
26 

DAFTAR PUSTAKA 

Antonetti, P., & Maklan, S. (2014). Exploring postconsumption guilt and pride in the 

context of Sustainability. Psychology &amp; Marketing, 31(9), 717–735. 

https://doi.org/10.1002/mar.20730   

Aydın, Hatice. (2018). Explaining the Effect of Fear of Missing Out (FOMO) on Social 

Media on Impulse Buying Through Self-Determination Theory. Uluslararası İktisadi 

ve İdari İncelemeler Dergisi. https://doi.org/10.18092/ulikidince.439179 

Azka, Shafira R. & Wibawa, Berto M. (2025). A Systematic Review of Impulse Buying 

Behavior in Generation Z: Drivers, Channels, and Psychological Triggers. El-Mal 

Jurnal Kajian Ekonomi & Bisnis Islam, 6(11). 

https://doi.org/10.47467/elmal.v6i11.9895 

Barta, S., Gurrea, R., & Flavián, C. (2023). Consequences of consumer regret with online 

shopping. Journal of Retailing and Consumer Services, 73, 103332. 

https://doi.org/10.1016/j.jretconser.2023.103332 

Baumeister, R. F., Stillwell, A. M., & Heatherton, T. F. (1994). Guilt: An interpersonal 

approach. Psychological Bulletin, 115(2), 243–267. https://doi.org/10.1037/0033-

2909.115.2.243 

Baumeister, R. F. (2002). Yielding to Temptation: Self‐Control Failure, Impulsive 

Purchasing, and Consumer Behavior. Journal of Consumer Research, 28(4), 670–676. 

https://doi.org/10.1086/338209 

Brown, K. L., Lawson, K. M., & Banks, D. E. (2023). The Differential Role of Perceived 

Same-Gender and Gender-Neutral Norms in Emerging Adult Risk Behavior. 

Substance Use & Misuse, 59(4), 549–557. 

https://doi.org/10.1080/10826084.2023.2287214 

Burnett, M. S., & Lunsford, D. A. (1994). Conceptualizing Guilt in the Consumer 

Decision‐making Process. Journal of Consumer Marketing, 11(3), 33–43. 

https://doi.org/10.1108/07363769410065454 

Burt, C. H., Sweeten, G., & Simons, R. L. (2014). Sefl-Control Through Emerging 

Adulthood: Instability, Multidimensionality, and Criminological Significance.  

Criminology, 52(3), 450–487. https://doi.org/10.1111/1745-9125.12045 

Peran Fear of Missing Out (FoMO) terhadap Post-Purchase Guilt dengan Impulsive Buying sebagai
Variabel Mediasi pada Pembelian Produk Fashion Gen Z di E-commerce
Shafa Sabrina Arifahma, Rahmat Hidayat, S.Psi., M.Sc., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1002/mar.20730
https://doi.org/10.18092/ulikidince.439179
https://doi.org/10.47467/elmal.v6i11.9895
https://doi.org/10.1016/j.jretconser.2023.103332
https://doi.org/10.1037/0033-2909.115.2.243
https://doi.org/10.1037/0033-2909.115.2.243
https://doi.org/10.1086/338209
https://doi.org/10.1080/10826084.2023.2287214
https://doi.org/10.1108/07363769410065454
https://doi.org/10.1111/1745-9125.12045


27 

Casado-Aranda, L.-A., Sánchez-Fernández, J., & Ibáñez-Zapata, J.-Á. (2022). It is all 

about our impulsiveness – How consumer impulsiveness modulates neural 

evaluation of hedonic and utilitarian banners. Journal of Retailing and Consumer 

Services, 67, 102997. https://doi.org/10.1016/j.jretconser.2022.102997 

Çelik, I. K., Eru, O., & Cop, R. (2019). The Effects of Consumers’ FoMo Tendencies On 

