences impulse buying behavior in live  
streaming commerce? The role of S-O-R theory. International Journal of Web Information Systems, 17(4).  
https://doi.org/10.1108/IJWIS-02-2021-0012

Moran, B., & Kwak, L. E. (2017). Effect of stress, materialism and external stimuli on online impulse buying. Journal 
of Research for Consumers, 27(1–5).

Mukhtar, K., Abid, G., & Rehmat, M. (2021). Influence of materialism in impulse buying. Moderated mediation model.  
Elementary Education Online, 20(5), 6104–6117. https://doi.org/10.17051/ilkonline.2021.05.686

Muruganantham,  G.,  &  Bhakat,  R.  S.  (2018).  A  Review  of  Impulse  Buying  Behavior.  International  Journal  of 
Marketing Studies, 5, 149–160. https://doi.org/10.5539/ijms.v5n3p149

Nizri,  E.  (2022).  Macro-Influencers  Vs.  Micro-Influencers:  The  Great  Social  Media  Debate.  
https://www.forbes.com/sites/forbestechcouncil/2022/03/01/macro-influencers-vs-micro-influencers-the-great-
social-media-debate/?sh=16d040325286

Öztürk, A., & Nart, S. (2017). Materialism-fashion clothing involvement-impulsive purchasing relationship: a research  
on university students. International Journal of Economic Research, 2(3), 45–55.

Pangemanan, M. J., Maramis, J.  B.,  & Saerang, D. P. E. (2022). Online Impulse Buying Konsumen E-Commerce  
Generasi Z di Sulawesi Utara. Jurnal EMBA, 10(2), 1203–1210.

Pradhan, D., Israel, D., & Jena, A. K. (2018). Materialism and compulsive buying behaviour: the role of consumer 
credit  card  use  and  impulse  buying.  Asia  Pacific  Journal  of  Marketing  and  Logistics,  30(5),  1239–1258. 
https://doi.org/10.1108/APJML-08-2017-0164

Prihadi,  D.,  Irawan, B. H.,  & Subroto,  S.  (2022).  Pengaruh Digital  Marketing, Sistem Paylater,  Diskon Harbolnas 
Terhadap  Motivasi  Hedonis  Dan  Dampaknya  Pada  Impulse  Buying.  Pro  Bisnis,  15(2),  122–136. 
https://ejournal.amikompurwokerto.ac.id/index.php/probisnis/article/view/1907/701

Pujiastuti, N., Reza, & Astuti, R. F. (2021). Pengaruh Literasi Ekonomi Dan Lingkungan Sosial Terhadap Perilaku 
Pembelian Impulsif Pada Mahasiswa. Jurnal Riset Pendidikan Ekonomi, 107–117.

Rutter, R., Barnes, S. J., Roper, S., & Nadeau, J. (2021). Social media influencers, product placement and network 
engagement: using AI image analysis to empirically test relationships. Industrial Management & Data Systems, 
121(12), 2387–2410. https://doi.org/10.1108/IMDS-02-2021-0093

Sari, A. I., Arrsy, M. P., & Nurbaity, E. (2023). The Influence of Instagram Influencers on Impulse Buying Fashion  
Products. Jurnal Teknologi Busana Dan Boga, 11(1), 50–56.

Sen, S.,  & Nayak, S.  (2019).  Influence of materialism on impulse buying among Indian millennials: does income 
matter? Indian Journal of Marketing, 49(12), 47–60. https://doi.org/10.17010/ijom/2019/v49/i12/149110

Setyani,  V.,  Zhu,  Y.-Q.,  & Hidayanto,  A.  N.  (2019).  Exploring the  psychological  mechanisms from personalized 
advertisements to urge to buy impulsively on social media. International Journal of Information Management,  
48(4), 96–107. https://doi.org/10.1016/j.ijinfomgt.2019.01.007

Shimp, T. A. (2019). Komunikasi Pemasaran Terpadu dalam periklanan dan Promosi. Salemba Empat.
Singh, R., & Nayak, J. K. (2016). Effect of family environment on adolescent compulsive buying: mediating role of 

self-esteem. Asia Pacific Journal of Marketing and Logistics, 28(3), 396–419. https://doi.org/10.1108/APJML-
05-2015-0082

Sundström, M., Hjelm-Lidholm, S., & Radon, A. (2019). Clicking the boredom away – Exploring impulse fashion 
buying  behavior  online.  Journal  of  Retailing  and  Consumer  Services,  47,  150–156. 
https://doi.org/10.1016/j.jretconser.2018.11.006

Tran, V. D. (2022). Consumer impulse buying behavior: the role of confidence as moderating effect. Heliyon, 8, 1–12.  
https://doi.org/10.1016/j.heliyon.2022.e09672

Trzcińska,  A.,  &  Sekścińska,  K.  (2021).  Financial  status  and  materialism  –  The  mediating  role  of  self-esteem.  
Australian Journal of Psychology, 3(4), 557–568. https://doi.org/10.1080/00049530.2021.1944315

Türk,  B.,  &  Erciş,  A.  (2017).  Materialism  and  its  associated  concepts.  International  Journal  of  Organizational  
Leadership, 6(4), 444–455. https://doi.org/10.33844/ijol.2017.60212

54



P-ISSN: 2754-6209 ▪ E-ISSN: 2754-6217  Economics and Finance  Volume 1▪ ▪ 2  Issue ▪ 1 / 2024

Utama, A., Sawitri, H. sri runing, Budi, S., & Lilik, H. (2021). The Influence of Impulse Buying Tendency, Urge to Buy 
and Gender on Impulse Buying of the Retail Customers.  Journal  of Distribution Science, 19(7),  101–111. 
https://doi.org/10.15722/ jds.19.7.202107.101

Utami,  C.  W. (2019).  Manajemen Ritel:  Strategi  dan Implmentasi  Operasional  Bisnis  Ritel  Modern  di  Indonesia.  
Salemba Empat.

Valiansyah,  R.,  Matulessy,  A.,  &  Pratitis,  N.  (2023).  Pembelian  impulsif  pada  mahasiswa:  Bagaimana  peranan 
kerentanan pengaruh intepersonal? INNER: Journal of Psychological Research, 2(4), 539–549.

Wu, I.-L., Chiu, M.-L., & Chen, K.-W. (2020). Defining the determinants of online impulse buying through a shopping 
process of integrating perceived risk, expectation-confirmation model, and flow theory issues. International 
Journal of Information Management, 52. https://doi.org/10.1016/j.ijinfomgt.2020.102099

Yi, S., & Jai, T.-M. (Catherine). (2019). Impacts of consumers’ beliefs, desires and emotions on their impulse buying  
behavior:  application  of  an  integrated  model  of  belief-desire  theory  of  emotion.  Journal  of  Hospitality 
Marketing & Management, 29(6), 1–20. https://doi.org/10.1080/19368623.2020.1692267

Zheng, Y., Zhao, D., Yang, X., Yao, L., & Zhou, Z. (2023). Passive social network site usage and online compulsive  
buying  tendency  among  female  undergraduate  students:  a  multiple  mediation  model  of  self-esteem  and 
materialism. Current Psychology. https://doi.org/10.1007/s12144-023-05327-0

© 2024 by the author(s). Submitted for possible open access publication under the terms 
and  conditions  of  the  Creative  Commons  Attribution  (CC  BY)  license 
(http://creativecommons.org/licenses/by/4.0/).

55


