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INTRODUCTION

The rapid development of digital technology has transformed the global
trade landscape, particularly in Indonesia. Marketplaces have become primary
platforms for buying and selling, offering easy access and a diverse selection of
products. This phenomenon has not only changed the way people shop but also
triggered an evolution in consumer behavior (Amory & Mudo, 2025). One of the
most prominent behavioral changes is the increase in Impulsive Buying
Behavior, which is the tendency to make purchases suddenly, without careful
planning, and often driven by momentary emotions (Rodrigues et al., 2021).

In an effort to attract attention and drive sales, marketplace continues to
innovate by introducing various interactive features. One of the marketplace's
exciting features is Live Streaming Shopping. This feature allows real-time
interaction between sellers (or streamers) and potential buyers (Kim et al., 2023).
Sellers can demonstrate products, answer questions in real time, and often offer
exclusive deals or time-limited discounts (scarcity). The interactive nature,
engaging visuals, and sense of urgency created by the limited time in live
streaming have proven to be powerful stimuli for triggering impulse purchases
(M. Li et al., 2022). Previous research conducted by (Krisnandi & Soebiantoro,
2025) also proves that by using the live streaming feature sales increase, as shown
in figure 1.
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Figure 1: Sales Increase at CV. Avero
Source: DOI: https://doi.org/10.30651/jms.v10i2.26598

Reviews and ratings from other customers are a crucial source of
information in the online environment. E-reviews serve as a form of electronic
word of mouth (e-WOM), providing social validation and reducing the
uncertainty (risk) perceived by buyers (Dwidienawati et al., 2020). A large
number of positive reviews can build trust quickly and create a bandwagon effect
that encourages consumers to make immediate purchases, even impulsively (Y.
Chen et al., 2019). Although both independent variables (Live Streaming and E-
Review) have been studied for their effects both separately and jointly on
purchases, the psychological mechanisms linking these marketplace stimuli to
impulsive purchasing responses still need to be explored further, especially
through the role of moderating variables.

Amidst the flood of online information and offers, a significant
psychological phenomenon has emerged: Fear of Missing Out (FOMO). FOMO
is defined as a feeling of anxiety or worry arising from the fear of missing out on
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valuable experiences, information, or opportunities that others are experiencing
or experiencing (Karimkhan & Chapa, 2021; Seker, 2022). In the context of live
streaming and marketplaces, FOMO is particularly relevant because live
broadcasts often feature flash sales, limited-time discounts, or limited stock
(scarcity), which directly trigger buyers' fear of "running out" of the best
opportunity or offer (Seker, 2022; Wilis & Widyastuti, 2025). Furthermore, very
positive E-Reviews, especially if presented in large numbers, can create a feeling
that others have had a satisfying and valuable product/experience (Quan et al.,
2023). This can increase individuals' concerns about "missing out" or not having
a popular product. Previous research has shown that FOMO is a significant
driver of impulse buying behavior. However, there is little research specifically
examining how FOMO can strengthen (moderate) the relationship between
marketplace stimuli (such as Live Streaming and E-Reviews) and impulse buying
rates. It is suspected that individuals with high levels of FOMO will be much
more susceptible to impulse buying when exposed to Live Streaming with urgent
offers or highly compelling E-Reviews (Dang et al., 2025).

According to a survey conducted by GoodStats in 2024, around 76% of
Indonesians prefer shopping via live streaming features in marketplaces (Lubis,
2024). 48.7% of respondents admitted to using the live streaming feature in the
marketplace for shopping at least several times a month, the rest or around 22.7%
make purchases several times a week, and the remaining 5% admitted to
shopping via live streaming every day. With the popularity of live streaming
shopping in Indonesia and the fundamental role of e-reviews in purchasing
decisions, an in-depth understanding of how the combination of these two
factors interacts with the consumer psychological state (FOMO) to produce
impulsive purchases is very important. Therefore, this study aims to fill the
research gap by empirically testing the Effect of Live Streaming and E-Reviews
in the Marketplace on Impulsive Buying Behavior with FOMO as a Moderator.
The results of this study are expected to provide theoretical contributions in the
field of consumer behavior, especially in the context of social commerce, as well
as provide practical implications for marketplaces and online sellers in designing
more ethical and effective marketing strategies.

