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ABSTRACT 

 
At the beginning of 2020, there was a pandemic that shocked the world community, namely 
COVID-19, which had an impact on all aspects of people’s lives, including consumer 
behavior patterns. This study aims to analyze the impact of consumer fear due to the 
COVID-19 pandemic on consumer behavior, especially on stocking behavior and consumer 
impulse buying behavior in the city of Tasikmalaya. The objects of this study were grouped 
using a non-probability sampling method with a convenience sampling technique. The object 
of the research itself is the people who live in the city of Tasikmalaya, West Java. The research 
sample obtained in this study was 261 respondents. The techniques and data processing 
applied in this study used quantitative methods with the structural equation model (SEM) 
using AMOS 24 software. consumer hoarding and also has the same effect on consumer 
impulse buying behavior.  
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INTRODUCTION 

In 2019 there was an epidemic that had made almost all people in the world anxious, but 
unfortunately in early 2020 the epidemic began to spread widely quickly so that its status 
became a pandemic, thus causing a global health emergency and this has changed the world's 
economy. Overall, the pandemic is Coronavirus disease 2019 (COVID-19) (Hall et al. 2020). 
When the COVID-19 pandemic occurred in the early years, many things were affected from 
various sectors, ranging from people’s daily activities, activities within a country such as the 
entertainment industry, tourism, to global economic activities were drastically and 
significantly affected. This is due to the global panic over the rapid spread of the COVID-
19 virus, therefore many efforts have been made by the government and policy makers to 
break the chain of spread, such as doing social distancing, and closing many shops to avoid 
crowds. In one study it was stated that COVID-19 brought many substantial psychological, 
social and professional changes, such as job loss, low savings, fear and stress during overseas 
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visits, an uncertain future and physical and mental health problems (Bradbury‐Jones and 
Isham, 2020). In addition, a comprehensive study showed that the coronavirus disease 2019 
(COVID-19) is associated with worldwide psychological distress such as anxiety and panic 
(Xiong et al., 2020), leading to impulse buying (Deng et al., 2020). That way, COVID-19 has 
a serious impact on various things, including the behavior of people in consuming a need. 
This pandemic affects not only economic volatility but also consumer purchasing decisions 
worldwide (Addo et al., 2020). 

Given this, of the many impacts caused by COVID-19, especially those related to 
consumer behavior habits in the market, the variables that will be discussed in this study are 
related to impulsive buying and stocking consumers in consuming a need during this 
COVID-19 pandemic crisis. Rook (1987) explains that impulse buying is as an unplanned 
purchase characterized by complicated, intolerable, sudden hedonic behavior with 
inadequate consideration, no strings attached and contemplation of alternatives. A study 
conducted by Parsad (2020) shows results which state that when consumers have an 
anticipatory, intense, and persistent desire to buy an item as soon as possible, then the activity 
is a consumer's impulsive buying activity. This could have happened because given the global 
panic that has affected the psychology and mindset of individuals, so many people make 
purchases suddenly in order to meet their needs during an uncertain crisis. 

The next variable is consumer behavior related to stocking during the COVID-19 
pandemic. If you look at the current problems due to the pandemic, it is not surprising that 
people consume different consumption patterns, one of which is by hoarding or stocking an 
item, because considering the government enforces a health protocol that requires closing 
existing shops, therefore it is not surprising that people buy and stockpile their needs in order 
to survive in these times of crisis. In addition, there is a study conducted related to consumer 
stocking behavior variables, namely research conducted by Naeem (2020) showing that the 
COVID-19 pandemic crisis has a felt impact on the community so that it can increase 
stocking behavior on the consumption of a necessity. 
 
 

LITERATURE REVIEW AND HYPOTHESIS 

Consumers Fear Due to The COVID-19 Crisis 

According to Ohman and Mineka (2001) fear is a primitive emotion that is strong and natural, 
and it can influence decision making. In addition, fear can remind us of the threat of danger 
which can be either psychological or physical (Ohman and Mineka, 2001). Meanwhile, 
according to another explanation, it is stated that fear itself is a complex thing. There are 
several factors that can trigger the emergence of anxiety and a sense of threat, these factors 
usually come from the external environment (Tuan, 1979).  

