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C. Jawaban Demografi
Rata-rata Pendapatan (per | Seberapa sering Anda membeli produk melalui
No. Gender Usia Pekerjaan bulan) live streaming TikTok dalam 1 bulan?

1 Perempuan | 21-30 Karyawan swasta Rp 3.000.000 - Rp 5.000.000 1-2 kali

2 Laki-laki 21-30 | Pelajar/Mahasiswa Rp 3.000.000 - Rp 5.000.000 3-5 kali

3 Perempuan | 41-50 Ibu rumah tangga Di atas Rp 5.000.000 1-2 kali

4 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 3.000.000 - Rp 5.000.000 3-5 kali

5 Laki-laki 21-30 | Pelajar/Mahasiswa Rp 3.000.000 - Rp 5.000.000 3-5 kali

97




6 Laki-laki 41-50 Wirausaha Di atas Rp 5.000.000 > 5 kali
7 Perempuan | 41-50 Wirausaha Di atas Rp 5.000.000 1-2 kali
8 Laki-laki 21-30 Wirausaha Rp 3.000.000 - Rp 5.000.000 1-2 kali
9 Perempuan | 41-50 Ibu rumah tangga Di bawah Rp 1.000.000 1-2 kali
10 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
11 Perempuan | 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 > 5 kali
12 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 1-2 kali
13 Laki-laki 21-30 Wirausaha Rp 3.000.000 - Rp 5.000.000 1-2 kali
14 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 1-2 kali
15 Laki-laki 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 1-2 kali
16 Laki-laki 21-30 | Pelajar/Mahasiswa Rp 3.000.000 - Rp 5.000.000 3-5 kali
17 Laki-laki 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
18 Perempuan | 21-30 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 > 5 kali
19 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 1-2 kali
20 Perempuan 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 1-2 kali
21 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
22 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
23 Laki-laki 17-20 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 1-2 kali
24 Perempuan >50 PNS Di atas Rp 5.000.000 > 5 kali
25 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 > 5 kali
26 Laki-laki 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 1-2 kali
27 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
28 Laki-laki 31-40 Wirausaha Di atas Rp 5.000.000 3-5 kali
29 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 3.000.000 - Rp 5.000.000 3-5 kali
30 Laki-laki 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
31 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
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32 Laki-laki 31-40 Wirausaha Di atas Rp 5.000.000 3-5 kali
33 Perempuan | 21-30 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 3-5 kali
34 Perempuan | 21-30 Karyawan swasta Di atas Rp 5.000.000 > 5 kali
35 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
36 Perempuan | 21-30 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 1-2 kali
37 Perempuan | 21-30 Freelance Rp 1.000.000 - Rp 3.000.000 3-5 kali
38 Perempuan | 17-20 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 1-2 kali
39 Perempuan | 17-20 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 1-2 kali
40 Laki-laki 17-20 Wirausaha Rp 1.000.000 - Rp 3.000.000 1-2 kali
41 Perempuan | 21-30 PNS Rp 1.000.000 - Rp 3.000.000 3-5 kali
42 Perempuan | 17-20 Wirausaha Rp 1.000.000 - Rp 3.000.000 1-2 kali
43 Perempuan | 21-30 Wirausaha Rp 1.000.000 - Rp 3.000.000 3-5 kali
44 Perempuan | 21-30 PNS Rp 3.000.000 - Rp 5.000.000 3-5 kali
45 Perempuan | 21-30 Wirausaha Rp 1.000.000 - Rp 3.000.000 > 5 kali
46 Laki-laki 21-30 Wirausaha Rp 3.000.000 - Rp 5.000.000 1-2 kali
47 Laki-laki 21-30 PNS Rp 3.000.000 - Rp 5.000.000 3-5 kali
48 Laki-laki 21-30 Wirausaha Rp 1.000.000 - Rp 3.000.000 1-2 kali
49 Laki-laki 17-20 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 1-2 kali
50 Perempuan | 21-30 Wirausaha Rp 1.000.000 - Rp 3.000.000 1-2 kali
51 Perempuan | 17-20 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 3-5 kali
52 Laki-laki 21-30 PNS Rp 3.000.000 - Rp 5.000.000 3-5 kali
53 Perempuan | 17-20 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 3-5 kali
54 Perempuan | 17-20 Wirausaha Rp 1.000.000 - Rp 3.000.000 3-5 kali
55 Perempuan | 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
56 Perempuan | 21-30 Freelance Rp 1.000.000 - Rp 3.000.000 3-5 kali
57 Laki-laki 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
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58 Laki-laki 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
59 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 3.000.000 - Rp 5.000.000 3-5 kali
