216

DAFTAR PUSTAKA

Alt. (2015). College students’ academic motivation, media engagement and fear of
missing out. Computers in Human Behavior.

https://doi.org/10.1016/j.chb.2015.02.057

Ardianti, T., & Sofyan, J. F. (2024). The Influence of Ewom and Fear of Missing
Out in the Intention to Buy Skincare Products Through Tiktok. Jurnal
Indonesia Sosial Teknologi, 5(5), 2281-2293.

https://doi.org/10.59141/jist.v5i5.1059

Arianti Waruwu, & Edwin Zusrony. (2025). Generation Z Behavior: The Impact of
Hedonic Shopping Motivation and Fear of Missing Out (FOMO) on Impulse
Buying. Jurnal Akuntansi, Ekonomi Dan Manajemen Bisnis, 5(3), 784—795.

https://doi.org/10.55606/jaemb.v5i3.8238

Chung, D. T. (2025). How user-generated content on social media platform can
shape consumers’ purchase behavior? An empirical study from the theory of
consumption values perspective. Cogent Business and Management, 12(1).

https://doi.org/10.1080/23311975.2025.2471528

Dinda Puspa Salsabilla, Restu Frida Utami, Arini Hidayah, & Alfato Yusnar
Kharismasyah. (2024). Pengaruh Hedonic Shopping Motives dan Promosi
Penjualan Terhadap Impulsive Buying: Studi pada Konsumen Gudang
Kosmetik Purwokerto. Al-Kharaj: Jurnal Ekonomi, Keuangan & Bisnis

Syariah, 6(12), 7453-7469. https://doi.org/10.47467/alkharaj.v6i12.4513

Dr. C. Nagadeepa, Ms. Deepthi Shirahatti, M. S. N. (2021). Impulse Buying:


https://doi.org/10.1016/j.chb.2015.02.057
https://doi.org/10.59141/jist.v5i5.1059
https://doi.org/10.55606/jaemb.v5i3.8238
https://doi.org/10.1080/23311975.2025.2471528
https://doi.org/10.47467/alkharaj.v6i12.4513

217

Concepts, Frameworks and Consumer Insights. Shanlax.

Fadhillah, S. N., Lesmana, A. Y., Sari, S. P., & Mt, R. A. (2025). Pengaruh
Electronic Word of Mouth (E-WOM) dan Hedonic Shopping Motivation
Terhadap Impulse Buying Produk Fashion Pada Konsumen Shopee di
Lampung. Finance, Management, and Accounting, 1(1), 39-53.

https://doi.org/10.65894/joinfinity.v1il.2

Faza Nuris Syam’s, H. N. L. (2025). Pengaruh Visual Merchandising Terhadap

Keputusan Pembelian Di. 09(03), 659-672.

Ghozali. (2017). Partial Least Squares: Konsep, Metode dan Aplikasi
Menggunakan Program WARPPLS 4.0. Badan Penerbit Universitas

Dipenegoro.

Ghozali & Latan. (2015). Partial Least Squares Konsep, Metode dan Aplikasi
Menggunakan Program WARPPLS 4.0. Badan Penerbit Univeristas

Dipenegoro.

Hashifah, S. N., & Nasution, A. E. (2024). Pengaruh E-WOM dan Price Terhadap
Purchase Decision Melalui Consumer Trust Pada Kopi Kenangan di Cabang
Medan Resort City. Jesya, 7(2), 1458-1474.

https://doi.org/10.36778/jesya.v7i2.1660

Herlina, & Destriana Widyaningrum. (2022). Menakar Kecenderungan Perilaku
Impulse Buying Belanja Online Generasi Millenial pada Masa Covid-19.
Formosa Journal of Multidisciplinary Research, 1(3), 481-492.

https://doi.org/10.55927/fjmr.v1i3.605


https://doi.org/10.65894/joinfinity.v1i1.2
https://doi.org/10.36778/jesya.v7i2.1660
https://doi.org/10.55927/fjmr.v1i3.605

218

Ismagilova, E., Dwivedi, Y.K., Slade, E., & Williams, M. D. (2023). Electronic
Word of Mouth (eWOM) in the Marketing Context: A State of the Art Analysis

and Future Directions. Springer Nature.