LITERATURE REVIEW
Stimulus Organism Response (SOR)

The Stimulus-Organism-Response Theory was developed by Albert
Mehrabian and his colleague James A. Russell. They introduced the model in
1974. This theory has significantly contributed to various fields such as
environmental psychology, consumer behavior, and organizational studies. The
SOR model emphasizes the internal processes of organisms in responding to
external stimuli and highlights the importance of both emotional and cognitive
interpretations in decision-making (Hochreiter et al., 2022). The SOR theory in
marketing is able to explain how a comprehensive framework for understanding
consumer behavior during the decision-making process. This model argues that
external stimuli influence an organism's internal state, which then drives a
person's response, including purchasing decisions. The SOR framework is
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particularly relevant in analyzing how various environmental cues influence
consumer attitudes and behavior (Chang et al., 2011).

According to SOR theory, there are three stages leading to a purchasing
decision. The first stage is stimulus. In this stimulus stage, various external and
internal stimuli can influence a person. External factors include marketing cues,
product features, social influences, and other marketing strategies (Y. Liu et al.,
2024). Then it continues to the organism stage which involves the consumer's
internal processing, where cognitive traits (such as memory and beliefs) and
emotional responses (such as satisfaction or anxiety) are activated by stimuli
(Jayanti & Tasrim, 2022). Finally, in the response stage, consumers respond to
what was given in the stimulus and organism stages. This is manifested in the
form of a purchase or a decision to refrain from purchasing. This response is
influenced by previous cognitive and emotional evaluations (Raya, 2023).

Impulse Buying

Impulsive buying is part of the Stimulus Organism Response (SOR)
Theory, where the SOR Theory explains how the phenomenon of impulsive
buying can occur through 3 stages of the theory itself, namely stimulus,
organism, and response (Yulianto et al., 2021). Impulse buying occurs at the
response stage, meaning that before reaching the response stage, the consumer
has already received a stimulus and the organism. In the stimulus stage, the
consumer receives a stimulus from the environment. Once the stimulus is
received, the organism continues to receive it. At this stage, the consumer's
emotions begin to be influenced and ultimately respond to what has been given
in the stimulus stage (Chang et al., 2011). This SOR theory is commonly used,
especially in marketing science, because it is related to consumer behavior (Yan
et al., 2023).

Impulse buying can be defined as an immediate and unplanned purchase,
often driven by emotional reactions rather than rational decision making (Dang
et al., 2025). These driving factors can come from both external and internal
factors. External factors that trigger impulsive buying behavior include financial
conditions. Situational factors such as time availability and financial resources
play a significant role in impulsive buying. Consumers with more time and
disposable income are more likely to engage in impulsive buying (Khanh &
Huong, 2024). In addition, external factors that influence impulsive buying
behavior are cultural influences. When there is a cultural shift towards
consumerism, it can increase the tendency for impulsive buying (Lin,
nd)Impulsive buying behavior can also stem from internal factors, namely a
consumer's emotional state. Emotional states, both positive and negative,
significantly impact impulse buying. Consumers may engage in impulsive
buying to reduce negative emotions or increase positive emotions. Stress and
boredom are common emotional triggers that lead to impulsive buying as a
coping mechanism to reduce negative feelings (Pacheco et al, 2021).
Furthermore, impulse buying can also be driven by hedonic motivation. Hedonic
shopping motivation, which focuses on the pleasure and enjoyment derived from
the shopping experience, is a strong predictor of impulse buying behavior.
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Consumers often seek the thrill and excitement associated with unplanned
purchases, which can be enhanced by an appealing store atmosphere and
persuasive online interface (K & Krishnan, 2025).