If you look at and examine the definition of fear, consumer fear due to the COVID-
19 crisis in the context of this study means that the fear raised by consumers is a natural 
response caused by existing threats, where people begin to focus more on survival. and 
necessities of life, with these fears people are worried about living clean and afraid of being 
infected with disease, as well as the demand for hygiene products soaring significantly (Gupta 
et al., 2021b). In addition, fear can affect the way individuals perceive the world around them, 
leading to physical responses such as avoidance behavior (Frijda, 1986). It can be clearly seen 
that COVID-19 has contributed to increased fear and uncertainty among consumers. The 
intensity of the outbreak of these disturbing events may cause consumers to adopt protective 
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behaviors to avoid fear or risk. During such crises, arousal or fear appeal is primarily used to 
motivate appropriate behavior (Hassan and Soliman, 2021). 
 
Consumer Stocking Behavior 

Consumer behavior is a learning related to how individuals and groups carry out activities 
ranging from buying to evaluating a product or goods in fulfilling their desires (Kotler and 
Keller, 2006). If you look at the context of this study, according to Yuen et al. (2020) 
consumer stocking behavior is a form of direct response to consumer behavior, namely by 
doing panic buying and hoarding necessities on a large or small scale triggered by the 
COVID-19 pandemic crisis. The outbreak of COVID-19 has brought about changes to 
social, professional and psychological routines, such as financial difficulties, self-isolation and 

stress, job loss and physical and psychological health problems (Bradbury‐Jones and Isham, 
2020). As a result, people feel more uncertainty, anxiety, stress and fear, which causes some 
people to stock up on themselves and their families. So in short, consumer stocking behavior 
is hoarding behavior carried out by an individual and caused by a certain event. 
 
Consumer Impulse Purchase Behavior 

Impulse buying occurs when consumers lose control because of emotions that have been 
influenced by several factors and then make purchases that are not previously planned. When 
viewed from the definition, Amos et al. (2014) provide the opinion that impulse buying is an 
activity carried out by consumers in buying an item but not planned at all, and driven by 
motivation that appears suddenly. This is an instant and quick response from a consumer 
and there are factors that can “tempt” consumers because of lack of consideration in taking 
or buying something and lack of consideration for getting substitutes (Rook, 1987). The 
definition emphasizes that the buyer does not intend to purchase the goods before entering 
the shopping area with the planned intention. Another expert opinion says that in making 
decisions, there are cognitive and affective problems in a person's personality that can affect 
impulse buying activities (Coley and Brigitte, 2003). 
 
Hypothesis Formulation 

The fear and anxiety caused by the implementation of the related health protocols to break 
the chain of the spread of COVID-19, has a big impact because it causes uncertainty in the 
situation and threats, both nationally and globally, so that it leads to changes in consumer 
behavior towards increased purchases. a need even though no advertising is used or price 
changes (Naeem, 2020). The results of research conducted by Hobbs (2020) show that 
anxiety due to the pandemic is seen in consumer hoarding behavior. Because consumers 
respond to crises in the same way because of their innate behavior. Referring to the research 
conducted by Gupta et al. (2021), showing that people’s fear of the COVID-19 pandemic has 
an influence on consumer stocking behavior, especially in India. If it is seen from the research 
where consumer fear of the COVID-19 pandemic has an influence and impact on consumer 
stocking behavior, therefore in the context of this research, during the COVID-19 pandemic 
crisis it can affect consumer stocking behavior. This is due to the emergence of a fear of 
health matters and to maintain a clean and hygienic life and needs. Therefore, the authors 
make the following hypothesis: 

H1: Consumer fear due to the COVID-19 crisis has a significant and positive influence on consumer stocking 
behavior. 
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Zafar et al. (2019) found that impulse buying involves an investment made because of a 
certain motivation where the decision to buy something does not depend on a deep thought 
process. In other words, impulse buying is a decision-making activity to buy something 
without considering it, or suddenly due to several motivating factors. In addition, Addo et 
al. (2020) argues that an internal stimulus related to personal motivation or emotion, has the 
same important portion as an external stimulus, where it leads to impulsive buying behavior. 
If we look at the United States, it is found that this time of the COVID-19 crisis has had a 
major impact on the individuals who were there, more specifically, the Americans involved 
in making impulse purchases during this crisis situation. Garrett (2020). In addition, referring 
to the research conducted by Gupta et al. (2021) using a similar variable, shows that consumer 
anxiety due to the COVID-19 pandemic has an influence on consumer impulse buying 
behavior in India. 