60 Laki-laki 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 1-2 kali
61 Laki-laki 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
62 Laki-laki 17-20 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 3-5 kali
63 Perempuan | 21-30 Freelance Rp 3.000.000 - Rp 5.000.000 3-5 kali
64 Laki-laki 21-30 Freelance Rp 1.000.000 - Rp 3.000.000 3-5 kali
65 Laki-laki 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
66 Perempuan | 21-30 Wirausaha Rp 1.000.000 - Rp 3.000.000 3-5 kali
67 Perempuan | 21-30 Freelance Rp 3.000.000 - Rp 5.000.000 > 5 kali
68 Perempuan | 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
69 Perempuan 21-30 PNS Di atas Rp 5.000.000 > 5 kali
70 Perempuan | 21-30 Wirausaha Rp 1.000.000 - Rp 3.000.000 3-5 kali
71 Perempuan | 21-30 Freelance Di atas Rp 5.000.000 3-5 kali
72 Laki-laki 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 1-2 kali
73 Perempuan | 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 1-2 kali
74 Laki-laki 21-30 Wirausaha Rp 3.000.000 - Rp 5.000.000 > 5 kali
75 Perempuan | 21-30 Freelance Rp 3.000.000 - Rp 5.000.000 3-5 kali
76 Laki-laki 41-50 Freelance Rp 1.000.000 - Rp 3.000.000 3-5 kali
77 Laki-laki 31-40 Wirausaha Rp 3.000.000 - Rp 5.000.000 3-5 kali
78 Perempuan | 21-30 Wirausaha Rp 3.000.000 - Rp 5.000.000 3-5 kali
79 Laki-laki 31-40 Freelance Di atas Rp 5.000.000 3-5 kali
80 Laki-laki 21-30 Freelance Rp 3.000.000 - Rp 5.000.000 > 5 kali
81 Laki-laki 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
82 Laki-laki 21-30 PNS Di atas Rp 5.000.000 > 5 kali
83 Perempuan | 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
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84 Laki-laki 31-40 PNS Di atas Rp 5.000.000 3-5 kali
85 Perempuan | 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 > 5 kali
86 Perempuan | 21-30 Freelance Rp 3.000.000 - Rp 5.000.000 > 5 kali
87 Perempuan | 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
88 Perempuan | 31-40 Wirausaha Di atas Rp 5.000.000 > 5 kali
89 Perempuan | 21-30 Freelance Rp 3.000.000 - Rp 5.000.000 > 5 kali
90 Perempuan | 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
91 Laki-laki >50 PNS Di atas Rp 5.000.000 1-2 kali
92 Laki-laki 41-50 Wirausaha Di atas Rp 5.000.000 3-5 kali
93 Perempuan | 17-20 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 > 5 kali
94 Perempuan | 21-30 Wirausaha Rp 3.000.000 - Rp 5.000.000 1-2 kali
95 Laki-laki 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 1-2 kali
96 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 1-2 kali
97 Perempuan | 21-30 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 1-2 kali
98 Perempuan | 21-30 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 3-5 kali
99 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
100 Laki-laki 21-30 Wirausaha Rp 3.000.000 - Rp 5.000.000 3-5 kali
101 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
102 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 3.000.000 - Rp 5.000.000 3-5 kali
103 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
104 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
105 Laki-laki 21-30 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 1-2 kali
106 Perempuan | 21-30 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 1-2 kali
107 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 3.000.000 - Rp 5.000.000 3-5 kali
108 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 > 5 kali
109 Perempuan | 21-30 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 3-5 kali
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110 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
111 Perempuan 21-30 PNS Rp 3.000.000 - Rp 5.000.000 > 5 kali
112 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
113 Perempuan | 21-30 Wirausaha Rp 1.000.000 - Rp 3.000.000 3-5 kali
114 Laki-laki 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 1-2 kali
115 Perempuan | 17-20 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 1-2 kali
116 Laki-laki 21-30 | Pelajar/Mahasiswa Rp 3.000.000 - Rp 5.000.000 1-2 kali
117 Perempuan | 21-30 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 3-5 kali
118 Perempuan | 21-30 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 3-5 kali
119 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 3.000.000 - Rp 5.000.000 1-2 kali
120 Perempuan | 17-20 | Pelajar/Mahasiswa Di atas Rp 5.000.000 > 5 kali
