
 

References 

 

Abidin, C. (2018). Internet Celebrity: Understanding Fame Online. 
https://doi.org/10.1108/9781787560765 

Adam, A., & Sizemore, B. (2013). Parasocial romance: A Social Exchange Perspective. 
Interpersona: An International Journal on Personal Relationships, 7(1), 12–25. 
https://doi.org/10.5964/ijpr.v7i1.106 

Aguirre-Urreta, M. I., & Hu, J. (2019). Detecting common method bias. ACM SIGMIS 
Database: The DATABASE for Advances in Information Systems, 50(2), 45–70. 
https://doi.org/10.1145/3330472.3330477  

Aruguete, M. S., Grieve, F., Zsila, Á., Horváth, R., Demetrovics, Z., & McCutcheon, L. E. 
(2024). The absorption-addiction model of celebrity worship: In search of a broader 
theoretical foundation. BMC Psychology, 12(1). 
https://doi.org/10.1186/s40359-024-01733-6 

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 

Beatty, S. E., & Elizabeth Ferrell, M. (1998). Impulse buying: Modeling its precursors. 
Journal of Retailing, 74(2), 169–191. https://doi.org/10.1016/s0022-4359(99)80092-x 

Bocarnea, M. (2007). Celebrity-persona parasocial interaction scale. Handbook of Research on 
Electronic Surveys and Measurements, 309–312. 
https://doi.org/10.4018/978-1-59140-792-8.ch039 

Chan, T. K. H., Cheung, C. M. K., & Lee, Z. W. Y. (2017). The state of online impulse-buying 
research: A literature analysis. Information &amp; Management, 54(2), 204–217. 
https://doi.org/10.1016/j.im.2016.06.001 

Chang, H.-J., Eckman, M., & Yan, R.-N. (2011). Application of the 
stimulus-organism-response model to the retail environment: The role of hedonic 
motivation in impulse buying behavior. The International Review of Retail, Distribution 
and Consumer Research, 21(3), 233–249. https://doi.org/10.1080/09593969.2011.578798 

Chung, S., & Cho, H. (2017). Fostering parasocial relationships with celebrities on social 
media: Implications for celebrity endorsement. Psychology &amp; Marketing, 34(4), 
481–495. https://doi.org/10.1002/mar.21001 

Creswell, J. W., & Creswell, J. D. (2018). Research design: Qualitative, quantitative, and mixed 
methods approaches. SAGE Publications, Inc. 

Maximization as a Mediator of the Parasocial Relationships and Impulsive Spending in Indonesian
Thai
Fandom Culture
Anindya Dewi Atmariani, Rahmat Hidayat, S.Psi., M.Sc., Ph.D.; Dr. Rizqi Nurâ€™aini Aâ€™yuninnisa, S.Psi., M.Sc.; Wulan Nur Jatmika, S.Psi., M.Sc.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



 

Dai, Y., & Walther, J. B. (2018). Vicariously experiencing parasocial intimacy with public 
figures through observations of interactions on social media. Human Communication 
Research, 44(3), 322–342. https://doi.org/10.1093/hcr/hqy003 

Dalal, D. K., Diab, D. L., Zhu, X., & Hwang, T. (2015). Understanding the construct of 
Maximizing Tendency: A theoretical and empirical evaluation. Journal of Behavioral 
Decision Making, 28(5), 437–450. https://doi.org/10.1002/bdm.1859 

Dillman, D. A., Smyth, J. D., & Christian, L. M. (2014). Internet, phone, mail, and mixed-mode 
surveys: The Tailored Design Method. Wiley. 

Etikan, I. (2016). Comparison of convenience sampling and purposive sampling. American 
Journal of Theoretical and Applied Statistics, 5(1), 1. 
https://doi.org/10.11648/j.ajtas.20160501.11 

Evans, J. St., & Stanovich, K. E. (2013). Dual-process theories of higher cognition. 
Perspectives on Psychological Science, 8(3), 223–241. 
https://doi.org/10.1177/1745691612460685 

Giles, D. C. (2002). Parasocial Interaction: A review of the literature and a model for future 
research. Media Psychology, 4(3), 279–305. 
https://doi.org/10.1207/s1532785xmep0403_04 

Gleason, T. R., Theran, S. A., & Newberg, E. M. (2017). Parasocial interactions and 
relationships in early adolescence. Frontiers in Psychology, 8. 
https://doi.org/10.3389/fpsyg.2017.00255 

Good, M. C., & Hyman, M. R. (2020). ‘fear of missing out’: Antecedents and influence on 
purchase likelihood. Journal of Marketing Theory and Practice, 28(3), 330–341. 
https://doi.org/10.1080/10696679.2020.1766359 

Hartmann, T. (2016). Parasocial interaction, parasocial relationships, and well-being. In The 
Routledge handbook of media use and well-being (pp. 131-144). Routledge. 

