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INTRODUCTION

Impulsive buying behavior

ABSTRACT

Impulsive buying has become increasingly prevalent in social commerce platforms
where consumers encounter emotional and visual content. This study examines how
emotional online reviews supplemented with photos or videos trigger emotional
arousal that drives impulsive purchasing decisions. A qualitative literature review
method was employed following systematic procedures for article identification and
thematic synthesis. The analysis reveals that emotional reviews activate contagion
mechanisms where consumers experience similar feelings to reviewers, increasing their
readiness to purchase spontaneously. Visual content strengthens this effect by
providing concrete evidence and enabling consumers to imagine themselves using the
product. Social commerce platforms create optimal conditions for impulsive buying
through integrated social interaction and commercial features. Product type moderates
this relationship, with hedonic products being more susceptible to emotional and visual
influence. Consumer characteristics including age, shopping experience, and impulse
tendency also moderate the effect. Authentic visual reviews enhance credibility and
reduce perceived risk that typically inhibits impulsive purchases. Post-purchase
cognitive dissonance often leads consumers to rationalize their decisions through
positive reinforcement. These findings have implications for marketing strategies and
consumer protection policies in the digital marketplace. Future research should employ
experimental designs to establish causality and examine long-term effects on consumer
satisfaction.

shapes consumer behavioral intentions in conducting
become an  digital transactions (Kemarauwana & Darmawan,

increasingly common phenomenon in the era of online
shopping, especially with the emergence of social
commerce platforms that integrate social content and
commercial transactions. Consumers often make
unplanned purchases when exposed to attractive
marketing stimuli in a digital environment (Phan et
al., 2020). Rook (1987) defines impulsive buying as a
consumer's  tendency to make  purchases
spontaneously, non-reflectively, and without careful
consideration of the consequences. Darmawan and
Gatheru (2021) assert that impulsive buying in a
marketplace environment is closely related to the lack
of consumer planning before conducting transactions.
The online shopping environment creates ideal
conditions for the emergence of impulsive behavior
due to ease of access, attractive interfaces, and
exposure to various product information (Filho &
Oliveira, 2022). The ease of use of a platform also

2020). Platforms such as TikTok Shop and Instagram
have changed the way consumers interact with
products through visual content and dynamic
reviews. Psychological factors such as emotional
arousal and lack of self-control are the main drivers of
these spontaneous purchasing decisions.
Understanding the mechanisms underlying impulsive
buying is increasingly important for business
practitioners and policymakers.

Consumer reviews on online platforms have
evolved from mere text into multimedia content rich
in emotional and visual information. Emotional
reviews often feature expressive language and
describe personal product usage experiences
(Lelieveld & Hendriks, 2021). This emotional content
has the ability to evoke similar feelings in potential
buyers through mechanisms of empathy and
identification. Consumer reviews have a significant
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influence on purchasing decisions because they are
considered more credible than marketing
communications from sellers (Sankhla et al., 2024).
Fared et al. (2021) show that electronic service quality
also shapes customer satisfaction, which ultimately
drives repurchase intentions. Good service quality is
essentially an important determinant of customer
satisfaction (Darmawan et al., 2022). The presence of
photos and videos in reviews further strengthens this
effect by providing visual evidence of product
quality and usage. Visual reviews allow consumers
to view products from various angles and in real
contexts of use. The combination of emotional and
visual aspects in reviews creates a powerful stimulus
that can trigger the urge to buy impulsively.
Consumer trust in reviews from other buyers
becomes the foundation of this influence.

Social commerce platforms such as TikTok Shop
and Instagram have transformed the online
shopping landscape by combining entertainment
and transactions into a single ecosystem. Social
media essentially plays a major role as a means of
online  business  promotion  (Infante &
Mardikaningsih, 2022). Short video content that
displays products dynamically and interactively
creates an immersive shopping experience. Ngo et al.
(2024) found that the factors influencing online
impulsive buying on the Shopee platform include
video quality, interactivity, and content credibility.
Consumers who are exposed to attractive visual
content and emotional reviews tend to experience an
increase in emotional arousal that drives
spontaneous purchasing decisions. Features such as
live comments and interaction with sellers or other
buyers strengthen engagement and reduce barriers
to making purchases. This environment full of
sensory stimuli reduces the consumer's capacity to
perform rational cognitive evaluations. Social
commerce platforms create conditions where
purchasing decisions are often based on emotional
urges rather than rational considerations.