121 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
122 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 1-2 kali
123 Perempuan | 21-30 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 1-2 kali
124 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 1-2 kali
125 Laki-laki 31-40 Freelance Rp 1.000.000 - Rp 3.000.000 1-2 kali
126 Laki-laki 41-50 PNS Rp 3.000.000 - Rp 5.000.000 > 5 kali
127 Laki-laki 21-30 Wirausaha Rp 3.000.000 - Rp 5.000.000 3-5 kali
128 Perempuan | 21-30 Wirausaha Rp 1.000.000 - Rp 3.000.000 3-5 kali
129 Perempuan | 21-30 Wirausaha Rp 1.000.000 - Rp 3.000.000 3-5 kali
130 Perempuan | 17-20 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 > 5 kali
131 Laki-laki 21-30 Wirausaha Rp 3.000.000 - Rp 5.000.000 3-5 kali
132 Perempuan | 17-20 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 > 5 kali
133 Laki-laki 17-20 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 1-2 kali
134 Laki-laki 21-30 PNS Di atas Rp 5.000.000 1-2 kali
135 Laki-laki 17-20 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 > 5 kali
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136 Laki-laki 21-30 Wirausaha Rp 3.000.000 - Rp 5.000.000 > 5 kali
137 Laki-laki 17-20 Freelance Rp 3.000.000 - Rp 5.000.000 3-5 kali
138 Laki-laki 21-30 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 > 5 kali
139 Laki-laki 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 > 5 kali
140 Laki-laki 21-30 PNS Di atas Rp 5.000.000 1-2 kali
141 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 3.000.000 - Rp 5.000.000 1-2 kali
142 Laki-laki 17-20 Freelance Rp 1.000.000 - Rp 3.000.000 1-2 kali
143 Laki-laki 21-30 Wirausaha Rp 3.000.000 - Rp 5.000.000 3-5 kali
144 Perempuan | 21-30 Freelance Rp 1.000.000 - Rp 3.000.000 3-5 kali
145 Laki-laki 17-20 Freelance Rp 3.000.000 - Rp 5.000.000 > 5 kali
146 Laki-laki 21-30 Wirausaha Di atas Rp 5.000.000 1-2 kali
147 Laki-laki 21-30 PNS Di atas Rp 5.000.000 > 5 kali
148 Laki-laki 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 > 5 kali
149 Perempuan | 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
150 Laki-laki 17-20 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 1-2 kali
151 Perempuan | 17-20 Wirausaha Rp 1.000.000 - Rp 3.000.000 3-5 kali
152 Laki-laki 21-30 PNS Di atas Rp 5.000.000 3-5 kali
153 Perempuan | 17-20 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 1-2 kali
154 Laki-laki 17-20 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 > 5 kali
155 Laki-laki 21-30 Wirausaha Rp 3.000.000 - Rp 5.000.000 3-5 kali
156 Perempuan | 21-30 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 3-5 kali
157 Laki-laki 21-30 PNS Di atas Rp 5.000.000 > 5 kali
158 Perempuan | 21-30 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 1-2 kali
159 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 1-2 kali
160 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 1-2 kali
161 Perempuan | 17-20 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 3-5 kali
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162 Perempuan | 21-30 Freelance Rp 3.000.000 - Rp 5.000.000 3-5 kali
163 Perempuan | 17-20 Wirausaha Rp 1.000.000 - Rp 3.000.000 1-2 kali
164 Perempuan | 17-20 PNS Rp 1.000.000 - Rp 3.000.000 1-2 kali
165 Perempuan | 21-30 Freelance Di bawah Rp 1.000.000 > 5 kali
166 Perempuan | 21-30 Freelance Rp 1.000.000 - Rp 3.000.000 > 5 kali
167 Perempuan | 21-30 Wirausaha Di bawah Rp 1.000.000 3-5 kali
168 Perempuan | 17-20 PNS Rp 1.000.000 - Rp 3.000.000 3-5 kali
169 Perempuan | 17-20 Freelance Rp 3.000.000 - Rp 5.000.000 3-5 kali
170 Perempuan | 21-30 Wirausaha Rp 1.000.000 - Rp 3.000.000 3-5 kali
171 Perempuan | 17-20 PNS Rp 1.000.000 - Rp 3.000.000 3-5 kali
172 Perempuan | 21-30 | Pelajar/Mahasiswa Di bawah Rp 1.000.000 3-5 kali
173 Laki-laki 31-40 PNS Rp 3.000.000 - Rp 5.000.000 3-5 kali
174 Perempuan | 21-30 PNS Rp 3.000.000 - Rp 5.000.000 1-2 kali
175 Perempuan | 17-20 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 1-2 kali
176 Laki-laki >50 PNS Di atas Rp 5.000.000 1-2 kali
177 Perempuan | 21-30 | Pelajar/Mahasiswa Rp 1.000.000 - Rp 3.000.000 3-5 kali
178 Laki-laki 41-50 Freelance Rp 3.000.000 - Rp 5.000.000 3-5 kali
179 Laki-laki >50 Freelance Rp 1.000.000 - Rp 3.000.000 1-2 kali
180 Laki-laki 41-50 Wirausaha Rp 3.000.000 - Rp 5.000.000 1-2 kali
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tested msing the method af Fomell and Lascker (2015).
Amdngiy.ﬂuqmmm:r.wnumh:mm