Live Streaming on Marketplace

Live commerce is a technology that combines live broadcasting with a
marketplace, allowing sellers to demonstrate products and interact with
consumers in real time. This approach enhances the shopping experience by
providing a dynamic and engaging platform for product promotion and sales
(Kim et al., 2023). Real-time interaction between streamers (sellers) and viewers
(consumers), which fosters a sense of community and trust, encourages
consumers to buy (R. Li et al.,, 2023). Live commerce is often described as
“shopping entertainment” live commerce combines entertainment with
commercial activities, making the shopping process more fun and engaging for
consumers (Nuraisah et al., 2024). The interactive nature of live streaming allows
consumers to ask questions and receive immediate feedback. This can also foster
a sense of trust and connection with the seller (Kharisma et al., 2024). Features
like small video windows allow consumers to continue watching the live stream
while browsing product details, ensuring the best shopping experience (Z. Chen,
2019).

Major platforms like Taobao Live in China and Shopee in Southeast Asia
have been crucial to the rise of live commerce. These platforms provide the
infrastructure for live streaming and facilitate transactions, making them central
to the live commerce ecosystem (R. Li et al.,, 2023). Mapping of merchants,
commodities, and shopping guides in the live broadcast system ensures a
personalized shopping experience, in line with the dynamics of offline shopping
(X. Liu, 2021). In addition, live broadcasts also function as a digital marketing
strategy that can significantly contribute to business development by increasing
brand visibility and consumer engagement (Iryani & Fauzan, 2023). Sellers can
utilize live streaming to showcase new products, conduct live promotions and
offer exclusive deals, thereby increasing their competitive edge in the market
(Yao & Wan, 2017).

H1: Live broadcasts have a positive effect on impulsive buying behavior.

E-Review

An e-review is consumer-generated content that provides feedback about
a product or service in the marketplace. E-reviews serve as a form of digital word-
of-mouth (E-WOM) communication, offering insight into consumer experiences
and satisfaction levels (Ozturkcan & Gursoy, 2014). These reviews are an integral
part of the feedback system used by the marketplace to build trust and reputation
among buyers (Pocchiari et al., 2025). (M, 2024) argue that e-reviews significantly
influence consumer trust and purchasing decisions. Factors such as review
authenticity, sentiment, and content detail are crucial in fostering consumer trust.
More deeply, positive reviews can increase consumer trust and encourage
purchase intentions, while negative reviews increase perceived risk, meaning
they can make consumers think twice about making a purchase (Udayana &
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Indrya, 2024). In addition, the credibility of reviews, including the quality of
information, plays an important role in building consumer trust (Udayana &
Indrya, 2024).

Online reviews impact brand reputation by shaping consumer
perceptions and influencing purchasing decisions. Positive reviews can enhance
brand reputation and increase the likelihood of a purchase (Traore, 2024).
Companies actively monitor online reviews to improve their products and
marketing strategies, using consumer feedback to enhance customer relationship
management and product development (Sharma & Kumar, 2023). Apart from
that, according to research (M, 2024). E-reviews provide valuable insights for
businesses to manage their online reputation and leverage consumer feedback to
improve products and services. Despite their benefits, e-reviews face challenges
such as promotional motivation, self-selection bias, and context effects, which
can compromise their reliability and usefulness. The complexity of online
reviews requires further exploration to address these challenges and enhance
their effectiveness in digital marketing strategies (Pocchiari et al., 2025).

H2: E-reviews have a positive influence on impulsive buying behavior.