This is in line with a finding that in times of uncertainty like this, customer behavior 
theory shows how people try to achieve a sense of control by acquiring products and by 
engaging in panic buying, one of which is by making lots of unplanned purchases, namely 
impulse buying (K. Yuen et al., 2020). Looking at the results of previous studies where it was 
stated that the uncertainty situation created by the COVID-19 crisis had an influence on 
impulse buying. So in the context of this research, given the panic caused by the pandemic 
crisis situation, consumers tend to make unplanned purchases in order to protect their loved 
ones. Therefore, the authors make the following hypothesis: 

H2: Consumer fear due to the COVID-19 crisis has a significant and positive influence on consumer impulse 
buying behavior. 
 
 
METHODOLOGY 

Researchers used a non-probability sampling method with convenience sampling technique 
with primary data collection and the number of respondents was 261 people. Respondents 
in this study were respondents who bought daily necessities during the pandemic, especially 
people who were in Tasikmalaya. Data was obtained by distributing Google Form 
questionnaires online. The analysis used in this study is structural equation modeling (SEM) 
and was carried out using AMOS software. To prove the hypothesis, a SEM test was 
proposed, namely statistical analysis. This study uses the AMOS version 24 application 
program. 
 
 
RESULT AND DISCUSSION 

Normality Test 

Table 1. Normality Test 

Variable Min Max Skew C.R. Kurtosis C.R. 

PSK3 1,000 7,000 -,118 -,662 -,360 -1,013 

KK4 1,000 7,000 -,158 -,889 -,541 -1,523 

PIK3 1,000 7,000 -,187 -1,050 -,328 -,922 

PSK2 1,000 7,000 ,397 2,235 -,555 -1,561 

KK3 1,000 7,000 -,740 -4,163 -,033 -,094 
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Variable Min Max Skew C.R. Kurtosis C.R. 

KK2 1,000 7,000 ,256 1,441 -,726 -2,041 

PSK1 1,000 7,000 ,509 2,866 -,604 -1,700 

PIK2 1,000 7,000 -,128 -,721 -,305 -,859 

PIK1 1,000 7,000 -,113 -,637 -,437 -1,231 

KK1 1,000 7,000 -,420 -2,366 -,477 -1,342 

Multivariate      4,797 2,134 

Source: Data Processing (2022) 

In carrying out normality assumptions, data assumptions must be met so that existing data 
can be processed further. The way of testing carried out at this stage of normality is by 
observing the value of the critical ratio (CR) of the data used, if the multivariate data value is 
in the range of ± 2,58 then, the research data can be said to be normal. The table above 
shows that the multivariate CR value is 2,134 which means it is between + 2,58 and – 2,58. 
So that the data in this study can be said to be normally distributed. 
 
Outliers 

Table 2. Outliers Test 

Observation number Mahalanobis d-squared p1 p2 

2 21,383 ,019 ,972 

34 21,380 ,019 ,870 

86 20,374 ,026 ,872 

7 20,229 ,027 ,761 

149 19,466 ,035 ,792 

76 19,174 ,038 ,734 

103 18,704 ,044 ,738 

105 18,611 ,045 ,638 

36 18,504 ,047 ,539 

136 18,143 ,053 ,544 

132 18,143 ,053 ,416 

175 18,072 ,054 ,325 

85 18,065 ,054 ,226 

54 17,873 ,057 ,200 

Source: Data Processing (2022) 

A data observation that has characteristics that tend to be unique, by showing extreme values 
is called outliers. In addition, outliers can also be evaluated, namely by analyzing multivariate 
outliers, it can be seen from the Mahalanobis Distance value. The Mahalanobis Distance test 
itself can be calculated using the chi-square value on the degree of freedom of 10 indicators 
at the level of p < 0.01 with reference to the chi-square table, it is found that the chi-square 
value is 23.21. In the table above, it can be seen that the highest value of mahalanobis d 
Square is 21.383 so it does not exceed the c-square value of 23.21. From these results, it can 
be concluded that there are no outliers in the data. 
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Validity and Reliability Test 

The implementation of confirmatory testing is needed to test the developed concept using 
measurable indicators. The first thing to look at is the loading factor value of the existing 
indicators. This value can be used to measure construct validity, where a questionnaire is said 
to be valid if the questions on the questionnaire are able to reveal something that is measured 
by the questionnaire. It is stated that the minimum number of factor loading ideally is more 
than equal to 0,7. And if the value shows below 0,5 it will be eliminated from the analysis 
(Hair et al., 2010). 