nce evel, The FOME effeet pesitively impacts
g behivior via. livestream (Beta cocfficient
satistically sigrificant at 151 Al the same

AL Reliwbiliey Tosr
The analysis results from Smart-PLS software imdicats
that all factors are reliable, with Crombach’s Alpha coef-
ficiens greater tham 0.6 and compesite reliahility (CR)
greater than 0.7 {1 Lair o o 2004, Furihermore, the fac-
tors comverge with factor loadings above L5 and Aserage
Variance Extracted (AVE} greater than 50046 (1air ot o, B
2004). The details are in Table 11
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information abowt the product and change their percep-
feoms and attitudes accordingly Furthermare, if viewers
fecl ateracted ta the livestreamer. they tend 1o wasch longer
and more frequently. This contrbutes w increased viewer
acceptance of the informasion, thanks 1o the connection
‘hetween the brand and the atiractive lvestreamer. There-
dore, the research hypothesis is propesed o follows:

# HI: The attractiveness of livestreamers has a pos-

tive impact on FORMO.

Custrmers are more satisfied with their shopping experi-
ences when they receive high-quality information (CGae &
Ba. 104 ). Credibility of the information and the perceived
vahese of the product lower risk and ncrease
transactional trust [Micalaou er af | 2015). This direcily
connects to the spectator’s newly altered attitude and
cognitive state In kve sireaming commerce, o formation
quality—such as i arwl
reliability —is helpful (Hillignss & Rick, 2005). With taske
relevant cues like revien comments, phatos, videos, music,
thoraugh product prescntations, and realdime intcrace
tboms, Tik Tok live streams offcr top-notch cantent. As a
mesult, the quality of the information afects how viewers
madily ar revise their perception of the product’s worth.
Viewers can also observe how the product functions
@ variety of periods Therefore, the better the guality of
informatien perceived in Tiktok livestreams, the stronger
kie trust in the praduct ans the dectsion 1o buy under the
fear of missing out will be created because when they trust
the product and understand betier from bere, they will
sy hecause of the Fear of missing out on a good deal. The
follawing hypothess is proposed:

wformation quality has a positive impact

Cansumers who engage with the livestreamer will experi-
ence a high sensation of prosocial cannection, much like
when they engage with a close friend. When viewers trust
ki livesireamer, they are more likely to experience emos
dbomal excitement and sutisfaction. Therelare, livestreams
s b livestreamer as & real soeial dgemt Lo “increase social
engagement” und slicit social inemction between viewers.
s i resmalt, the audience’s level of wrousal and enthusinsm
s altered. According to carlier research, o gregarious aml
cheerful sulesman has o beneficial Impact on customers”
emotional states, including their atlention and excitement
when appraaching (Bakes o o, | 3 & Khalifa,
2012y According te an additional stody, audiences are bkes
lier 10 Feel am emotional connection and empathy 10 media
that offer rich secial interaction experknces
2). Therefare, viewsrs' social interac-
thoms with strenmers are likelier to be emptionally engaging
and enthusiastic. Therefore, the following hypetbesis is
propased:

o H3: Inkeractivity has o postinve impact on FOMOL

An unanticipated purchase made right away afler viening
a product of a stimulus that represents that product is
known as imqulse buying, according to Piron (1991, Priar
studies hive examined the comnection between impulse

FORChand the Impubive Puschasing Bohavior of Young Pepl:

purchases and FOMCY (Thang e @l 2022). Motiva-
tipn reduction theory may clarify the connection between
impulse parchusz and FOMO. Mativition reduction the-
ory is based on homeostasis, which hobds that the bady
actively works to preserve a specific balance ar equilibriam
{Hull, 1843},