Johan, M. Y., Saragih, S., & Haque, S. A. U. (2023). Kecenderungan impulsive
buying produk kecantikan: Bagaimana persepsi pengguna media sosial
terhadap beauty influencer? INNER: Journal of Psychological Research, 3(3),

441-450.

Kavleen Bharej. (2025). Electronic Word of Mouth (eWOM) And Its Impact on
Consumer Buying Behaviour. Journal of Information Systems Engineering
and Management, 10(38s), 1154-1175.

https://doi.org/10.52783/jisem.v10i38s.7132

Kementerian Koordinator Bidang Perekonomian Republik Indonesia. (2024).
Hasilkan Produk Berdaya Saing Global, Industri Kosmetik Nasional Mampu
Tembus Pasar Ekspor dan Turut Mendukung Penguatan Blue Economy.
Kementerian Koordinator Bidang Perekonomian RI.
https://www.ekon.go.id/publikasi/detail/5626/hasilkan-produk-berdaya-
saing-global-industri-kosmetik-nasional-mampu-tembus-pasar-ekspor-dan-

turut-mendukung-penguatan-blue-economy

Kementerian Perindustrian Republik Indonesia. (2025). Cosmetic Day Kemenperin
Antarkan Industri Kosmetik Nasional Jadi Pemain Utama Pasar Global.
Direktorat Jenderal Industri Kecil, Menengah, Dan Aneka (IKMA).

https://ikm.kemenperin.go.id/cosmetic-day-kemenperin-antarkan-industri-


https://doi.org/10.52783/jisem.v10i38s.7132
https://www.ekon.go.id/publikasi/detail/5626/hasilkan-produk-berdaya-
https://ikm.kemenperin.go.id/cosmetic-day-kemenperin-antarkan-industri-

219

kosmetik-nasional-jadi-pemain-utama-pasar-global

Khaida Rahayu Oktora, & Nur Hayati. (2025). Pengaruh FOMO dan E-WOM
terhadap Pembelian Impulsif Produk The Originote di Shopee (Studi pada
Gen-Z Kota Bandung). Jurnal Ekonomi, Manajemen Pariwisata Dan

Perhotelan, 5(1), 453-468. https://doi.org/10.55606/jempper.v5i1.5958

Kotler, P., Keller, K. L., Shaw, S. J., & Davis, K. R. (2016). Marketing Management

Edisi 15e. In Journal of Marketing (Vol. 37, Issue 15).

Kusumaningrum, A., Wicaksono, B., & Saniatuzzulfa, R. (2018). Hubungan
Electronic Word of Mouth dan Hedonic Shopping Motivation dengan Perilaku
Konsumtif Produk Make Up pada Mahasiswi Relationship between Electronic
Word of Mouth and Hedonic Shopping Motivation with Consumable Behavior
of Make Up Products for Studen. Jurnal Psikologi, 14(1), 50-59.

http://dx.doi.org/10.24014/jp.v14i1.4698

Laila Farhatun, & Herwanto. (2025). Pengaruh Hedonic Motivation, Lifestyle, dan
Fear of Missing Out (FOMO) terhadap Impulse Buying Produk Jims Honey
pada Konsumen Shopee di Kota Kalianda. Jurnal Pengabdian Masyarakat
Dan Riset Pendidikan, 4(1), 3403-3413.

https://doi.org/10.31004/jerkin.v4i1.1991

Liong, R., Siregar, L. M., & Tyas, D. M. (2024). Motivasi Belanja Hedonis dan
FoMO: Menguak Pola Pembelian Impulsif (Hedonist Shopping Motivation
and FoMO: Discovering Impulsive Purchasing). Jurnal Penelitian

Pendidikan, Psikologi Dan Kesehatan (J-P3K), 5(3), 731-738.