Impulse Buying and The Effects of Impulse Buying on Post- Purchase Regret: An 

Investigation on Retail Stores*. Brain broad research in artisifcal intelligence and 

neuroscience, 10(3), 124–124. https://doi.org/10.70594/brain/v10.i3/13 

Chen, W.-K., Chen, C.-K., & Silalahi, A. D. K. (2021, August 1). Understanding 

Consumers’ Post-purchase Behavior by Cognitive Dissonance and Emotions in 

the Online Impulse Buying Context. IEEE Xplore. 

https://doi.org/10.1109/IRI51335.2021.00061 

Dahl, D. W., Honea, H., & Manchanda, R. V. (2003). The Nature of Self-Reported Guilt 

in Consumption Contexts. Marketing Letters, 14(3), 159–171. 

https://doi.org/10.1023/a:1027492516677 

Dhar, R., & Wertenbroch, K. (2000). Consumer choice between hedonic and utilitarian 

goods. Journal of Marketing Research, 37(1), 60–71. 

https://doi.org/10.1509/jmkr.37.1.60.18718 

Dharmesti, M., Dharmesti, T. R., Kuhne, S., & Thaichon, P. (2019). Understanding online 

shopping behaviours and purchase intentions amongst millennials. Young 

Consumers, 22(1), 152–167.  

Eka Putri, N. L., Sulhaini, & Saufi, A. (2024). The Effect of Fear of Missing Out on Impulse 

Buying in the Context of S-Commerce. International Journal of Multicultural and 

Multireligious Understanding, 11, 401–407. 

https://doi.org/10.18415/ijmmu.v11i7.5942  

Elsayed, H. A. E. (2025). Fear of Missing Out and its impact: exploring relationships with 

social media use, psychological well-being, and academic performance among 

university students. Frontiers in Psychology, 16. 

https://doi.org/10.3389/fpsyg.2025.1582572 

Eurogroup Consulting. (2025, May 15). Indonesia Gen Z Consumer Behavior Shapes the 

Digital Economy. Market Research Indonesia Consulting Firm. 

Peran Fear of Missing Out (FoMO) terhadap Post-Purchase Guilt dengan Impulsive Buying sebagai
Variabel Mediasi pada Pembelian Produk Fashion Gen Z di E-commerce
Shafa Sabrina Arifahma, Rahmat Hidayat, S.Psi., M.Sc., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1016/j.jretconser.2022.102997
https://doi.org/10.70594/brain/v10.i3/13
https://doi.org/10.1109/IRI51335.2021.00061
https://doi.org/10.1023/a:1027492516677
https://doi.org/10.1509/jmkr.37.1.60.18718
https://doi.org/10.18415/ijmmu.v11i7.5942
https://doi.org/10.3389/fpsyg.2025.1582572


28 

https://marketresearchindonesia.com/insights/articles/indonesia-gen-z-

consumer-behavior-digital-economy 

Fenton-O’Creevy, M., Dibb, S., & Furnham, A. (2018). Antecedents and consequences of 

chronic impulsive buying: Can impulsive buying be understood as dysfunctional 

self-regulation? Psychology & Marketing, 35(3), 175–188. 

https://doi.org/10.1002/mar.21078 

Festinger, L. (1962). Cognitive Dissonance. Scientific American, 207(4), 93–106. 

https://doi.org/10.1038/scientificamerican1062-93  

Fitriyani, P., Dahmiri, & Bhayangkari, S. K. W. (2025). Pengaruh live streaming tiktok 

dan fomo (fear of missing out) terhadap keputusan pembelian impulsif produk 

fast fashion pada generasi Z di kota Jambi. Jurnal Dinamika Manajemen, 13(2), 101-

110.  

Fu, Z. (2025). Negative Emotions and Impulse Buying: Psychological Mechanisms, Social 

Influences, and Strategic Interventions. Finance & Economics, 1(6). 

https://doi.org/10.61173/weyksw49 

George, D., & Mallery, P. (2019). IBM SPSS Statistics 26 Step by Step. Routledge.  