Reviews equipped with photos and videos have
the ability to trigger stronger emotional arousal
compared to text-based reviews alone. Visual content
displays products in real situations that allow
consumers to imagine themselves using those
products (Kiibler et al, 2023). This imagination
process evokes positive feelings that drive the desire
to immediately own the product. Authentic visual
reviews build trust that the product will meet
expectations, thereby reducing the perception of risk
that usually hinders impulsive buying. The ease of
transactions through electronic money further
reduces the barriers that usually accompany the
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purchasing process (Sinambela & Darmawan, 2022).
Sun et al. (2024) examined the factors influencing
users' impulsive buying in online group purchases,
including online reviews, countdown timers, and
self-control. The emotional arousal triggered by
visual reviews can weaken the self-control
mechanisms that typically prevent unplanned
purchases. Consumers experiencing high emotional
arousal tend to ignore rational considerations
regarding needs and budgets (Zheng et al., 2024).

The main problem in understanding the influence
of reviews on impulsive buying is the complexity of
interactions between various types of information
contained in reviews. Reviews can contain emotional,
rational, visual, and social elements, each of which has
a different effect on purchasing decisions (Guo et al.,
2020). The competitive advantage of a product is also
determined by the service marketing mix applied by
the company (Darmawan & Grenier, 2021). Service
quality, product variety, store atmosphere, and price
perception are also recorded as important determinants
in consumer purchasing decisions (Essardi et al., 2022).
Gardi and Darmawan (2022) studied shopping
lifestyles, sales promotions, and impulsive buying
behavior, which show that various factors can interact
in complex ways. Differences in methodology and
research focus produce sometimes inconsistent
findings regarding the exact mechanism of how
reviews affect impulsive buying. The lack of
understanding regarding the specific role of emotional
and visual content in reviews hinders the development
of effective marketing strategies. The effectiveness of
marketing strategies also depends on the creativity and
innovation managed by the company (Darmawan,
2023a). Companies often do not know which type of
review is most effective in driving impulsive buying
without causing high purchase regret.

Another equally significant problem is the
variation of review effects across various consumer
segments and product categories. Different
generations show different responses to emotional
and visual content, with the younger generation
tending to be more influenced by dynamic visual
reviews. Generational differences in adapting to
digital technology are also seen in older worker
groups (Darmawan, 2023). High-involvement
products such as electronics may be more influenced
by rational reviews, while low-involvement products
such as fashion are more influenced by emotional
and visual reviews. Consumer segmentation based
on demographic and psychographic factors is
important to understand the variation of this effect
(Vana & Lambrecht, 2020). The digital access and
skill gap also affects how consumers from various
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backgrounds respond to digital services (Ramle &
Mardikaningsih, 2022). Ignoring this variation can
lead to overgeneralization of research findings.

Bashori et al. (2024) discuss big data analysis and
analytics in preventing discrimination and
protecting insurance customers, which demonstrates
the importance of understanding the use of
consumer data. Negara et al. (2021) examine the
consumer review  approach to  product
competitiveness and management strategy. Without
adequate understanding of how reviews influence
consumer behavior, companies may invest resources
into ineffective review strategies. Consumers also
risk making detrimental purchasing decisions due to
being influenced by review content designed to
trigger impulsive buying (Priyanka, 2024). Ethical
and legal aspects in the dissemination of information
through digital media also need to be a concern so
that consumers are not harmed (Muhammad et al,,
2023). Regulators and policymakers require
knowledge of these mechanisms to develop
appropriate consumer protection. Healthy business
competition and adequate supervision are also
needed to create a digital economic ecosystem that is
fair to consumers (Wibowo et al., 2023). Systematic
reviews become important to synthesize scattered
findings and identify existing knowledge gaps.

