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The purpose of this research is to analyze the 

influence of Fear of Missing Out, Hedonic 

Shopping Motivation, and Flash Sales on 

Impulsive Buying during the Shopee Twin Date 

Promo Event among Students. This type of 

research is quantitative, using a purposive 

sampling technique involving 244 respondents. 

Data were analyzed using the Structural 

Equation Modeling - Partial Least Squares (SEM-

PLS) method to test the relationships between 

variables. The research results show that fear of 

missing out, hedonistic shopping motivation, 

and flash sales positively and significantly 

impact impulsive buying. The implication of this 

research is to assist companies in designing 

effective marketing strategies by leveraging the 

emotional appeal triggered by FoMO, creating 

enjoyable shopping experiences to enhance 

consumers' hedonistic shopping motivation, and 

utilizing flash sale-based promotions. 
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INTRODUCTION 
The era of technological advancement has positively impacted various 

aspects of life. The more technology advances, the easier it becomes for 
consumers to carry out activities, including buying and selling transactions and 
marketing. The development of technology encourages consumers to adapt to 
the conveniences it offers, especially in the advancements related to e-commerce 
(Alamin et al., 2023). Supported by technological advancements that make 
transactions easier for consumers, various e-commerce platforms continue to 
strive to present innovations to attract buyers' attention through creative and 
efficient marketing strategies. One example is Shopee, which consistently offers 
various attractive promotions to boost consumer enthusiasm. 

 Shopee is an online shopping application that sells a variety of products, and 
Shopee regularly offers various promotions every month on "Twin Dates" or 
what can also be called Beautiful Dates, such as 1.1, 2.2, and others (Alawiyah, 
2023). The twin date shopping event, also known as daily deals or deals of the 
day, is held every month and offers significant discounts and attractive 
promotions that encourage consumers to shop with high enthusiasm (Vania et 
al., 2024). Shopping online is now very popular among students because the 
millennial generation tends to prefer the practical, effective, and efficient 
shopping system offered by e-commerce sites (Vania et al., 2024). Twin date 
promotions can encourage impulsive purchases because the various promotions 
offered on twin dates provide numerous benefits to consumers, prompting them 
to make spontaneous purchases immediately (Rahayu et al., 2024). 

 
Source: www.topbrand-index.com 

Figure 1. E-commerce Popularity Trends in Indonesia 2020-2024 
Shopee has always been the Top Brand from 2021 to 2024. Top Brand is an 

award given to the best brands chosen by consumers (Lestari, 2021). Based on 
image 1 above, Shopee shows a significant increase in popularity index from 2020 
to 2024, thus successfully becoming the market leader in e-commerce in 
Indonesia. In 2020, Shopee was still in second place but consistently managed to 
surpass other e-commerce competitors with a stable index growth trend, 
reaching nearly 60% by 2024 (Top Brand Award, 2024). The presence of top 
brands on Shopee can encourage impulsive purchases, as consumers tend to buy 
products spontaneously due to promotions or attractive offers, such as those that 
occur during Shopee's twin date promo events. Although Shopee currently holds 

http://www.topbrand-index.com/
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the number one position in e-commerce in Indonesia, Shopee needs to have 
strategies to maintain its dominance as the leader in e-commerce in Indonesia. 
One of these strategies is to study how impulsive buying behavior can influence 
consumer consumption patterns, which in turn can help understand the factors 
driving transactions on the Shopee e-commerce platform. 

Impulsive buying is a consumer behavior pattern in which the purchase of a 
product is made without any prior planning (Yahmini, 2020). According to 
Gotama et al., (2022) shopping activities today are not only to meet basic needs 
but have also become part of a lifestyle. The ease of access to shopping activities 
presents an interesting phenomenon, especially among students. Students often 
feel motivated to make spontaneous purchases during an event. When purchases 
are made without prior planning and driven by irrational decisions, impulsive 
behavior tends to occur. Limited-time offers and the desire to buy generated 
during short promotions contribute to impulsive purchasing decisions and create 
an exciting shopping experience (Atrisia & Hendrayati, 2021). Several factors 
influence impulsive buying, including fear of missing out, hedonic shopping 
motivation, and flash sales. 