Ghaniyah. (2024). The Impact of Fear of Missing Out on Impulsive Buying. International 

Journal of Business Studies, 8(3), 220–232. https://doi.org/10.32924/ijbs.v8i3.342  

Grant, G. B. (2017). Exploring the possibility of peak individualism, humanity’s 

existential crisis, and an emerging age of purpose. Frontiers in Psychology, 8(1478). 

https://doi.org/10.3389/fpsyg.2017.01478 

Gupta, M., & Sharma, A. (2021). Fear of missing out: A brief overview of origin, 

theoretical underpinnings and relationship with mental health. World Journal of 

Clinical Cases, 9(19), 4881–4889. https://doi.org/10.12998/wjcc.v9.i19.4881 

Hair, J., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). A Primer on Partial Least 

Squares Structural Equation Modeling (PLS-SEM). SAGE Publications, 

Incorporated.  

Haws, K. L., Bearden, W. O., & Nenkov, G. Y. (2012). Consumer spending self-control 

effectiveness and outcome elaboration prompts. Journal of the Academy of 

Marketing Science, 40(5), 695–710. https://doi.org/10.1007/s11747-011-0249-2  

Peran Fear of Missing Out (FoMO) terhadap Post-Purchase Guilt dengan Impulsive Buying sebagai
Variabel Mediasi pada Pembelian Produk Fashion Gen Z di E-commerce
Shafa Sabrina Arifahma, Rahmat Hidayat, S.Psi., M.Sc., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

https://marketresearchindonesia.com/insights/articles/indonesia-gen-z-consumer-behavior-digital-economy
https://marketresearchindonesia.com/insights/articles/indonesia-gen-z-consumer-behavior-digital-economy
https://doi.org/10.1002/mar.21078
https://doi.org/10.1038/scientificamerican1062-93
https://doi.org/10.61173/weyksw49
https://doi.org/10.32924/ijbs.v8i3.342
https://doi.org/10.3389/fpsyg.2017.01478
https://doi.org/10.12998/wjcc.v9.i19.4881
https://doi.org/10.1007/s11747-011-0249-2


29 

Hayes, A. F. (2022). Introduction to mediation, moderation, and Conditional Process 

Analysis : a regression-based Approach (3rd ed.). The Guilford Press.  

Helmi, A. F. (2020). Adaptasi dan Validasi Skala FOMO: Desiminasi Hasil Riset. 

Retrieved from YouTube: https://www.youtube.com/watch?v=eNN6MPw1aJ4v 

Hodkinson, C. (2016). “Fear of Missing Out” (FOMO) marketing appeals: A conceptual 

model. Journal of Marketing Communications, 25(1), 65–88. 

https://doi.org/10.1080/13527266.2016.1234504 

Inzlicht, M., & Schmeichel, B. J. (2012). What Is Ego Depletion? Toward a Mechanistic 

Revision of the Resource Model of Self-Control. Perspectives on Psychological Science, 

7(5), 450–463. https://doi.org/10.1177/1745691612454134 

Inzlicht, M., Schmeichel, B. J., & Macrae, C. N. (2014). Why self-control seems (but may 

not be) limited. Trends in Cognitive Sciences, 18(3), 127–133. 

https://doi.org/10.1016/j.tics.2013.12.009 

Japutra, A., Gordon-Wilson, S., Ekinci, Y., & Adam, E. D. (2025). The dark side of brands: 

Exploring fear of missing out, obsessive brand passion, and compulsive buying. 

Journal of Business Research, 186, 114990. 

https://doi.org/10.1016/j.jbusres.2024.114990  

Jumiasih, N. (2023). Pengaruh pembelian impulsif terhadap rasa penyesalan pasca pembelian 

online pada mahasiswi bimbingan konseling islam UIN Suska Riau [Skripsi]. Universitas 

Islam Negeri Sultan Syarif Kasim Riau.   