The objective of this research is to construct a
conceptual framework explaining the mechanism of
the influence of emotional and visual reviews on
impulsive buying through emotional arousal as a
mediator. This research provides a theoretical
contribution in the form of extending the stimulus-
organism-response model into the context of reviews
in social commerce. Its practical contribution is a
guide for marketers to design effective review
strategies in driving impulsive buying. E-commerce
platforms can use this framework to develop features
that optimize the impact of positive reviews.

RESEARCH METHOD

This research employs a qualitative literature study
approach with a systematic procedure to identify,
evaluate, and synthesize findings from various
written sources. This approach is appropriate for the
topic of the influence of reviews on impulsive buying
because it involves complex and contextual
psychological constructs. According to Petticrew and
Roberts (2006), systematically designed literature
studies can identify patterns invisible in individual
studies due to sample and methodological
limitations. The research process begins with the
formulation of clear questions regarding the
relationship between emotional and visual reviews
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and impulsive buying. Literature searches are
conducted through international academic databases
such as Scopus, Web of Science, and Google Scholar
using keyword combinations such as impulse
buying, online review, emotional content, visual
content, and social commerce. Inclusion criteria are
applied to ensure that only studies employing
empirical methods with adequate samples are
included in the synthesis. Bibliographies of identified
articles are also examined to uncover additional
relevant studies through the snowball method.

Data analysis in this literature study applies the
thematic synthesis method outlined by Thomas and
Harden (2008). The first stage of analysis is open
coding, where each statement in the articles
concerning the relationship between reviews and
impulsive buying is assigned a descriptive label. The
resulting codes are subsequently grouped into
broader categories such as review characteristics,
emotional arousal, impulsive buying, and
moderating factors. The second stage is the
development of analytical themes, wherein the
researcher moves beyond the content of individual
studies to generate new propositions regarding the
relationship mechanisms. The validity of findings is
maintained through cross-checking by two
independent researchers who extract data from the
same sample of articles. Differences in interpretation
are resolved through discussions referring to pre-
established operational definitions. This study does
not aim to test hypotheses statistically, but rather to
develop a conceptual framework that can be tested in
subsequent quantitative research. This approach
enables the identification of recurring themes and
existing knowledge gaps in the literature concerning
impulsive buying in social commerce.

RESULT AND DISCUSSION

Reviews with emotional content have the ability to
evoke strong feelings in potential buyers through
emotional contagion mechanisms (Herrando et al.,
2022). Hong et al. (2023) found that online reviews
have a significant effect on online impulsive buying
behavior, where reviews containing emotional
language are more effective than neutral or factual
reviews. When consumers read reviews depicting
intense excitement or satisfaction from product
users, they tend to feel similar emotions through the
identification process. The affective experience
induced by emotional reviews increases the
consumer's readiness to act spontaneously. Essa and
Mardikaningsih (2022) show that the measurement
of service quality and customer satisfaction
improvement strategies must consider emotional
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aspects. Consumers experiencing high emotional
arousal have a reduced capacity to perform rational
cognitive evaluations of purchasing decisions
(Coker, 2020). This creates conditions where
purchasing decisions are based more on feelings than
rational considerations. Marketers can leverage these
findings by encouraging customers to share their
emotional experiences through reviews. The
application of social responsibility principles in
marketing strategies needs to be maintained so that
such emotional approaches do not lead to consumer
exploitation (Arifin & Darmawan, 2021).

Visual content in reviews such as photos and
videos reinforces the emotional effect by providing
concrete evidence that can be visualized by potential
buyers (Wu et al., 2021). Darmawan and Gatheru
(2021) explain that understanding impulsive buying
behavior in marketplaces requires attention to visual
aspects that influence consumer perceptions. The
utilization of consumer behavior data also supports
the personalization of marketing content, including
the presentation of visual reviews that better match
the preferences of potential buyers (Fared &
Darmawan, 2021). Reviews equipped with product
photos used in real situations allow consumers to
imagine themselves using the product. This
imagination process evokes positive feelings that
further strengthen the desire to buy immediately.
Videos displaying products dynamically provide a
more immersive experience than static photos
(Cheng et al., 2022). Movement, sound, and usage
context in videos create a simulation of a nearly real
experience. Consumers who watch review videos
tend to experience higher emotional arousal than
those who only read text reviews. The authenticity of
the person delivering the review also shapes an
emotional bond resembling a parasocial relationship
between the consumer and the information source
(Mardikaningsih & Essa, 2025). Video content also
reduces uncertainty about product quality which
often hinders impulsive buying.