https://doi.org/10.55606/jempper.v5i1.5958
http://dx.doi.org/10.24014/jp.v14i1.4698
https://doi.org/10.31004/jerkin.v4i1.1991

220

https://doi.org/10.51849/j-p3Kk.v5i3.465

Littman-Ovadia, H., & Russo-Netzer, P. (2024). Exploring the lived experience and
coping strategies of Fear of Missing Out (FOMO) among emerging adults.
Current Psychology, 43(42), 32665-32685. https://doi.org/10.1007/s12144-

024-06793-w

Maharani, I. G., & Nursalin, K. K. (2026). Visual aesthetic and storytelling increase
impulsive buying on social media. Vikara: Student Academic Journal of
Business and Management, 1(2), 85-92.

https://doi.org/10.28932/vikara.v1i2.13128

Ningsih, Y. T., & Chandra, A. M. (2023). Kontribusi Motivasi Hedonic Shopping
Terhadap Impulsive Buying Pada Konsumen Toko X. EduSociata: Jurnal
Pendidikan Sosiologi, 6(2).
http://jurnal.stkipbima.ac.id/index.php/ES/article/view/1823%0Ahttp://jurnal
.Stkipbima.ac.id/index.php/ES/article/download/1823/1007.

https://doi.org/10.33627/es.v6i2.1823

Nuriyah Fatkhul Jannah, S., & Sacharissa Rosyiidiani, T. (2022). Gejala Fear of
Missing Out dan Adiksi Media Sosial Remaja Putri di Era Pandemi Covid-19.
Jurnal Paradigma: Jurnal Multidisipliner Mahasiswa Pascasarjana

Indonesia, 3(1), 1-14. https://doi.org/10.22146/jpmmpi.v3il.73583

Pambagyo, E. P., & Karnawati, Y. (2020). Pengaruh Electronic Word Of Wom Dan
Hedonic Shopping Value Terhadap Impluse Buying Pada Online Shop. JCA

Ekonomi, 1(2), 513-520.


https://doi.org/10.51849/j-p3k.v5i3.465
https://doi.org/10.1007/s12144-
https://doi.org/10.1007/s12144-
https://doi.org/10.28932/vikara.v1i2.13128
http://jurnal/
https://doi.org/10.33627/es.v6i2.1823
https://doi.org/10.22146/jpmmpi.v3i1.73583

221

Pebriani, D., Aramico, B., & Septiani, R. (2025). Studi Eksplorasi Penggunaan
Akses Sosial Media Terhadap Kecemasan Pada Remaja Gen Z Di Kota
Meulaboh. Prepotif : Jurnal Kesehatan Masyarakat, 9(1), 1230-1242.

https://doi.org/10.31004/prepotif.v9il.43442

Putri Ratna Sari, Nasrul Efendi, & Sherly Joe. (2025). Pengaruh Fomo, Hedonic
Shopping, Dan Shopping Lifestyle Terhadap Impulsive Buying Pada E-
Commerce Shopee. Jurnal Wira Ekonomi Mikroskil, 15(2), 157-170.

https://doi.org/10.55601/jwem.v15i2.1929

Ramadhani, S. R., Ekowati, T., & Rahmawati, F. (2025). Pengaruh Fear Of Missing
Out (FOMO), Shopping Enjoyment dan Hedonic Shopping Motivation
Terhadap Online Impulse Buying (Studi pada Gen Z pengguna E-Commerce
Shopee di Purworejo). EI-Mal: Jurnal Kajian Ekonomi & Bisnis Islam, 6(12),

4729-4738. https://doi.org/10.47467/elmal.v6i12.10431

Ramdani, A. Z. L., Sulhaini, S., & Handayani, B. (2024). The Influence of
Electronic Word of Mouth and Hedonic Shopping Motivation on Impulse
Buying with Fear of Missing Out as a Moderating Variable. Path of Science,