FoMO is a phenomenon in the world of psychology where consumers 
experience distress with symptoms such as being obsessed with specific things 
that are currently and frequently happening (Przybylski et al., 2013). According 
to Aisafitri & Yusriyah (2021) FoMO is someone who is most easily anxious and 
will continuously think about situations when they feel they have missed out on 
information or events that are currently the focus of public attention. It can be 
concluded that FoMO is a psychological phenomenon characterized by feelings 
of anxiety and fear in individuals due to worries about missing out on 
information, events, or trends that are currently popular, which often leads to 
individuals becoming obsessive and constantly thinking about things they 
consider important and relevant in their social environment. The results of the 
studies by Nurjanah et al., (2023), Ramadhani et al., (2022), (Deliana et al., 2024) 
and Saputra & Aulia, (2024) indicate that FoMO has a significant positive effect 
on impulsive buying. However, the research by Fumar et al., (2023), Astuti & 
Pratiwi, (2024) and Aenaya et al., (2024) found that FoMO does not influence 
impulsive buying. 

Hedonic Shopping Motivation is an individual's behavior in engaging in 
excessive shopping activities to fulfill personal satisfaction, thereby neglecting 
the benefits of the purchased products (Kosyu et al., 2014). According to Rusni & 
Solihin (2022), hedonic shopping motivation is an individual's motivation to shop 
due to the feeling of pleasure and the belief that shopping is something 
interesting based on that person's emotional or subjective thoughts. It can be 
concluded that hedonic shopping motivation is a consumer behavior 
characterized by excessive shopping to achieve emotional satisfaction driven by 
feelings of pleasure and attraction to the shopping activity, thus focusing more 
on personal satisfaction rather than practical needs. The research results 
(Alamsyah & Rahayu, 2024), (Hidiani & Rahayu, 2021), Arij, (2021), and 
Cyasmoro & Arifiansyah, (2024) state that hedonic shopping motivation has a 
significant positive effect on impulsive buying. However, the research results 
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from Rosmini & Oktavia, (2024), Renaldi et al., (2023), and Hartika et al., (2024) 
state that hedonic shopping motivation does not affect impulsive buying. 

Flash sales have garnered significant attention in e-commerce, particularly 
regarding their impact on spontaneous purchasing behavior. Flash sale is a 
strategy in online business to sell items exclusively at prices significantly lower 
than the original, and within a minimal time (Darwipat et al., 2020). According 
to Herlina et al., (2021) Flash sales are part of digital marketing, used by 
producers to communicate and introduce their products, which can attract 
consumers' attention and encourage them to make purchases. It can be concluded 
that flash sales are an effective digital marketing strategy to attract consumer 
attention by offering significantly lower prices for a limited time, thereby 
increasing consumers' emotional impulse to make unplanned product purchases. 
The results of the studies by Christian et al., (2022), Octaviana et al., (2022), 
Cyasmoro & Arifiansyah, (2024) and Damery et al., (2020) indicate that flash sales 
have a significantly positive impact on impulsive buying. However, the results 
of the studies by Dinova & Suharyati, (2023), Alamsyah & Rahayu, (2024) and 
anggriany et al., (2023) state that flash sales do not affect impulsive buying. 

This research is a development of previous studies conducted by Soleha & 
Sagir, (2024) focusing on the variables of fear of missing out and hedonic 
shopping motivation. The research showed that both variables had a significant 
positive effect on impulsive buying. The difference between this study and 
previous research is the addition of the flash sale variable as an independent 
variable. The addition of the flash sale variable is based on research conducted 
by (Luthfi Utami, 2024) which indicates that flash sales can influence impulsive 
buying. The addition of these variables aims to explore other factors that may 
influence impulsive buying, considering the increasing use of discounts and 
promotions online, which currently more frequently trigger impulsive behavior 
in consumers. Based on the review of the background issues and the differences 
in previous research results, the researcher is interested in conducting a study 
titled "The Influence of Fear of Missing Out, Hedonic Shopping Motivation, 
and Flash Sales on Impulsive Buying." 
 