Furthermore, in the confirmatory test, a reliability test was also carried out. The 
reliability coefficient ranges from 0-1 so the higher the coefficient (closer to number 1), the 
more reliable the measuring instrument is. Construct reliability is good if the construct 
reliability value is > 0,7 and the variance extracted value is > 0,5 (Sofyan and Kurniawan, 
2009). 

Table 3. Loading Factor 
 
 

 
 
 
 
 
 
 
 
 
 
 

                  Source: Data Processing (2022) 

The table above shows that there is 1 invalid indicator, namely PSK3 with a loading 
factor value of -0,029 so it must be excluded from the analysis of this study. After the invalid 
indicators are dropped, the loading factor value is as shown in the next table. 

Table 4. Validity and Reliability Test 

Variable Indicator 
Loading 
Factor 

Construct 
Reliability 

Variance 
Extracted 

Consumers' fears due to the 
COVID-19 crisis 

KK1 0,566 

0,8 0,5 
KK2 0,631 
KK3 0,781 
KK4 0,704 

Consumers Impulsive Buying 
Behavior 

PIK1 0,946 
0,9 0,8 PIK2 0,883 

PIK3 0,913 
Consumer Stocking Behavior PSK1 0,972 0,9 0,8 
 PSK2 0,846   

Source: Data Processing (2022) 

    Loading Factor Result 

KK1 <--- KK 0,528 

KK2 <--- KK 0,557 

KK3 <--- KK 0,640 

KK4 <--- KK 0,677 

PSK1 <--- PSK 0,952 

PSK2 <--- PSK 0,846 

PSK3 <--- PSK -0,029 

PIK1 <--- PIK 0,882 

PIK2 <--- PIK 0,945 

PIK3 <--- PIK 0,844 
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From the table above, it is known that all indicators in this study already have a 
loading factor value of more than 0.5, so it can be concluded that all indicators in this study 
are valid. From Table 4.12. it can also be seen that the construct reliability of all variables has 
shown the number 0.7. The value of variance extracted in this study, already has a value of 
0.5. So it can be concluded that the questionnaire used for this study is declared reliable. 
 
Goodness of Fit 

According to Hair et al. (1998) in testing GOFI there are 3 criteria, including absolute fit 
indices, incremental fit indices and parsimony fit indices. Of the three types of GOFI, if 
analyzed as a whole there are 25 criteria, but according to Hair et al. (2010) in the SEM-
AMOS analysis it does not require that all criteria be met, it is stated that 4 to 5 criteria are 
sufficient but with a note that there are criteria that represent the three types GOFI criteria. 
In this study, several criteria were taken from each type of GOFI, namely Chi square, 
Probability, CMINDF, RMSEA and GFI representing absolute fit indices, CFI and TLI 
representing incremental fit indices then PNFI representing parsimony fit indices. 

Table 5. Goodness of Fit Test Results Confirmatory Analysis 

Fit Index Goodness of Fit Criteria Cut-off Value Description 

Absolute Fit 

Chi Square Low 124,080 Doesn’t Fit 
Probability ≤ 0,05 0,000 Doesn’t Fit 
CMINDF ≤ 2,00 4,963 Doesn’t Fit 
GFI ≥ 0.90 0,901 Fit 

Incremental Fit CFI ≥ 0.90 0,922 Fit 
TLI ≥ 0.90 0,888 Doesn’t Fit 

Parsimony Fit PNFI ≥ 0.60 0,628 Fit 

Source: Data Processing (2022) 

From the results of the goodness of fit test in the table above, it can be seen that 
there are still 3 criteria that are not fit. Therefore, to increase the GOF value, it is necessary 
to modify the model that refers to the modification index table by providing a covariance 
relationship or eliminating indicators that have a high MI (Modification Index) value. 
 
Model Modification and Complete Model GOF Test 

This section is part of the research model that has made some adjustments. The adjustment 
is done by referring to the modification index table by providing a covariance relationship or 
eliminating indicators that have a high MI (modification index) value. 