Every drive slem from bialogical or psychological
requirements. In order fo reliove stress amd regain equis
librium, humans try fo meet these demands Accantng
1o recuction theory, there i a strong correlation between
comduct and motivation, and people are more inclined to
take prompe ction to lessen stress As a resalt, many who
sulfer froms FOMO try to kessen the stress brought on by
their negative emotions amd compulsive worry They could
respondd prompely to increase their social meeraction and
opportunity to partake in fulfilling activities like others. As
aresult, impalsz buving may be comemen among these who
experience bigh levels of FOMO. The preceding debate
leals 1o the following hypothesis:

» Hd: FOMU has a posiiive impact on mmpulse buys
img behvior.

The 5.0:R model assumes that the cosvironment contans
stimuli thal cause changes o o person’s internal state
including cognitive and emotional states [Erogly o al.
00k 1 build on the 340-R framework 10 develop an
explunatory model amd & correspending set of hypathe-
ses The connections between the specified dimensions
are shown in Fig | Three stimuli— vestreamers” attmc.
tiveness {3A}, mformaiion quality (1)), and interactivity
{IT)arc basced on the S<O:R ramework und ibe mier-
actions belween contextual and emaroamental stimali.
organisma, and reactions in live-streaming commerce, lead
baryers 1o approach behaviors, inclading fear of missing ool
{FOMO) and ultimately impulse buying (IMP). 1 furiber
assmert that purchase decisions and Fear of missing oul
meediate the relationshap between the three gtimuli and the
three respenses. The research model is presented in i

3. MernonaLoey

£, Ressarch Destgn

Based on the theoretical basis of the topic and the
methodology, the study buill 1 guestionnaire to collect
data. The guestionmaire was tested befiore the offcial inves-
tigation oa the primary ad supplementary subjects The
respanses were seni by mail between the remote intervie-
wees and the rescarcher. The survey was divided inbo two
parts: (13 Information about the survey subjects and (2)
questions abowt Factors related to FOMO and impulsive
buying behaviour. A S.poimt Likert scale was used with
1-Strongly disugree and SStrongly agree. The survey i
presented in Appendiz L

22, Danr Callecaion

The data collection process for this study foouses an
young consumers, primarily university stadents. {broagh
an online survey conducied from October 3024 to Decems
ber 2024, Given ibe mereasing mfluence of digial
platforms on purchasing behavier, particularly among the

ol 10 B 3 | iy 202 [
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immediately, leading 1o spontaneous huying behavior that
might met have occurred in o traditional shopping setting,
‘hoosting =les and enhancing consumer engagement.

The attructiveness of livestreumers plays o croucial ol
in enhancimg FOMC (Fear of Missing Out) and inflhe.
encing impulse purchases Livesireamers, especially those
whe are engaging and visually appealing., create a sense
af relatahibity and aspiration for their asdience. Viewers
often feel o stronger emeotional connection 1o atiracive
and chansmaix bosis, making them more likedy 1o trust
thigir recommendations amd feel like they are part of an
exclusive experience. This connection can amplify FOMO,
as viewers do nod wunt te miss out on what feels like a
persomal, curated oppertunity, especially if they perceive
ihe livestreamer as o wrendsetier or influencer. When an
attractive vestreamer promates Emited time offers, exche.
sive items, or even personal engagement, it briggers a fear
of losing out on the product amd the socal valdation
associated with beng pant of the Bvestream community
As oa result, viewers are more impulsive in their buying
decisions, respanding ta bath the mfleencers charm amd
the fear af missing out.

The gquality of mformaiion  presented during a
livestream has o direct positive impact on FOMO as i
enhances the viewers sense of urgency and mmporance
regarding the preducts or services being offered. When

livestreamers provide in-depth, asccorate, and vahsmble
information about a product —sach as is featares, benes
fits, and linited mvadlability—viewers. feel more informed
and confdent m their purchasing decisions. This high-
guakity conbent, with realdime updates and exclusive deals,
makes viewers feel they are gaining sccess o umique
knowledge that others may not have. As ihe sense of
exclusivity grows, so does the pressure 1o act fast, leading
1o impulsive purchases driven by the fear that athers might
get ahead or take advantage of the opportumity Arst. Well-
researchied and high-value information during livestreams
anzates a stromger sens: of urgency, effectively feeding into
FOM and mativating viewers to purchase before it s
‘oo lake