FOMO (Fear of Missing Out)

Fear of Missing Out (FOMO) is rooted in the anxiety of missing out on
interesting or rewarding experiences, which marketers exploit to influence
consumer behavior (Ozden, 2022) (Seker, 2022). This is related to impulsive
shopping behavior, as consumers are driven by the fear of missing out on limited-
time offers or exclusive deals (Karimkhan & Chapa, 2021). Usually the trigger is
constant updates and curated content on social media platforms that contribute
significantly to FOMO behavior, as users feel the need to follow other people's
experiences (Xi et al., 2022). The desire to belong to a particular group can also
trigger FOMO, as individuals fear being left out of social settings or events (Seker,
2022) (Karimkhan & Chapa, 2021). In addition, marketing strategies that
emphasize scarcity or exclusivity can increase FOMO, because consumers are
driven by the fear of missing out on limited-time offers or exclusive products
(Seker, 2022) (Wilis & Widyastuti, 2025).

The existence of FOMO behavior can benefit the marketing world because
FOMO can encourage higher levels of engagement because consumers are
motivated to participate in promotions or events to avoid missing out (Mati¢
Sosi¢, 2024) (Tresna et al., 2025). According to the results of research conducted
(Alfina et al., 2023) And (Hodkinson, 2019). The urgency created by FOMO can
lead to impulse purchases, increasing sales and revenue for businesses. When
used effectively, FOMO can increase brand loyalty by creating a sense of
community and belonging among consumers. While FOMO can drive sales, it
can also lead to negative consumer experiences, such as buyer's remorse from
impulse purchases (Tresna et al., 2025). Therefore, marketers must balance their
strategies.

H3: FOMO has a positive effect on impulsive buying behavior.
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The Relationship Between Live Broadcasting and Impulsive Buying

Live broadcasts often incorporate elements such as real-time interaction,
music, and visual effects, which increase emotional arousal and engagement
among viewers (consumers). This increased arousal can lead to impulse buying
intentions, as consumers are more likely to make spontaneous purchases when
emotionally stimulated (Z. Luo, 2024; Yeh & Liu, 2024). Likewise with the results
of research conducted by(Indriastuti et al., 2024) which revealed that real-time
interactions during live broadcasts significantly impact impulse purchases by
increasing perceived enjoyment and creating an engaging shopping experience.
This interaction bridges the gap between consumer stimulus and response (SOR
theory), leading to impulse purchases. One platform that utilizes live broadcasts
to strengthen social interaction and visual appeal is Shopee (Tertieny et al., 2024).

Sellers typically implement several marketing strategies during live
broadcasts. Flash sales and limited-time promotions are effective strategies in
live broadcasts that create a sense of urgency (FOMO), encouraging consumers
to make quick purchasing decisions. This urgency is often heightened by time
pressure, which positively influences impulse buying behavior (Al Jonet et al.,
2024; Gumilang et al., 2024). Impulse purchases are also often influenced by live
streamers. In China, retailers often use influencers as their live streamers, as
influencers play a crucial role in live stream sales by leveraging their
trustworthiness and appeal to drive impulse purchases. Their ability to engage
viewers and create a consumer experience increases viewer satisfaction, which
ultimately stimulates impulse purchases (X. Liu et al., 2020). Research conducted
by (H. Luo & Dong, 2025) revealed that rich visual presentations with real-time
interactivity contribute to impulse purchases by creating a seamless and
engaging shopping experience.
H4 : FOMO moderates the relationship between live streaming and impulse
buying.

The Relationship Between E-Reviews and Impulse Buying

E-reviews often serve as a source of emotional validation and social
connection, which can increase the likelihood of impulse buying. The act of
reading reviews can create a rewarding experience, leading consumers to make
impulse purchases (Motyka et al., 2018). Positive reviews can improve consumer
mood and create a sense of urgency or excitement, which are drivers of impulse
buying behavior. Conversely, negative reviews can discourage impulse buying
(Du, 2025). Online reviews significantly impact consumer trust, especially among
Gen Z, who rely heavily on digital platforms. The trust gained from reviews is
crucial in driving impulse purchases (Rali, nd). The influence of product reviews
and ratings can strengthen the urge to purchase by providing photo and video
evidence of other consumers' purchases, reducing feelings of distrust of a
product. E-reviews are particularly effective in an environment where consumers
are influenced by herd behavior and a sense of FOMO (Falajunah & Dewi, 2025).