Table 6. Goodness of Fit Value after Modification 

Fit Index Goodness of Fit Criteria Cut-off Value Description 

Absolute Fit 

Chi Square Low 79,686 Marginal Fit 
Probability ≤ 0,05 0,000 Marginal Fit 
CMINDF ≤ 2,00 3,465 Marginal Fit 
GFI ≥ 0.90 0,933 Fit 

Incremental Fit CFI ≥ 0.90 0,955 Fit 
TLI ≥ 0.90 0,930 Fit 

Parsimony Fit PNFI ≥ 0.60 0,600 Fit 

Source: Data Processing (2022) 
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The value shown in the table shows and proves that there are 4 criteria for the 
Goodness of Fit value that have met and there are 3 criteria that are still marginal fit. 
However, when referring to the opinion Hair et al. (2010) the marginal fit value can still be 
tolerated so that the model in this study can be said to be fit. 
 
Hypothesis Testing 

The next analysis in the SEM method is to test the hypotheses that have been made in this 
study. In addition, below, the results of the regression weight test in this study are presented 
as shown in the table below. 

Table 7. Regression Weight Result 

   Estimate S.E. C.R. P Description 

PSK <--- KK 2,324 0,400 5,805 0,000 Significant Positive 

PIK <--- KK 1,960 0,339 5,779 0,000 Significant Positive 

Source: Data Processing (2022) 

It can be seen that from the results of testing the hypothesis by looking at the value 
of the critical ratio (CR) and the probability value (P). The direction relationship on a variable 
can be seen from the estimate value, if the estimate value is positive then the relationship 
between the variables is positive, and vice versa. In addition, if the test results show a CR 
value above 1,96 and a probability value (P) below 0,05/5%, the relationship between 
exogenous and endogenous variables is significant. In detail, the research hypothesis testing 
will be discussed in stages according to the proposed hypothesis. Therefore, the results that 
can be drawn from testing the hypothesis. 

Consumer fear has a positive and significant effect on consumer stocking behavior. 
These results can be proven by looking at the positive estimate value, namely 2,324 t-statistic 
values above 1,96 that is 5,805 and p-value is below 0,05 and the number is 0,000. So that 
H1 in this study is supported. Consumer fear has a positive and significant effect on 
consumer impulsive behavior. These results can be proven by looking at the positive estimate 
value, that is 1,960 and the t-statistic value is above 1,96 that is 5,779 and the p-value is below 
0,05, which is 0,000. So that H2 in this study is supported. 
 
CONCLUSION 

This study aims to analyze the effect of the COVID-19 pandemic on stocking behavior and 
consumer impulse buying in the city of Tasikmalaya. There are several conclusions that can 
be drawn in conducting this research, where the conclusions are based on the formulation 
of the problem that has been described in Introduction. The author concludes as follows: 

1. That consumer fear due to the COVID-19 crisis has an impact on consumer hoarding 
behavior in the city of Tasikmalaya. 

2. That consumer fear due to the COVID-19 crisis has an impact on consumer impulse 
buying behavior in the city of Tasikmalaya. 

 
LIMITATION 

In the research that has been done, there are perceived limitations. Respondents in this study 
were conducted in the city of Tasikmalaya which is indeed not a big city, considering this, 
the results of the research will not have a broad impact, both theoretically and economically 
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if applied by business people. In addition, in distributing the questionnaires, several obstacles 
occurred because the distribution of the questionnaires had a very limited time and place, 
considering the situation was still not very conducive due to the COVID-19 pandemic. 
 
RECCOMENDATION 

Therefore, the advice that can be given for further research is that in determining 
respondents it can be done in a wider area and in carrying out its distribution it will be more 
efficient if it is done not in a pandemic situation. In addition, in future research, researchers 
can add moderators such as cultural differences. Thus, for further research, the data and 
theory used will be richer. 
 
REFERENCES 

Addo, P.C. et al. (2020) “COVID-19: fear appeal favoring purchase behaviour towards 
personal protective equipment,” The Service Industries Journal, 40(7–8), pp. 471–490. 

Amos, C., Holmes, G.R. and Keneson, W.. (2014) “A meta-analysis of consumer impulse 
buying,” Journal of Retailing and Consumer Services, 21(2), pp. 86–97. 
doi:10.1016/j.jretconser.2013.11.004. 

Bradbury‐Jones, C. and Isham, L. (2020) “The pandemic paradox: the consequences of 

COVID‐19 on domestic violence,” Journal of Clinical Nursing, 29(13–14), pp. 2047–
2049. doi:10.1111/jocn.15296. 