LITERATURE REVIEW 
S-OR Theory (Stimulus – Organism – Response) 

The Stimulus-Organism-Response (SOR) theory was proposed by Hovland 
(1953). Stimulus is the trigger that arouses desire or interest in consumers to 
respond to a particular situation, Organism is the way consumers internally 
evaluate through emotional or psychological dimensions the stimuli received, 
and response is the reaction of consumers to the stimulus and organism received 
(Chan et al., 2017).  

Stimulus-organism-response (SOR) has become a relevant analytical tool for 
understanding impulsive buying behavior. Stimuli such as attractive 
promotions, big discounts, or appealing product displays become the main 
factors that arouse consumers' desire to act. Next, the organism plays a role in 
processing the stimulus internally, either through emotional assessments such as 
pleasure or enthusiasm, or psychological considerations such as individual 
experience, needs, or preferences. Finally, the response manifests as a tangible 
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action by the consumer, which in this case is realized through an impulsive 
purchase decision without much consideration. Thus, the SOR framework can 
explain how various external and internal factors can influence consumers to 
make unplanned purchases. 
 
Self Regulation Theory 

Self-regulation refers to a person's ability to manage thoughts, feelings, and 
behaviors to achieve long-term goals. Self-regulation involves standards, 
monitoring, and actions. These standards can take the form of goals, norms, rules, 
ideals, or values. Standards reflect a certain state or condition that someone 
wants to achieve. Monitoring occurs through individual perception, which not 
only observes the surrounding conditions but also pays attention to internal 
states, such as emotional states and thoughts. "Action" can involve overt behavior 
but can also imply a shift in attention, an effort to change emotional states, or a 
review of perceptions and standards (Verplanken & Sato, 2011).  

Impulsive buying can be considered a failure in self-regulation, where 
individuals are unable to control the hedonistic urge to buy something 
spontaneously. Based on the self-regulation theory developed by (Higgins, 1987), 
first, the promotion strategy, which focuses on achieving positive experiences, 
and fulfilling desires, or materialistic goals, and the prevention strategy, which 
aims to avoid negative emotions such as guilt or decreased self-esteem. 
Additionally, the ability to self-regulate can diminish due to a decrease in 
cognitive resources, such as mental fatigue, which ultimately increases an 
individual's tendency to make impulsive purchases as a way to cope with their 
emotional state. 
 
The Influence of FOMO on Impulsive Buying 

FoMO is a condition where individuals feel fear or worry if they do not 
know about others' activities on social media, and feel the need to always be 
connected to the online world, constantly monitoring notifications on their 
smartphones even if the information is not very important (Maysitoh et al., 2020). 
According to Liong et al., (2024), impulsive buying occurs when individuals tend 
to purchase goods or services without careful consideration, deep thought 
involvement, or mature thinking. Based on the S-O-R theory, FoMO is known as 
a form of psychological stimulus that creates emotional pressure on individuals. 
Emotional pressure encourages consumers to be more responsive to promotions 
and information that are perceived to meet their social and emotional needs. 
Organisms work by processing feelings of worry and the desire to stay 
connected, resulting in responses such as impulsive actions, like making 
unplanned purchases. FoMO often causes psychological pressure that drives 
individuals to act immediately to avoid missing out, thereby weakening their 
ability to regulate emotions and control impulses. In this condition, the self-
regulation mechanism can be disrupted, causing consumers to be more 
vulnerable to making impulsive purchases in response to the fear of missing out 
on offers. FoMO indicators include; fear, worry, and anxiety (Przybylski et al., 
2013). This is supported by research (Nurjanah et al., 2023), (Ramadhani et al., 
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2022) and (Saputra & Aulia, 2024) which shows that FoMO has a positive and 
significant effect on impulsive buying.  
H1: FoMO has a significant positive influence on Impulsive Buying 
 