Horton, D., & Richard Wohl, R. (1956). Mass communication and para-social interaction. 
Psychiatry, 19(3), 215–229. https://doi.org/10.1080/00332747.1956.11023049 

Huang, Y., & Mohamad, S. H. (2025). Examining the impact of parasocial interaction and 
social presence on impulsive purchase in live streaming commerce context. Frontiers 
in Communication, 10. https://doi.org/10.3389/fcomm.2025.1554681 

Hwang, K., & Zhang, Q. (2018). Influence of parasocial relationship between digital 
celebrities and their followers on followers’ purchase and electronic word-of-mouth 
intentions, and persuasion knowledge. Computers in Human Behavior, 87, 155–173. 
https://doi.org/10.1016/j.chb.2018.05.029 

Maximization as a Mediator of the Parasocial Relationships and Impulsive Spending in Indonesian
Thai
Fandom Culture
Anindya Dewi Atmariani, Rahmat Hidayat, S.Psi., M.Sc., Ph.D.; Dr. Rizqi Nurâ€™aini Aâ€™yuninnisa, S.Psi., M.Sc.; Wulan Nur Jatmika, S.Psi., M.Sc.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



 

Israel, M., & Hay, I. (2006). Research Ethics for Social Scientists. 
https://doi.org/10.4135/9781849209779 

Iyer, G. R., Blut, M., Xiao, S. H., & Grewal, D. (2019). Impulse buying: A meta-analytic 
review. Journal of the Academy of Marketing Science, 48(3), 384–404. 
https://doi.org/10.1007/s11747-019-00670-w 

Jarzyna, C. L. (2020). Parasocial interaction, the COVID-19 quarantine, and Digital Age 
Media. Human Arenas, 4(3), 413–429. https://doi.org/10.1007/s42087-020-00156-0 

Jiarananon, S., & Serisuthikulchai, P. (2022). A success of content communication through 
Y-Series: A Case Study of 2gether the series. MediAsia Official Conference Proceedings, 
37–46. https://doi.org/10.22492/issn.2186-5906.2022-1.4 

Jung, S. J. (2021). Introduction to mediation analysis and examples of its application to 
real-world data. Journal of Preventive Medicine and Public Health, 54(3), 166–172. 
https://doi.org/10.3961/jpmph.21.069 

Kankam, G., & Charnor, I. T. (2023). Emotional intelligence and consumer decision-making 
styles: The mediating role of brand trust and brand loyalty. Future Business Journal, 
9(1). https://doi.org/10.1186/s43093-023-00239-8 

Kim, M. S., Wang, S., & Kim, S. (2023). Effects of online fan community interactions on 
well-being and sense of virtual community. Behavioral Sciences, 13(11), 897. 
https://doi.org/10.3390/bs13110897 

King-O’Riain, R. C. (2020). “they were having so much fun, so genuinely . . .”: K-pop fan 
online affect and corroborated authenticity. New Media &amp; Society, 23(9), 
2820–2838. https://doi.org/10.1177/1461444820941194 

Klein, A. (2022). Consumer decision-making styles, involvement, and the intention to 
participate in online group buying. Journal of Retailing and Consumer Services, 65, 
Article 102874. 
https://www.sciencedirect.com/science/article/abs/pii/S096969892100374X 

Li, K., Ji, C., Prentice, C., Sthapit, E., & He, Q. (2025). Unveiling the myth: How streamer 
attractiveness drives impulse buying in live streaming. Services Marketing Quarterly, 
46(1–2), 1–26. https://doi.org/10.1080/15332969.2025.2478732 