Coley, A. and Brigitte, B. (2003) “Gender Differences in Cognitive and Affective Impulse 
Buying,” Journal of Fashion Marketing and Management, 7(3), pp. 282–295. 

Deng, S. et al. (2020) “Perceived Severity of COVID-19 and Post-pandemic Consumption 
Willingness: The Roles of Boredom and Sensation-Seeking,” Frontiers in Psychology, 11. 
doi:10.3389/fpsyg.2020.567784. 

Frijda, N.H. (1986) The Emotions. New York: Cambridge University Press. 

Garrett, L. (2020) “COVID-19: the medium is the message,” The Lancet, 395(10228), pp. 
942–943. doi:10.1016/S0140-6736(20)30600-0. 

Gupta, R., Nair, K. and Radhakrishnan, L. (2021) “Impact of COVID-19 crisis on stocking 
and impulse buying behaviour of consumers,” International Journal of Social Economics, 
48(12), pp. 1794–1809. doi:10.1108/IJSE-03-2021-0163. 

Hair, J.F. et al. (1998) Multivariate Data Analysis with Readings. Englewood Cliffs: Prentice-Hall. 

Hair, J.F. et al. (2010) Multivariate Data Analysis. 7th ed. New York: Pearson Education 
Limited. 

Hall, M.C. et al. (2020) “Beyond panic buying: consumption displacement and COVID-19,” 
Journal of Service Management, 32(1), pp. 113–128. 

Hassan, S.B. and Soliman, M. (2021) “COVID-19 and repeat visitation: assessing the role of 
destination social responsibility, destination reputation, holidaymakers’ trust and fear 
arousal,” Journal of Destination Marketing and Management, 19(3), pp. 1–11. 

Hobbs, J.E. (2020) “Food supply chains during the COVID-19 pandemic,” Canadian Journal 
of Agricultural Economics/Revue Canadienne D’agroeconomie, 68(2), pp. 171–176. 

https://journal.uii.ac.id/selma/index


Selekta Manajemen: Jurnal Mahasiswa Bisnis & Manajemen 
E-ISSN: 2829-7547 | Vol. 01, No. 03, 2022, pp. 141-150 

https://journal.uii.ac.id/selma/index  

 

 

 
150 

 

Kotler and Keller (2006) Marketing Management. 12e ed. 

Naeem, M. (2020) “Understanding the customer psychology of impulse buying during 
COVID-19 pandemic: implications for retailers,” International Journal of Retail and 
Distribution Management, 49(3), pp. 377–393. 

Ohman, A. and Mineka, S. (2001) “Fears, phobias, and preparedness: toward an evolved 
module of fear and fear learning,” Psychological Review, 108(3), pp. 483–522. 

Parsad, C. (2020) “Comparing between product-specific and general impulse buying 
tendency: does shoppers’ personality influence their impulse buying tendency?,” 
Asian Academy of Management Journal, 24(2), pp. 41–61. 

Rook, D.W. (1987) “The buying impulse,” Journal of Consumer Research, 14(2), pp. 189–199. 

Sofyan, Y. and Kurniawan, H. (2009) SPSS Complete: Tekhnik Analisis Statistik Terlengkap 
dengan software SPSS. Jakarta: Salemba Infotek. 

Tuan, Y.-F. (1979) Landscapes of Fear. New York: Random House. 

Xiong, J. et al. (2020) “Impact of COVID-19 pandemic on mental health in the general 
population: A systematic review,” Journal of Affective Disorders, pp. 55–64. 
doi:10.1016/j.jad.2020.08.001. 

Yuen, K. et al. (2020) “The psychological causes of panic buying following a health crisis,” 
International Journal of Environmental Research and Public Health, 17(10), pp. 1–14. 

Yuen, K.F. et al. (2020) “The Psychological Causes of Panic Buying Following a Health 
Crisis,” International Journal of Environmental Research and Public Health, 17(10), p. 3513. 
doi:10.3390/ijerph17103513. 

Zafar, A.U. et al. (2021) “The impact of social media celebrities’ posts and contextual 
interactions on impulse buying in social commerce,” Computers in Human Behavior, 115, 
p. 106178. doi:10.1016/j.chb.2019.106178. 

https://journal.uii.ac.id/selma/index