Kurnia, R., & Ezizwita. (2025). Pengaruh Live Streamingdan Flash SaleTerhadap 

Keputusan Pembelian Produk Fashion Pada E-CommerceTikTok Shop Tokopedia 

(Studi Pada Pengguna E-CommerceTikTok Shop Tokopedia di Kota Padang). 

Journal of Business Economics and Management, 1(3), 452-462.  

Lessler, J. S., & Richman, K. (2019). THE ROLE OF COLLECTIVISM IN EXPLAINING 

LIFE COURSE HEALTH DISPARITIES IN OLDER AGES. Innovation in Aging, 

3(Supplement_1), S490–S490. https://doi.org/10.1093/geroni/igz038.1820 

Mahapatra, S., & Mishra, A. (2021). “Crying over spilt milk?” effect of post‐consumption 

dissonance on coping behaviour for online purchases. International Journal of 

Consumer Studies. https://doi.org/10.1111/ijcs.12744  

Peran Fear of Missing Out (FoMO) terhadap Post-Purchase Guilt dengan Impulsive Buying sebagai
Variabel Mediasi pada Pembelian Produk Fashion Gen Z di E-commerce
Shafa Sabrina Arifahma, Rahmat Hidayat, S.Psi., M.Sc., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

https://www.youtube.com/watch?v=eNN6MPw1aJ4v
https://doi.org/10.1080/13527266.2016.1234504
https://doi.org/10.1177/1745691612454134
https://doi.org/10.1016/j.tics.2013.12.009
https://doi.org/10.1016/j.jbusres.2024.114990
https://doi.org/10.1093/geroni/igz038.1820
https://doi.org/10.1111/ijcs.12744


30 

Martins, C. C., Silva, S. C., Radomska, J., & Hajdas, M. (2023). Consumer guilt proneness 

scale—Assessing individual differences in responses to transgressive 

consumption situations. Psychology & Marketing. https://doi.org/10.1002/mar.21954 

Mckinsey. (2023). Mind the Gap: Loyal Z: Why Gen Z is shopping more frequently than other 

consumers. Mckinsey.com. 

https://www.mckinsey.com/~/media/mckinsey/email/genz/2024/02/2024-02-

27d.ht 

McPherson, D. (2017). Traditional Morality and Sacred Values. Analyse & Kritik, 39(1). 

https://doi.org/10.1515/auk-2017-0003 

Nabilah, Y. (2021). Peran Fashion Involvement terhadap Perilaku Permbelian Impulsif 

Produk Fashion di E-Marketplace dengan Materialisme sebagai Moderator 

(Skripsi tidak diterbitkan). Program Studi Sarjana Psikologi, Universitas Gadjah 

Mada. 

Ngo, T. T. A., Nguyen, H. L. T., Mai, H. T. A., & Nguyen, H. P. (2025). Key determinants 

of online impulse buying behavior: A study from TikTok Shop users in Vietnam. 

Acta Psychologica, 260, 105593. https://doi.org/10.1016/j.actpsy.2025.105593  

Oak, P. P., & Markandeya, A. A. (2025). FOMO and Impulse Buying: A Behavioral Study 

of Gen Z in the Fashion Market. International Journal of Engineering and Management 

Research, 15(3), 75–88. https://doi.org/10.5281/zenodo.15833671 

PCMI. (2024, October 30). Asia-Pacific E-Commerce Market Research Data | PCMI. 