The Influence of Hedonic Shopping Motivation on Impulsive Buying 

According to Husna & Lubis, (2019) hedonistic shopping motivation is based 
on an internal motivation for purchase because customers enjoy it and are driven 
by the desire to achieve a form of pleasure, freedom, fantasy, and escape from 
problems. Kosyu et al., (2014) state that hedonistic motives are created by a 
person's enthusiasm for shopping, which is easily influenced by the latest trends, 
and shopping becomes a lifestyle for someone to meet their daily needs. 
According to him, hedonistic motives will also be created by shopping while 
browsing and selecting items according to one's taste. When shopping, 
consumers will have positive emotions to buy the product without prior 
planning in the form of a shopping list. The higher the consumers shop with 
hedonistic motives, the higher the level of impulsive purchases on online media 
will be. This is because, when someone shops hedonistically, they will not 
consider the benefits of the product, thus increasing the likelihood of impulsive 
purchases (Prihatini & Susanto, 2015). The motivation for hedonic shopping is 
based on the desire to obtain pleasure and emotional satisfaction; the urge to 
fulfill hedonic needs can weaken an individual's ability to control their shopping 
behavior. When the self-regulation mechanism is disrupted, consumers are more 
likely to make impulsive purchases without considering rational aspects, such as 
actual needs or financial conditions. Indicators of hedonic shopping motivation 
include; fantasy, sensory, stimulation, excitement, pleasure, curiosity, and 
fantasy of excitement (Scarpi, 2006). Research Arij, (2021), (Alamsyah & Rahayu, 
2024) and (Hidiani & Rahayu, 2021) shows that hedonistic shopping motivation 
has a direct relationship with impulsive buying, especially because shopping is 
seen as an activity that provides pleasure and satisfaction.  
H2: Hedonic Shopping Motivation has a significant positive influence on 
Impulsive Buying. 
 
The Influence of Flash Sales on Impulsive Buying 

According to Agrawal & Sareen, (2016), Flash sales are a part of sales 
promotions that offer customers special deals or discounts on certain products 
for a limited time. Adiputra, (2015) states that consumers often make purchases 
that exceed their initial purchase plans, driven by an increase in income that 
directly enhances purchasing power and consumption levels. Stimuli trigger 
internal evaluations in consumers, both emotionally and psychologically, which 
ultimately result in responses in the form of impulsive purchase decisions. The 
increase in purchasing power and consumption strengthens consumer responses 
to offer stimuli, so flash sales can influence unplanned purchasing behavior. 
Limited-time offers can evoke emotions and create pressure to purchase 
immediately, thereby weakening the consumer's self-regulation mechanisms. As 
a result, individuals tend to make impulsive purchases more easily without 
considering their needs or budget. It can be concluded that flash sales, as a form 
of sales promotion, serve as an effective stimulus in arousing consumer desire to 
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H1+ 

H2+ 

H3+ 

purchase through attractive offers within a limited time. Indicators of flash sales 
include; limited time scarcity, limited quantity scarcity, information, 
entertainment, and economic benefits (Lamis et al., 2022). research by Christian 
et al., (2022), Damery et al., (2020), and Rizki Octaviana et al., (2022) show that 
flash sales can influence impulsive buying behavior by creating time pressure 
and scarcity.  
H3: Flash Sales significantly positively affect Impulsive Buying 

 

Figure 2. Pathway Diagram Framework 

METHODOLOGY 
This research uses a quantitative approach, with the scope of the study 

limited to students of Universitas Muhammadiyah Purwokerto who have 
participated in the Shopee twin date promo event. The population in this study 
consists of students who have participated in the Shopee twin date promo event, 
using non-probability sampling and purposive sampling techniques to select 
respondents based on specific criteria. The sample size is determined to ensure 
representation based on population estimates and research focus. The criteria for 
determining the sample are as follows: Active UMP students; Active Shopee 
users; Have shopped during the twin date promo event on Shopee (big sale) in 
the last 6 months. 

The number of samples used in this study is 244 respondents, calculated 
based on the ten times rule formula according to (Hair et al., 2014). Where the 
sample size must be ten times the number of indicators used. The number of 
statement items in this study is 23, so the minimum sample size required is 230 
respondents (23 items x 10). However, the amount of data collected in this study 
exceeded the minimum required number, which is 244 respondents, due to the 
online distribution of the questionnaire leading to excess responses. Data were 
collected through a questionnaire consisting of closed statements with a Likert 
scale (1-5), with the stipulation that 1 means strongly disagree, 2 means disagree, 
3 means neutral, 4 means agree, and 5 means strongly agree. The data collected 
will be analyzed using Structural Equation Modeling - Partial Least Squares 
(SEM-PLS) to test the relationship between the variables of FOMO, hedonic 
shopping motivation, and flash sales on impulsive buying. 
 