Li, R., Lu, C., & Meng, Y. (2023). A study on the consumption behavior and psychological 
motivation of fans celebrity endorsement --based on the perspective of parasocial 
relationships. Lecture Notes in Education Psychology and Public Media, 30(1), 117–123. 
https://doi.org/10.54254/2753-7048/30/20231602 

Li, X., Guo, M., & Huang, D. (2023). The role of scarcity promotion and cause-related events 
in impulse purchase in the Agricultural Product Live Stream. Scientific Reports, 13(1). 
https://doi.org/10.1038/s41598-023-30696-8 

Maximization as a Mediator of the Parasocial Relationships and Impulsive Spending in Indonesian
Thai
Fandom Culture
Anindya Dewi Atmariani, Rahmat Hidayat, S.Psi., M.Sc., Ph.D.; Dr. Rizqi Nurâ€™aini Aâ€™yuninnisa, S.Psi., M.Sc.; Wulan Nur Jatmika, S.Psi., M.Sc.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



 

Mandolfo, M., & Lamberti, L. (2021). Past, present, and future of impulse buying research 
methods: A systematic literature review. Frontiers in Psychology, 12. 
https://doi.org/10.3389/fpsyg.2021.687404 

Ozer, L., & Gultekin, B. (2015). Pre- and post-purchase stage in impulse buying: The role of 
mood and satisfaction. Journal of Retailing and Consumer Services, 22, 71–76. 
https://doi.org/10.1016/j.jretconser.2014.10.004 

Palinkas, L. A., Horwitz, S. M., Green, C. A., Wisdom, J. P., Duan, N., & Hoagwood, K. 
(2013). Purposeful sampling for qualitative data collection and analysis in Mixed 
Method Implementation Research. Administration and Policy in Mental Health and 
Mental Health Services Research, 42(5), 533–544. 
https://doi.org/10.1007/s10488-013-0528-y 

Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., & Podsakoff, N. P. (2003). Common method 
biases in behavioral research: A critical review of the literature and recommended 
remedies. Journal of Applied Psychology, 88(5), 879–903. 
https://doi.org/10.1037/0021-9010.88.5.879  

Podsakoff, P. M., Podsakoff, N. P., Williams, L. J., Huang, C., & Yang, J. (2024). Common 
method bias: It’s bad, it’s complex, it’s widespread, and it’s not easy to fix. Annual 
Review of Organizational Psychology and Organizational Behavior, 11(1), 17–61. 
https://doi.org/10.1146/annurev-orgpsych-110721-040030  

Rook, D. W. (1987). The buying impulse. Journal of Consumer Research, 14(2), 189. 
https://doi.org/10.1086/209105 

Rook, D. W., & Fisher, R. J. (1995). Normative influences on impulsive buying behavior. 
Journal of Consumer Research, 22(3), 305. https://doi.org/10.1086/209452 

Schober, P., Boer, C., & Schwarte, L. A. (2018). Correlation coefficients: Appropriate use and 
interpretation. Anesthesia &amp; Analgesia, 126(5), 1763–1768. 
https://doi.org/10.1213/ane.0000000000002864 

Schramm, H., Liebers, N., Biniak, L., & Dettmar, F. (2024). Research trends on parasocial 
interactions and relationships with media characters. A review of 281 English and 
German-language studies from 2016 to 2020. Frontiers in psychology, 15, 1418564. 
https://doi.org/10.3389/fpsyg.2024.1418564 

Schwartz, B. (2014). The paradox of choice. HarperCollins e-Books. 

Schwartz, B., Ward, A., Monterosso, J., Lyubomirsky, S., White, K., & Lehman, D. R. (2002). 
Maximizing Versus Satisficing: Happiness is a matter of choice. Journal of Personality 
and Social Psychology, 83(5), 1178–1197. https://doi.org/10.1037/0022-3514.83.5.1178 

Sheruly, I., & Koentary, A. S. (2023). The effect of parasocial relationship on online 
impulsive buying tendency: Exploring the role of Financial Literacy and self-control. 