Payments and Commerce Market Intelligence - Global Payments Market Research 

and Insights. https://paymentscmi.com/insights/asia-pacific-ecommerce-market-

research-data/ 

Pereira, M. L., de La Martinière Petroll, M., Soares, J. C., Matos, C. A. de, & Hernani-

Merino, M. (2022). Impulse buying behaviour in omnichannel retail: an approach 

through the stimulus-organism-response theory. International Journal of Retail & 

Distribution Management, 51(1). https://doi.org/10.1108/ijrdm-09-2021-0394  

Pichler, S., Kohli, C., & Granitz, N. (2021). DITTO for Gen Z: A framework for leveraging 

the uniqueness of the new generation. Business Horizons, 64(5), 599–610. 

https://doi.org/10.1016/j.bushor.2021.02.021 

Peran Fear of Missing Out (FoMO) terhadap Post-Purchase Guilt dengan Impulsive Buying sebagai
Variabel Mediasi pada Pembelian Produk Fashion Gen Z di E-commerce
Shafa Sabrina Arifahma, Rahmat Hidayat, S.Psi., M.Sc., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1002/mar.21954
https://www.mckinsey.com/~/media/mckinsey/email/genz/2024/02/2024-02-27d.ht
https://www.mckinsey.com/~/media/mckinsey/email/genz/2024/02/2024-02-27d.ht
https://doi.org/10.1515/auk-2017-0003
https://doi.org/10.1016/j.actpsy.2025.105593
https://doi.org/10.5281/zenodo.15833671
https://paymentscmi.com/insights/asia-pacific-ecommerce-market-research-data/
https://paymentscmi.com/insights/asia-pacific-ecommerce-market-research-data/
https://doi.org/10.1108/ijrdm-09-2021-0394
https://doi.org/10.1016/j.bushor.2021.02.021


31 

Powers, T. L., & Jack, E. P. (2015). Understanding the causes of retail product returns. 

International Journal of Retail & Distribution Management, 43(12), 1182–1202. 

https://doi.org/10.1108/ijrdm-02-2014-0023  

Przybylski, A. K., Murayama, K., DeHaan, C. R., & Gladwell, V. (2013). Motivational, 

emotional, and Behavioral Correlates of Fear of Missing out. Computers in Human 

Behavior, 29(4), 1841–1848. https://doi.org/10.1016/j.chb.2013.02.014  

Rani, M., Dutta, D., & Issac, A. C. (2023). In INDAM: Indian Academy of Management 

at SBM-NMIMS Mumbai (Ed.), Tactical and Fast or Wise and Slow? A Conceptual 

Framework Understanding Impulse Buying Behaviour of Customers: Mediation–

Moderation Model (pp. 199–211). Singapore: Springer Nature Singapore. 

https://doi.org/10.1007/978-981-99-0197-5_12.   

Rizal, M., & Zaenudin. (2025). The The Mediating Role of Positive Emotions in the 

Influence of Fashion Involvement and Shopping Lifestyle on E-Commerce 

Impulse Buying: A Study of Generation Z in Jakarta. International Journal of 

Integrative Sciences, 4(7), 1675–1696. https://doi.org/10.55927/ijis.v4i7.429  

Rook, D. W., & Fisher, R. J. (1995). Normative Influences on Impulsive Buying Behavior. 

Journal of Consumer Research, 22(3), 305–313. https://doi.org/10.1086/209452 

Saintives, C., & Lunardo, R. (2016). Coping with guilt: The roles of rumination and 

positive reappraisal in the effects of postconsumption guilt. Psychology & 

Marketing, 33(5), 344–357.  

Silva, S. C., Martins, C., Casais, B., & Diaz, J. C. (2024). Empowering luxury: How cause-

related marketing influences gen Z and millennials’ post-purchase guilt in China’s 

high-end retail  landscape. European Journal of Applied Business and Management, 

10(3). https://doi.org/10.58869/ejabm10(3)/06   

Silva, S. C., & Martins, C. C. (2017). The relevance of cause-related marketing to post-

purchase guilt alleviation. International Review on Public and Nonprofit Marketing, 

14(4), 475–494. https://doi.org/10.1007/s12208-017-0183-1 

Spiteri Cornish, L. (2020). Why did I buy this? Consumers’ post‐impulse‐consumption 

experience and its impact on the propensity for future impulse buying behaviour. 