FoMO (X1) 

Hedonic 

Shopping 

Motivation (X2) 

Flash Sales (X3) 

Impulsive 

Buying (Y) 
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RESEARCH RESULT 
Respondent Characteristics 

Based on the results of the Google Forms questionnaire distributed from 
November to December 2024, a total of 244 responses were collected from 
respondents. Then the data was input using MS. Excel 2016 and subsequently 
processed using Smart PLS 3. 

From the results of the processed data collected, the characteristics of the 
respondents are as follows. 

Table 1. Respondent Description 

Respondent 
Characteristics 

Category Amount Percentage 

Age 

18-20 Years 89 36,5% 

21-23 Years 153 62,7% 
24-26 Years 2 0,8% 

Gender 
Woman 128 52,5% 
Man 116 47,5% 

Faculty 

Faculty of Islamic Studies 10 4,1% 
Faculty of Economics and 
Business 

27 11,1% 

Faculty of Pharmacy 13 5,3% 
Faculty of Law 8 3,3% 

Faculty of Cultural 
Sciences and 
Communication 

4 1,6% 

Faculty of Health 
Sciences  

37 15,2% 

Faculty of Medicine 4 1,6% 
Faculty of Teacher 
Training and Education  

92 37,7% 

Faculty of Agriculture 
and Fisheries 

8 3,3% 

Faculty of Psychology  15 5,7% 
Faculty of Engineering 
and Science 

22 9% 

Postgraduate 5 2% 

Pockey Money 

< Rp 1.000.000 37 14,8% 

Rp 1.000.000 – Rp 
2.000.000 

123 50,4% 

> Rp 2.000 000 85 34,8% 

Type of product 
purchased during the 
promotion 

Fashion 60 24,6% 

Cosmetic Products 50 20,1% 
Electronics 29 11,9% 
Household 14 5,7% 

Health  18 7,4% 
Food and Beverages 27 11,1% 

Sports  27 11,1% 
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Automotive 20 8,2% 

Based on the respondent characteristic table, it can be concluded that the 
majority of respondents are in the age range of 21-23 years, with a total of 153 
students (62.7%). This indicates that the majority of students in this study are 
those who tend to actively participate in the Shopee twin date promo events. 
From the gender perspective, it can be seen that female respondents are more 
dominant, with 128 students (52.5%), while male respondents number 116 
students (47.5%). These findings indicate that women are more inclined to be 
interested in making online purchases, especially during promotional events on 
double dates. 

From several faculties, the majority of respondents came from the Faculty 
of Teacher Training and Education, with a total of 92 students (37.7%). This 
indicates that the Faculty of Teacher Training and Education has the highest level 
of participation in this study, with respondents actively participating in the twin-
date promotional event. The majority of respondents have an income between 
Rp 1,000,000 - Rp 2,000,000 with a percentage of 50.4%, indicating that students 
have the financial capability to shop. Fashion products were the most chosen by 
respondents, with a total of 60 respondents (24.6%). This shows that students are 
more interested in buying fashion products when there are attractive offers 
during the twin-date promo event. 
Measurement Model Test 

Convergent Validity serves the function of testing the validity of indicators 
used to measure variables. The requirement for outer loading values is 
considered sufficient to meet the criteria for convergent validity if the loading 
factor value is ≥ 0.5 (Haryono, 2016). The results of the outer loading can be seen 
in Table 1, as follows: 

 
Table 2. Variable, Indicator, Loading factor running 1, Loading factor running 2. 