E-reviews are an integral part of marketing strategies aimed at increasing
impulse purchases. They are often used in conjunction with other tactics such as
flash sales and targeted advertising to create an attractive buying environment
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(Paramita et al., 2024). According to research conducted (Paramita et al., 2024)
Strategic use of e-reviews can also increase perceived product value and
stimulate hedonic motivation, which is a strong predictor of impulse buying
behavior. Marketers can leverage positive reviews to increase sales. The presence
of e-reviews can amplify the effects of other external drivers, such as limited-time
offers and visually appealing live product presentations, by providing additional
information and reassurance to consumers (Jois et al., 2024).

H5: Fomo moderates the relationship between E-review and impulse buying.

FOMO as a Moderating Variable

Fear of missing out (FOMO) or behavior that is afraid of missing out on
interesting or useful experiences, where this feeling is often used by marketers to
influence consumers because it is related to impulsive buying (Seker, 2022)
Marketing strategies that emphasize scarcity or exclusivity can intensify FOMO,
leading consumers to act based on the fear of missing out on a limited-time offer
or unique product (Wilis & Widyastuti, 2025). According to previous research,
FOMO behavior can be beneficial for the marketing sector because it encourages
higher levels of engagement and motivates consumers to participate in
promotions to avoid being left behind by their social group. The urgency created
by FOMO can lead to impulse purchases, thereby increasing sales and revenue
for businesses. However, as a moderating variable, FOMO can also lead to
negative consumer experiences, such as purchase regret from impulse purchases.
This phenomenon requires a balancing strategy from marketers.

Research Hypothesis

H1: Live broadcasts have a positive effect on impulsive buying behavior.

H2: E-reviews have a positive influence on impulsive buying behavior.

H3: FOMO has a positive effect on impulsive buying behavior.

H4: FOMO moderates the relationship between live streaming and impulse
buying.

H5: FOMO moderates the relationship between e-review and impulse buying.

Live broadcast

H1
{x1) \

\ Impulse Buying
/ "

E-review

1x2) H4 |HS H3

FOMO

Figure 2. Conceptual Framework
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METHODOLOGY

This research uses a quantitative research method with a causal research
design to examine how one variable influences another variable (causal
relationship) (Sugiyono, 2023). The population in this study is the general public
who actively use smartphones in their daily lives and install e-commerce
applications. The number of populations collected is 260. The data collection
technique is by distributing online questionnaires using Google Forms to
respondents in October 2025. The measurement scale in this study uses a Likert
scale, using numbers 1-5 as an assessment to determine the strength of agreement
and disagreement about the statements or questions given in the questionnaire.
Furthermore, the data was analyzed using the Structural Equation Model (SEM)
analysis method using the SmartPLS application.

RESEARCH RESULT AND DISCUSSION
Respondent Profile

After distributing the questionnaire and receiving 260 respondents, the
respondent profile can be described. The questionnaire was predominantly filled
out by women (74.8%), while the remaining 25.2% were filled out by men. Most
respondents were aged 17-22 (69.8%), and the remainder were aged 23-44 and
above. The majority of respondents were students (60.8%).

Outer Loading
Table 1 Outer Loading
Variables Indicator | Outer Loading Average Variance Status
Extract (AVE)

Live Streaming LS1 0.777 0.653 Valid
LS2 0.840 Valid
LS3 0.850 Valid
LS4 0.803 Valid
LS5 0.768 Valid

E-Review ER1 0.725 0.646 Valid
ER 2 0.818 Valid
ER3 0.877 Valid
ER 4 0.787 Valid

Impulsive IB1 0.818 0.694 Valid

Buying IB 2 0.839 Valid
IB 3 0.877 Valid
IB 4 0.796 Valid

FOMO (Fear of | FOMO1 0.857 0.674 Valid

Missing Out) FOMO 2 0.899 Valid
FOMO 3 0.760 Valid
FOMO 4 0.755 Valid
FOMO 5 0.837 Valid
FOMO 6 0.808 Valid