Journal of Consumer Behaviour, 19(1), 36–46. https://doi.org/10.1002/cb.1792 

Peran Fear of Missing Out (FoMO) terhadap Post-Purchase Guilt dengan Impulsive Buying sebagai
Variabel Mediasi pada Pembelian Produk Fashion Gen Z di E-commerce
Shafa Sabrina Arifahma, Rahmat Hidayat, S.Psi., M.Sc., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1108/ijrdm-02-2014-0023
https://doi.org/10.1016/j.chb.2013.02.014
https://doi.org/10.1007/978-981-99-0197-5_12
https://doi.org/10.55927/ijis.v4i7.429
https://doi.org/10.1086/209452
https://doi.org/10.58869/ejabm10(3)/06
https://doi.org/10.1007/s12208-017-0183-1
https://doi.org/10.1002/cb.1792


32 

Sun, C., Sun, B., Lin, Y., & Zhou, H. (2022). Problematic Mobile Phone Use Increases with 

the Fear of Missing Out Among College Students: The Effects of Self-Control, 

Perceived Social Support and Future Orientation. Psychology Research and Behavior 

Management, Volume 15, 1–8. https://doi.org/10.2147/prbm.s345650 

Tuba Ulaştıran. (2017, September 25). FOMO, the Pandemic of Our Time: The Truth 

Behind Its Success in the Marketing World. Pazarlasmasyon. 

https://www.pazarlamasyon.com/cagimizin-salgini-FoMO-pazarlama-

dunyasindaki-basarisinin-ardindaki-gercekler/ 

Vohs, Kathleen D., & Faber, Ronald J. (2007). Spent Resources: Self‐Regulatory Resource 

Availability Affects Impulse Buying. Journal of Consumer Research, 33(4), 537–547. 

https://doi.org/10.1086/510228 

Weinberger, M. F., Zavisca, J. R., & Silva, J. M. (2017). Consuming for an Imagined 

Future: Middle-Class Consumer Lifestyle and Exploratory Experiences in the 

Transition to Adulthood. Journal of Consumer Research, 44(2), 332–360. 

https://doi.org/10.1093/jcr/ucx045  

Yi, S., & Baumgartner, H. (2011). Coping with guilt and shame in the impulse buying 

context. Journal of Economic Psychology, 32(3), 458–467. 

https://doi.org/10.1016/j.joep.2011.03.011 

Zeta, Noprella, A., Najib, M., Permana, E., & Lazarus Sinaga. (2025). Analisis Perilaku 

Belanja Impulsif Gen Z di Tiktok Shop. Jurnal Nuansa : Publikasi Ilmu Manajemen 

Dan Ekonomi Syariah, 3(3), 274–284. https://doi.org/10.61132/nuansa.v3i3.1968  

Zulkarnain, H., & Hidayat, R. (2023). The influence of social media on consumer 

shopping habits of generations X, Y, and Z. Jurnal Media Akademik, 5(2), 123-136.  

 

  

Peran Fear of Missing Out (FoMO) terhadap Post-Purchase Guilt dengan Impulsive Buying sebagai
Variabel Mediasi pada Pembelian Produk Fashion Gen Z di E-commerce
Shafa Sabrina Arifahma, Rahmat Hidayat, S.Psi., M.Sc., Ph.D.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.2147/prbm.s345650
https://www.pazarlamasyon.com/cagimizin-salgini-FoMO-pazarlama-dunyasindaki-basarisinin-ardindaki-gercekler/
https://www.pazarlamasyon.com/cagimizin-salgini-FoMO-pazarlama-dunyasindaki-basarisinin-ardindaki-gercekler/
https://doi.org/10.1086/510228
https://doi.org/10.1093/jcr/ucx045
https://doi.org/10.1016/j.joep.2011.03.011
https://doi.org/10.61132/nuansa.v3i3.1968

	DAFTAR PUSTAKA