Variable Indicator Loading factor 
running 1 

Loading factor 
running 2 

Fear of Missing 
Out (X1) 

Fear 
0,750 0,750 
0,782 0,782 

Worry 
0,623 0,623 

0,672 0,672 

Anxiety 
0,736 0,736 
0,773 0,773 

 
Hedonic Shopping 
Motivation (X2) 

Fantasy 0,625 0,702 

Sensor 0,580  
Stimulation 0,604  
Excitement 0,721 0,740 

Pleasure 0,690 0,725 
Curiosity 0,676 0,687 
Imaginative 
Excitement 

0,693 0,724 

Flash Sales (X3) 
Limited Time 
Scarcity 

0,740 0,798 
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Limited Quantity 
Scarcity 

0,640 0,668 

Information 0,639  

Entertainment 0,650 0,675 

Economic Benefits 0,755 0,797 

Visuality 0,542  

 
Impulsive Buying 
(Y) 

Spontaneity 0,763 0,763 
power, 
compulsion, and 
intensity 

0,740 0,744 

excitement and 
simulation 

0,635 0,632 

Disregard for 
consequence 

0,775 0,774 

In the first round, all indicators had a loading factor value > 0.5, indicating 
that convergent validity was met. However, the Hedonic Shopping Motivation 
and Flash Sales variables had an Average Variance Extracted (AVE) value below 
0.5, so a second round of testing was conducted by eliminating the indicators 
(X2.2, X2.3, X.3.3, X.3.6) to improve the AVE value. After the second round of 
testing, the analysis results showed that all remaining indicators met the validity 
criteria, including adequate AVE values, allowing the measurement model to be 
used for further analysis. 

Table 3. Average Variance Extracted (AVE) 

 Average Variance Extracted (AVE) 

Fear of Missing Out 0,525 

Hedonic Shopping Motivation 0,512 
Flash Sales 0,544 
Impulsive Buying 0,534 

Table 3 shows that the Average Variance Extracted (AVE) value of each 
variable is greater than 0.5, indicating that each construct has met the criteria for 
discriminant validity. 

To assess discriminant validity, the square root of AVE for each variable must 
be greater than the square root of its correlation with other variables (Hair, 2017). 
The SmartPLS output results for the Fornell-Larcker value in the second round 
can be seen in Table 4 as follows: 

Table 4. Discriminant Validity Test (Fornell-Larcker Criterion) 

  
Fear of 

Missing Out 

Hedonic 
Shopping 

Motivation 

Flash 
Sales 

Impulsive 
Buying 

Fear of Missing 
Out 

0,725    

Hedonic 
Shopping 
Motivation 

0,545 0,716   

Flash Sales 0,442 0,542 0,737  
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Impulsive Buying 0,613 0,585 0,545 0,730 

Table 4 shows satisfactory Fornell-Larcker values. Fear of Missing Out (X1) 
of 0.725, Hedonic Shopping Motivation (X2) of 0.716, Flash Sale (X3) of 0.737, and 
Impulsive Buying (Y) of 0.730. Thus, all variables have good discriminant 
validity. 

The Heterotrait-Monotrait (HTMT) value < 0.90 indicates that the construct 
has good discriminant validity (Hair, 2017). Discriminant validity arises if the 
HTMT value is too high. The SmartPLS output results for the HTMT value in the 
second round can be seen in Table 5 as follows: 

Table 5. Heterotrait-Monotrait (HTMT) Values 

 
Fear of 

Missing Out 

Hedonic 
Shopping 

Motivation 

Flash 
Sales 

Impulsive 
Buying 

Fear of Missing 
Out 

    

Hedonic 
Shopping 

Motivation 
0,683    

Flash Sales 0,560 0,737   

Impulsive Buying 0,781 0,788 0,765  

Based on Table 5, the results show satisfactory values, with HTMT values < 
0.9. This indicates that the construct has good discriminant validity. 
Reliability Test 

The reliability of the construct is evaluated using Cronbach’s Alpha and 
Composite Reliability (CR), both of which must be ≥ 0.7 (Haryono, 2016). 
Cronbach’s Alpha shows the consistency among indicators within the construct, 
while CR assesses the overall reliability of the indicators. If both of these 
conditions are met, the instrument is considered reliable. 