10(1), 3015-3024. https://doi.org/10.22178/pos.100-27

Sah, I., Lubis, H., Broto, B. E., Sri, A., & Hutagaol, R. (2025). Pengaruh Keragaman
Produk , E-Wom (' Electronic Word Of Mouth ) dan Perilaku Konsumen
Terhadap Keputusan Pembelian di Kopi Satu Jiwa Kotapinang. Journal of

Innovative and Creativity. 5(3). https://doi.org/10.31004/joecy.v5i3.3811

Sallim, M. A. (2025). Consumer Psychology in the Digital Era. Pars, 3(1), 260—


https://doi.org/10.31004/prepotif.v9i1.43442
https://doi.org/10.55601/jwem.v15i2.1929
https://doi.org/10.47467/elmal.v6i12.10431
https://doi.org/10.22178/pos.100-27
https://doi.org/10.31004/joecy.v5i3.3811

222

264. https://ejurnal.ubharajaya.ac.id/index.php/

Siti Rahmaniatun Soleha, H. J. S. (2024). Pengaruh Fear Of Missing Out (FOMO)
dan Hedonic Shopping Motivation Terhadap Impulse Buying di E-Commerce
(Studi Pada Generasi Z Lombok). Journal of Economics, Business, &

Entrepreneurship. 5. https://doi.org/10.29303/alexandria.v5iSpeciallssue.604

Sriyanto, A., Anggara, D. S., & Haryanto, 1. (2025). The role of hedonic motivation,
consumer lifestyle, and store environment in driving impulsive buying. Jurnal
Konseling Dan Pendidikan, 13(1), 251-261.

https://doi.org/10.29210/1140200

Sudarita, Y. M. I. M. (2020). Pengaruh E-WOM Terhadap Keputusan Pembelian
Produk Kosmetik. Commercium, 3(1), 36-40.
https://jurnalmahasiswa.unesa.ac.id/index.php/Commercium/article/view/348

75. https://doi.org/10.26740/tc.v3i1.34876

Sugiyono. (2019). Kualitatif, Kuantitatif, R&D. Penerbit CV. Alfabeta.

Unang Toto Hadniman & Willy Adi Cahya. (2025). Fear of Missing Out (FOMO).

Penerbit Buku Indonesia.

Vithana, L. V. M. G., & Fernando, P. I. N. (2024). Impact of E-Word of Mouth (E-
WOM) on Consumers’ Purchase Intention for Cosmetic Products: The
Mediating Role of Brand Image (With reference to Facebook Users). Sri
Lanka Journal of Marketing, 10(1), 150-169.

https://doi.org/10.4038/sljmuok.v10i1.171


https://ejurnal.ubharajaya.ac.id/index.php/
https://doi.org/10.29303/alexandria.v5iSpecialIssue.604
https://doi.org/10.29210/1140200
https://jurnalmahasiswa.unesa.ac.id/index.php/Commercium/article/view/348
https://doi.org/10.26740/tc.v3i1.34876
https://doi.org/10.4038/sljmuok.v10i1.171

223

Wijayanto, T., Terra, I, Miswanto, M., Siregar, B., Biyanto, F., & Ykpn
Yogyakarta, S. (2025). Pengaruh Digital Marketing, Inovasi Produk, dan
Kualitas Pelayanan terhadap Kepuasan Pelanggan Jelita Cosmetic Babarsari.

Jurnal Arastirma, 5(2), 477-489. https://doi.org/10.32493/jaras.v5i2.51818

Wulanda, A., Rini, E. S., & Sembiring, B. K. F. (2025). The Influence of Hedonic
Shopping Motivation and Electronic Word of Mouth (eWOM) on Impulse
Buying in Shopee E-Commerce Users in Medan Tuntungan with Positive
Emotion as an Intervening Variable. Indonesian Journal of Advanced

Research, 4(7), 1491-1506. https://doi.org/10.55927/ijar.v4i7.14922


https://doi.org/10.32493/jaras.v5i2.51818
https://doi.org/10.55927/ijar.v4i7.14922

	DAFTAR PUSTAKA