Maximization as a Mediator of the Parasocial Relationships and Impulsive Spending in Indonesian
Thai
Fandom Culture
Anindya Dewi Atmariani, Rahmat Hidayat, S.Psi., M.Sc., Ph.D.; Dr. Rizqi Nurâ€™aini Aâ€™yuninnisa, S.Psi., M.Sc.; Wulan Nur Jatmika, S.Psi., M.Sc.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



 

‎‎‎TAZKIYA Journal of Psychology, 11(2), 114–131. 
https://doi.org/10.15408/tazkiya.v11i2.31281 

Spector, P. E. (2006). Method variance in Organizational Research. Organizational Research 
Methods, 9(2), 221–232. https://doi.org/10.1177/1094428105284955  

Stein, J.-P., Linda Breves, P., & Anders, N. (2022). Parasocial interactions with real and 
virtual influencers: The role of perceived similarity and human-likeness. New Media 
&amp; Society, 26(6), 3433–3453. https://doi.org/10.1177/14614448221102900 

Sutiono, H. T., Hayumurti, A. K., Tugiyo, T., & Harjanti, S. (2024). Parasocial interaction as a 
mediator: Unraveling the influence of social media influencers on purchase 
intentions. Asian Pacific Journal of Management and Education, 7(1), 125–140. 
https://doi.org/10.32535/apjme.v7i1.2937 

The, A. T., & Dewi Swastika, G. L. (2024). Fanatisme Dalam Interaksi parasosial: Studi 
Budaya Konsumsi blink Indonesia dalam pembelian merchandise blackpink di 
Aplikasi Weverse Dan Weverse shop. Journal of Management and Bussines (JOMB), 
6(3), 1305–1314. https://doi.org/10.31539/jomb.v6i3.9764 

Verplanken, B., & Sato, A. (2011). The psychology of impulse buying: An integrative 
self-regulation approach. Journal of Consumer Policy, 34(2), 197–210. 
https://doi.org/10.1007/s10603-011-9158-5 

Vohs, K. D., & Faber, R. 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 

Wood, M. (1998). Socio-economic status, delay of gratification, and impulse buying. Journal 
of Economic Psychology, 19(3), 295–320. https://doi.org/10.1016/s0167-4870(98)00009-9 

Xiang, L., Zheng, X., Lee, M. K. O., & Zhao, D. (2016). Exploring consumers’ impulse 
buying behavior on Social Commerce Platform: The role of parasocial interaction. 
International Journal of Information Management, 36(3), 333–347. 
https://doi.org/10.1016/j.ijinfomgt.2015.11.002 

Xiao, S. H., & Nicholson, M. (2012). A multidisciplinary cognitive behavioural framework 
of impulse buying: A systematic review of the literature. International Journal of 
Management Reviews, 15(3), 333–356. https://doi.org/10.1111/j.1468-2370.2012.00345.x 

Xiao, S. H., & Nicholson, M. (2013). A multidisciplinary cognitive behavioural framework 
of impulse buying: A systematic review of the literature. International Journal of 
Management Reviews, 15(3), 333–356. https://doi.org/10.1111/j.1468-2370.2012.00345.x 

Xu, A., Baysari, M. T., Stocker, S. L., Leow, L. J., Day, R. O., & Carland, J. E. (2020). 
Researchers’ views on, and experiences with, the requirement to obtain informed 

Maximization as a Mediator of the Parasocial Relationships and Impulsive Spending in Indonesian
Thai
Fandom Culture
Anindya Dewi Atmariani, Rahmat Hidayat, S.Psi., M.Sc., Ph.D.; Dr. Rizqi Nurâ€™aini Aâ€™yuninnisa, S.Psi., M.Sc.; Wulan Nur Jatmika, S.Psi., M.Sc.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/



 

consent in research involving human participants: A qualitative study. BMC Medical 
Ethics, 21(1). https://doi.org/10.1186/s12910-020-00538-7 

Yusof, M. Y., Teo, C. H., & Ng, C. J. (2022). Electronic informed consent criteria for Research 
Ethics Review: A scoping review. BMC Medical Ethics, 23(1). 
https://doi.org/10.1186/s12910-022-00849-x  

 
 

 

Maximization as a Mediator of the Parasocial Relationships and Impulsive Spending in Indonesian
Thai
Fandom Culture
Anindya Dewi Atmariani, Rahmat Hidayat, S.Psi., M.Sc., Ph.D.; Dr. Rizqi Nurâ€™aini Aâ€™yuninnisa, S.Psi., M.Sc.; Wulan Nur Jatmika, S.Psi., M.Sc.
Universitas Gadjah Mada, 2026 | Diunduh dari http://etd.repository.ugm.ac.id/


	References 