Table 6. Cronbach’s Alpha and Composite Reliability 

 Cronbach’s Alpha Composite Reliability 

Fear of Missing Out 0,819 0,868 

Hedonic Shopping 
Motivation 

0,763 
0,840 

Flash Sales 0,716 0,825 

Impulsive Buying 0,706 0,820 

In Table 6, the Composite Reliability value for each variable reaches ≥ 0.7, 
indicating that the research instrument has high consistency and stability. In 
addition, the Cronbach’s Alpha values for all constructs are also above 0.7, so it 
can be concluded that the indicators used to measure each construct are reliable. 
Structural Model Test 

Inner model is a structural model that connects latent variables (Haryono, 
2016). This evaluation includes Adjusted R Square and direct effect.. Adjusted R 
Square is used to measure the success of the regression model in predicting the 
value of the dependent variable. 

 
 



Aziz, Randikaparsa, Rahayu, Kharismasyah 

332 

 
 

Table 7. R Square Putaran 2 

  R Square R Square Adjusted 

Impulsive Buying 0,506 0,500 
Based on Table 7, the Adjusted R Square for impulsive buying (Y) is 0.500. 

This means that impulsive buying can be explained by the variables of FoMO, 
hedonistic shopping motivation, and flash sales by 50.0%, while the remaining 
50.0% is influenced by other variables not examined in the study.  

Table 8. F Square Putaran 2 

  
Fear of 
Missing 

Out 

Hedonic Shopping 
Motivation 

Flash 
Sales 

Impulsive 
Buying 

Fear of Missing Out    0,183 

Hedonic Shopping 
Motivation 

   0,075 

Flash Sales    0,084 

Impulsive Buying     

F-Square is used to measure the extent of the influence of an independent 
variable on a dependent variable after other independent variables have been 
included in the model. According to Haryono, (2016) the F-Square value is 
interpreted as follows: ≥ 0.02 small, ≥ 0.15 moderate, and ≥ 0.35 large. The 
influence of FoMO on impulsive buying at 0.183 is considered moderate. The 
influence of hedonic shopping motivation on impulsive buying, which is 0.075, 
is considered small. Meanwhile, the influence of flash sales on impulsive buying, 
which is 0.084, is considered small. 
Hypothesis Testing 

Hypothesis testing is conducted by examining the probability values (P 
Values) and Original Sample (O) obtained from the bootstrapping results. To 
determine significance, a P-value threshold of < 0.05 is used (Haryono, 2016). The 
SmartPLS output results for the bootstrapping hypothesis testing analysis can be 
seen in Table 9, as follows: 

Table 9. Hypothesis Test 

  
Original 

Sample (O) 
T Statistics 

(|O/STDEV|) 
P 

Values 
Explanation 

Fear of Missing Out -
> Impulsive Buying 

0,367 3,718 0,000 
H1 

accepted 
Hedonic Shopping 
Motivation -> 
Impulsive Buying 

0,251 2,639 0,004 
H2 

accepted 

Flash Sales -> 
Impulsive Buying 

0,247 2,649 0,004 
H3 

accepted 

Based on the analysis results in Table 9, it can be concluded that all 
hypotheses are accepted. H1 is accepted because the Original Sample (O) value 
of 0.367 indicates a positive relationship between Fear of Missing Out and 
Impulsive Buying, with a significant P Value of 0.000. H2 is accepted because the 
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Original Sample (O) value of 0.251 indicates a positive relationship between 
Hedonic Shopping Motivation and Impulsive Buying, with a significant P Value 
of 0.004. H3 is accepted because the Original Sample (O) value of 0.247 indicates 
a positive relationship between Flash sales and Impulsive Buying, with a 
significant P Value of 0.004. All hypotheses meet the significance criteria with P 
Values < 0.05, so the relationships between the variables can be considered 
significant. 