The interactivity of 2 sireamer plays a significant role in
enhancing FOMO, as it fosters a sense of connection and
engagement that makes viewers feel more invalved. When
livestreamers actively respad 1o commends, inderact with
their amdience, and create a dynamic comversatian, viewers
leel like they are part of a realdime, personilized experic
ence. This level af engagement creates a social atmosphere
where viewers are watching and participating. The more
inteructive the sireamer is, ibe stromger ihe sense of com-
nyumity, ansd viewers fear missing owt oo this unigue, shared
experience. Additionally, when livestreamers imvolve their
audience in decisions, such as selecting products or giving

Vi 10| T 5 | By 202 IR
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feedback on limited-time offers, it deepens the sense af
exclusivity. This inferactivity encourages Viewers (o it
guickly. as they do not want te be left cut of the conver-
sation ar miss out o exclusive offers being promated live,
thus driving impulse purchases

5. Comcpumon

The studys ohpctive is 1o iovestigate the mpact of
FOMO oo impulse purchases on livestreams, therehy pra=
viding recommendations for sellers 10 take advantage of
FOMO to imcrease sales on this platiorm. The analysis
results show that there are thres main factors affect.
ing ihe fear of missing oat (FOMO), including (1) The
atirsctiveness of the livestreamer, (2) Infarmation quality,
(¥ Interaction and missing oul (FOMO) directly affect
impulse purchases. Based on these results, the author has
praposed several solutions to help stadents with this syn-
drome reduce impulse purchases and suggest to sellers
or businesses how to apply FOMO to sell effectively on
livestreans.

b Deresearion

This paper helps to expand the concept and role of
FOMO in imfluencing impulse buying behavior In the
field of marketmg and consumer behmaos, the stady will
coatribute to the usderstanding of the impact of fear aof
missing out an parchasng decisinns, especially in the con-
text of online commerce. This study explones how moders
techmology (TikTok., livestreams) can influence consumer
shopping bebavios, especially among young pecple. The
paper will provide a thearetical model of the interaction
between technodogical fuctors and consumer peychology,
coatributing te enrching knowledge in this Geld. The
paper coniributes to impulse buying bebinvior research by
clearly ientifying the Factors that cause and stimulate
this behavior. Anabyzing student behavios in e-commence
ard. livestreans environments hebps. scholars. gaim deeper
insights into the factors that stimulate mmpulse buying
from FOMO

The resalts can help businesses and anline sellers bet-
ter understand how o use FOMO in their marketing
campaigns By better understanding consumer pevehiology,
businesses can design more effective livestream strales
pies, larget audiences, and create engaging shopping
experienses. Research an FOMO on TikTok can help
sellers create creative Mvestream content that stinmlates
consumers to participate actively, increasing sales and cus.
tomer engagement with the brund. The research results
can provide usefisl data For regulatory agencies to monitor
livestream shopping activilies. prolect consumer rights,
ard prevent FOMOkabusing behaviors that harm com-
sumers.

Cosmger or [sreRest

The authors declare that they do nat have any canflict
ol interest.
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QruUESTIONNAIRE

4. The dptracriveness of the Livesfreamer
SAL: You find the bvestreamer talende d in speak-
ing and corveying messages.
SAZ: You find the livestreamer hus an mberesimg,
way af speaking during live broadcasis
SAY: You find the Bvestreamer always has an
attractive ranCE.
SA4: You find the livestreamer to be a fun and
humarous person.

2 Infarmarion Quatiny
Q- You believe tha: ihe content provided by the
Tivestreamer shaukd be reliable {zach as prosucts,
brands, and wser sxperiences).
102 During livestreams, vou believe that the
content provided by the livestreamer must be
truthful.
T3 The |inestreamer provides immediats mior-
mation 1o meet my meeds during the lhe
hroadcas.

I Interartion
ITL: “ou feel that the livestreamer cares about
waiwr feadback during the live broadeast.
ITX: You fecl that this livestreamer is ke a
friend

4 Fewr of Missing Oul [ FOMO}
FOU: When watching a lvesiream, you [eel
urcomfortable if yau missa product.
P2 When watchimg o lvestream, you ofien
spend a Jot of tmme watching what is happening.
FO: You Fear thas athers may have more valu-
able experiences thun you,
FOs: Yo feel anxious when you don’t know
whether oibiers are buying the product while
watching the livestream.

5. Fepaizive purchasing
IMPI- You often purchase producis spondi.
neousty
TMP2: You tend {0 buy products withouwt careful
conskleration.
IRP3: You feel that the Bvestreamer urges vouto
by imimaediately, amd you alse make purchasng
decisions quickly.
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