Source: Researcher data processed with SmartPLS 3 2025

The first stage in this research is to conduct Validity and Reliability Tests.
The outer model consists of convergent validity, discriminant validity, and
Average Variant Extracted (AVE) values. Convergent validity is assessed based
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on the magnitude of the outer loading of each indicator or questionnaire item on
each latent variable: Live Streaming (LS), E-review (ER), Impulsive Buying (PI),
and Fear of Missing Out (FOMO). Convergent validity is considered valid if the
value is above 0.7 because it indicates a strong relationship between the same
construct measurements.(Carlson & Herdman, 2012). Meanwhile, the Average
Variance Extracted (AVE) is normally above 0.5, indicating that the construct is
adequately represented by its measured variables. This principle is crucial for
ensuring the reliability and validity of the model.(Henseler et al., 2015). In the
table above, it is shown that for the Live Streaming (LS) variable starting from
indicator 1 to 5 (LS 1 to LS 5) shows an outer loading value above the threshold
of 0.7 which means the construct is valid. The AVE value for the Live Streaming
variable is 0.653 which is above the threshold value of 0.5 meaning the AVE value
is acceptable. The four indicators for the E-review variable also show valid outer
loading values ranging from 0.725-0.877 and can be said to be valid. The AVE
value of the E-review variable is 0.646 and exceeds the threshold value of 0.5. The
Impulsive Buying variable shows an outer loading value between 0.796 and 0.877
and can be said to be valid. With an AVE value of 0.694 above the threshold value
of 0.5. The FOMO variable shows an outer loading value of 0.755 to 0.899 and can
be considered valid because it is above the threshold value of 0.7. With an AVE
value of 0.674 above the threshold of 0.5. The results of the outer loading validity
test indicate that all indicator variables exhibit good convergent validity as
evidenced by outer loading values consistently above 0.7 and AVE values for all
constructs exceeding 0.5.

FOMD1 FOMOQZ FOMOD3 FOMO4 FfOMOS5 FOMOG
L . -

PIt
0.818
R3S ¥ PI;
ER 3
Pla

ERS

ER4

Figure 3. Outer Loading Test Results
Source: Researcher data processed by SmartPLS 3 2025

The next analysis conducted was a discriminant validity test. This test was
conducted by examining the Heterotrait-Monotrait (HTMT) ratio. A measuring
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instrument can be declared discriminantly valid if the HTMT ratio is <0.85

(Voorhees et al., 2016). The results of the analysis show that the calculated value

is far below the threshold of <0.85, this indicates that all constructs (E-review,

FOMO, Live Streaming, and Impulsive Buying) show good discriminant validity.
Table 2 Discriminant Validity Test (HTMT Ratio)

VARIABLES E-REVIEW | FOMO | LIVE STREAMING Impulsive
(X2) M) (X1) Buying (Y)
E-REVIEW (X2)
FOMO (M) 0.175
LIVE STREAMING (X1) 0.617 0.298
Impulsive Buying (Y) 0.168 0.745 0.353

Source: Researcher data processed with SmartPLS 3 2025

The internal consistency method was used to analyze the reliability of the
measuring instruments. In this study, the pA coefficient was used to indicate the
magnitude of reliability. The results of the reliability analysis confirmed and
strengthened the belief that each measuring instrument used was highly reliable.
Table 3 shows the details of the pA coefficient for each measuring instrument and
indicates that all measuring instruments were reliable.