 DISCUSSION 
The test results show that hypothesis H1 is accepted, where FoMO has a 

significant positive influence on impulsive buying. These findings indicate that 
the higher the FoMO, the more impulsive purchases during promotions will also 
increase. Based on the S-OR Theory, FoMO triggers psychological stimuli that 
create emotional pressure, which in turn encourages individuals to respond to 
promotions or information that they consider relevant to their social and 
emotional needs. The internal processes of individuals related to feelings of 
worry and the desire to remain socially connected contribute to impulsive 
behavior, including unplanned purchases. The research findings of Dewanata & 
Sidanti, (2024), reveal that the desire to feel, follow, and always stay updated with 
various things indicates that a person's social media use may be experiencing 
Fear of Missing Out. The results of this study are in line with the research 
conducted by (Widodo, 2024) and (Madania & Purwanto, 2024) which also states 
that FoMO has a positive and significant effect on impulsive buying. 

Hedonic shopping motivation has a significant positive influence on 
impulsive buying, thus hypothesis H2 is accepted. These findings indicate that 
the higher the hedonic shopping motivation perceived by consumers towards the 
product during the Shopee twin date promo event, the greater the tendency for 
consumers to make spontaneous purchases. Based on the S-O-R theory, the 
shopping process can evoke positive emotional responses. The high motivation 
for hedonistic shopping among consumers is directly proportional to the increase 
in impulsive buying behavior, especially in the context of online media. This is 
due to the tendency of consumers to seek emotional experiences, personal 
satisfaction, and a sense of pleasure in shopping activities. This finding is in line 
with the research conducted by (Rembet et al., 2024), which reveals that 
consumers with hedonic motivation tend to enjoy a pleasant and emotionally 
satisfying shopping experience, and that attractive visual displays and 
interactive experiences can also enhance hedonic motivation, thereby 
encouraging consumers to make impulsive purchases. The results of this study 
are in line with the research conducted by (Alamsyah & Rahayu, 2024) and 
(Hidiani & Rahayu, 2021) which also state that hedonic shopping motivation has 
a positive and significant effect on impulsive buying. 

Based on the test results, this study shows that flash sales have a significant 
positive impact on impulsive buying, thus hypothesis H3 is accepted. These 
findings support the assumption that promotions with limited duration, such as 
flash sales, can drive spontaneous purchasing behavior by creating a sense of 
urgency among consumers. Time-limited promotions can enhance consumers' 
emotional drive to make unplanned purchases. This result is consistent with the 
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research conducted by (Utami et al., 2024), which reveals that during a flash sale, 
products offered in limited quantities and at lower prices create a positive 
perception that the offer is very advantageous, consumers feel compelled to 
purchase immediately to avoid missing the opportunity to get the highest 
discount, which ultimately encourages consumers to make impulsive purchases. 
Based on the S-OR Theory, stimuli in limited-time offers often evoke emotions 
and create a pressure response to buy immediately, weakening the consumer's 
self-regulation mechanisms, and leading individuals to make impulsive 
purchases without considering their needs or budget. This finding supports the 
view that flash sales are considered one of the most powerful marketing 
strategies to increase sales volume in a short period. The results of this study are 
in line with previous research findings by (Madania & Purwanto, 2024) and 
(Wangi & Andarini, 2021), which also states that flash sales have a positive and 
significant impact on impulse buying. 

 
CONCLUSIONS AND RECOMMENDATIONS 

Based on the results and discussion, it can be concluded that FoMO has a 
significant positive influence on impulsive buying, hedonic shopping motivation 
has a significant positive influence on impulsive buying, and flash sales have a 
significant positive influence on impulsive buying. Recommendations that can 
be made based on the findings of this study include: future researchers can delve 
deeper into internal aspects, such as self-control and consumer emotions, as well 
as external aspects, such as store atmosphere and advertising, which can 
influence the level of consumer impulsive buying. 

 
ADVANCED RESEARCH 

The research has a limited sample of consumers using specific e-commerce 
platforms, such as Shopee, which may not represent the overall consumer 
behavior. This research only focuses on three main psychological factors (FoMO, 
hedonic shopping motivation, and flash sales), while other factors may influence 
or moderate impulsive buying. Future research is recommended to expand the 
sample size and include other variables, such as electronic word of mouth, brand 
image, shopping lifestyle, and customer rating, which can significantly influence 
impulsive buying behavior. Additionally, it is recommended that future 
researchers seek a larger population beyond just the campus scope. 
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