Table 3 Reliability Measurement

Variables rho_A Status
E-review (X2) 0.917 Reliable
FOMO (M) 0.906 Reliable
Live Streaming (X1) 0.869 Reliable
Impulse Buying (Y) 0.868 Reliable

Source: Researcher data processed with SmartPLS 3 2025

Table 4 R Square Results
Variables R Square R Square Adjusted
Impulse Buying (Y) 0.460 0.453

Source: Researcher data processed with SmartPLS 3 2025

The R Square value for the Impulse Buying variable (Y) is 0.460, and the
Adjusted R Square value is 0.453. These values indicate the proportion of
variance in the dependent variable Impulse Buying that can be explained by the
independent variables live streaming and e-reviews, and the moderating variable
(FOMO) in the research model. The R Square value of 0.460 means that 46.0% of
the variation in impulse buying can be explained by the factors investigated in
this study, which include live streaming, e-reviews, and their moderation by
FOMO. The remaining 54.0% of the variation is attributed to other factors not
included in this research model. Meanwhile, the Adjusted R Square value of 0.453
provides a more conservative estimate of the model's explanatory power, taking
into account the number of predictors in the model. This indicates that
approximately 45.3% of the variance in impulse buying is explained by the
model, after adjusting for the number of independent variables. This value is
very useful for comparing models with different numbers of predictors. The R-
Square value indicates that the model combining the independent variables of
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live streaming, e-review, and FOMO as a moderating variable explains most of
the variability in impulse buying behavior, indicating moderate to strong
explanatory power of the model.

Table 5 Hypothesis Test Results

Hypothesis Original Sample Standard T Statistic P
Sample | Mean (M) Deviation (]O/STDEV|) | Values
(0) (STDEV)

E-Review (X2) > 0.049 0.056 0.060 0.814 0.416
Impulsive Buying (Y)

ER*FOMO> -0.034 -0.029 0.051 0.669 0.504
Impulsive Buying (Y)

FOMO (M) > 0.629 0.630 0.048 13,202 0,000
Impulsive Buying (Y)

Live Streaming (X1) 0.126 0.128 0.059 2,143 0.033
> Impulsive Buying

v

LS*FOMO> -0.059 -0.060 0.051 1,156 0.248

Impulsive Buying (Y)

Source: Researcher data processed with SmartPLS 3 2025

The Influence of Live Streaming on Impulsive Buying

After performing calculations with SmartPLS 3, it was found that Live
Streaming (X1) showed a statistically significant positive effect on impulse
buying (Y). The original sample value was 0.126, the sample mean was 0.128, and
the P-value was 0.033. Since P-values are less than 0.05, (Boscardin et al., 2024)
Hypothesis 1 was supported, indicating that live streaming positively
contributes to impulse buying behavior. Seeing a streamer promote a product
effectively, coupled with a limited-time promotion, will encourage impulse
buying behavior among consumers.

The Influence of E-Reviews on Impulsive Buying

E-reviews (X2) do not have a statistically significant positive effect on
impulse buying (Y). The P-value for this relationship is 0.416, which is
significantly higher than the standard significance level of 0.05. Therefore,
Hypothesis 2 is not supported, indicating that e-reviews, in this context, do not
significantly influence impulse buying. Previous research conducted by (Santoso,
2023). This also proves that e-reviews have no significant effect on impulse
purchase intentions. Impulse buying is a consumer behavior that tends to make
spontaneous purchases. This can occur due to marketer persuasion and
marketing strategies such as price discounts.

The Influence of FOMO on Impulsive Buying

Fear of Missing Out (FOMO) has a statistically significant positive effect
on impulse buying (Y). With an original sample value of 0.629, a sample mean of
0.630, and a very low P-value of 0.000 (which is less than the typical significance
level of 0.05), Hypothesis 3 is strongly supported, indicating that Fear of Missing
Out behavior significantly drives impulse buying. Consumers with the
characteristic of not wanting to miss out on the latest product trends will tend to

want to own trending products and will buy spontaneously even without prior
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planning. This is usually also driven by the social community in which
consumers hang out.

The Influence of FOMO as a Moderating Variable between Live Streaming and
Impulsive Buying

Fear of Missing Out (FOMO) did not significantly moderate the
relationship between live streaming and impulse buying (LS FOMO > Impulse
Buying [Y]). The P-value for this interaction term was 0.248, which is greater than
0.05. Consequently, Hypothesis 4 was not supported, meaning FOMO did not
significantly influence live streaming on impulse buying. According to previous
research, other factors such as relationship comfort with the streamer and
customer experience were found to be more influential in driving impulse buying
during live streaming sessions (Rinlohokyana & Bismo, 2024). Several previous
studies have also highlighted that emotional factors, such as positive emotions,
can significantly influence impulse buying, suggesting that while FOMO may not
be the primary driver, other emotional triggers can still play an important role in

shaping consumer behavior in the context of live streaming (Moudyla et al., 2025)
(Putri et al., 2025).

The Influence of FOMO as a Moderating Variable between E-review and
Impulsive Buying

FOMO also did not significantly moderate the relationship between e-
reviews and impulse buying (ER FOMO > Impulse Buying [Y]). With a P-value
of 0.504, which is well above 0.05, Hypothesis 5 was not supported. This indicates
that FOMO does not significantly alter the impact of e-reviews on impulse
buying. Previous research has highlighted that while FOMO can influence
impulse buying, it often interacts with factors such as perceived scarcity and
social influence, which may be absent in the context of e-reviews (Canarslan,
2025) (Cengiz & Senel, 2024). Some studies also suggest that FOMO can indeed
play a role in impulse buying under certain conditions, such as perceived scarcity
or social validation, but cannot be a moderator in the context of e-reviews (Cengiz
& Senel, 2024).

CONCLUSIONS AND RECOMMENDATIONS

This study investigates the impact of live streaming and e-reviews on
impulse buying behavior, with Fear of Missing Out (FOMO) as a moderating
variable in the context of digital marketplaces. These findings provide valuable
insights into consumer psychology and offer practical implications for online
retailers.

1. Live streaming has been found to have a significant positive effect on
impulse buying behavior. This is attributed to real-time interactions
between sellers (streamers) and potential buyers, product demonstrations,
live Q&As, and exclusive or limited-time discount offers (scarcity).
Interactive, visually engaging, and compelling live streaming acts as a
powerful stimulus for impulse buying.
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2. Contrary to the second hypothesis, e-reviews did not show a statistically
significant positive effect on impulse buying in this study. While e-
reviews are generally considered important for social validation, reducing
perceived risk, and building trust, their direct effect on impulse buying
was not significant in this specific context.

3. Fear of Missing Out (FOMO) has been identified as a significant positive
predictor of impulsive buying behavior. Consumers with high levels of
FOMO are more likely to make impulse purchases, driven by the fear of
missing out on valuable experiences, information, or opportunities.
Marketing strategies that emphasize scarcity or exclusivity effectively
leverage FOMO to encourage impulsive behavior.

4. This study revealed that FOMO did not significantly moderate the
relationship between live streaming and impulse buying, nor did it
significantly moderate the relationship between e-reviews and impulse
buying. This suggests that while FOMO directly influences impulse
buying, it does not strengthen or weaken the hypothesized impact of live
streaming or e-reviews on impulse buying behavior. Other factors, such
as relational comfort with the streamer, customer experience, perceived
scarcity, and social influence, may play a more prominent moderating role
in the context of this study.

In summary, live streaming and FOMO are key drivers of impulse buying
in digital marketplaces. Although e-reviews are important for building trust,
their direct relationship with impulse buying was not significant in this study.
The moderating role of FOMO on the relationship between live streaming/e-
reviews and impulse buying was also not supported, suggesting that FOMO
primarily acts as a direct motivator for impulsive behavior.

ADVACNED RESEARCH

This study deepens current digital consumer research by demonstrating
that real-time interactive stimuli such as live streaming significantly trigger
impulsive buying, while informational cues like e-reviews do not produce the
same effect. Although FOMO strongly drives impulsive purchases as a direct
psychological factor, it does not strengthen the influence of either live streaming
or e-reviews. These findings suggest that emotional immediacy and interactive
engagement in digital marketplaces play a more dominant role than cognitive
review-based information, offering new insights into how social commerce
environments shape unplanned purchasing behavior.
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