Social commerce platforms create an optimal
environment for impulsive buying to occur through the
integration of social content and commercial
transactions (Abdelsalam et al., 2020). Social media
essentially has great potential as a means of online
business promotion (Infante & Mardikaningsih, 2022).
Ngo et al. (2024) identified that video platforms such as
Shopee have unique characteristics that influence
impulsive buying behavior. Features such as live
comments, real-time notifications, and social
interaction create a high sense of urgency and
engagement. Consumers who interact with review
content on social commerce tend to experience stronger
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emotional arousal due to the accompanying social
elements (Lelieveld & Hendriks, 2021). Various digital
marketing communication channels, including email,
retain relevance even as social commerce platforms
increasingly dominate (Sinambela & Darmawan, 2021).
Comments from other users and interactions with
sellers reinforce the validity of reviews and increase
consumer trust in the information presented. The
development of automated systems across various lines
also changes how individuals interact with digital
technology, including in the context of shopping
(Darmawan, 2022). The social commerce environment
reduces the psychological barriers that usually prevent
impulsive buying by creating a sense of togetherness
and social validation.

Emotional arousal triggered by reviews serves as
a mediator between review exposure and impulsive
buying decisions. Consumers exposed to emotional
and visual reviews experience increased heart rate,
excitement, and intense positive feelings (Guo et al.,
2020). This high arousal condition activates the
reward system in the brain which encourages
approach behavior and reduces self-control. Sun, Li,
and Sun (2024) examined that self-control moderates
the relationship between online reviews and
impulsive buying, where individuals with low self-
control are more vulnerable to review effects. Kaur
and Sharma (2024) conducted a systematic
exploration of impulsive buying in the digital era and
found that emotional arousal is a central mechanism.
Beikverdi et al. (2024) examined the post-purchase
effects of impulsive buying and found that emotional
arousal during purchasing affects post-purchase
evaluation. Consumers who buy under high arousal
conditions tend to experience greater post-purchase
regret (Grigsby et al., 2021). Nevertheless, positive
emotional experiences during purchasing can also
increase satisfaction if the product meets the
expectations aroused by reviews.

Product type moderates the effect of reviews on
impulsive buying, with products possessing hedonic
value being more vulnerable to emotional and visual
influences (Yao et al, 2022). Nguyen et al. (2024)
studied Vietnamese Gen Z consumers and found that
fashion and beauty products are more influenced by
emotional and visual reviews compared to functional
products. Gardi and Darmawan (2022) observed that
shopping lifestyles and sales promotions have
different effects across various product categories.
The values embraced by consumers, including
concern for environmental aspects, also shape
preferences toward specific product categories
(Mardikaningsih, Nuraini, & Halizah, 2022).
Hedonic products such as clothing, accessories, and
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cosmetics are more frequently purchased
impulsively because purchasing decisions are based
more on emotions and aesthetic desires. Functional
products such as electronics or household appliances
tend to require more rational evaluation and are less
influenced by emotional reviews (Staszak, 2022).
Marketers need to adjust their review strategies
based on product categories to maximize
effectiveness. Rich visual reviews are more effective
for hedonic products, while informative and factual
reviews are more suitable for functional products.

Consumer characteristics such as age, online
shopping experience, and impulsive tendencies
moderate the effect of reviews on impulsive buying.
The younger generation growing up with social media
tends to be more responsive to visual and emotional
content compared to older generations (Motyka et al.,
2018). The younger generation familiar with social
media also exhibits distinct digital literacy patterns in
consuming online content (Kurniawan, Darmawan, &
Khayru, 2021). Hardyansah et al. (2022) discuss that a
minimalist lifestyle can reduce the tendency of
impulsive buying in certain consumer segments.
Consumers with extensive online shopping
experience may be more skeptical of overly emotional
reviews and require stronger evidence. Digital access
gaps between age groups also affect how online
economic opportunities are utilized by each consumer
segment (Sinambela et al., 2022). Bashori et al. (2024)
show that the use of data and analytics can help in
understanding  consumer  preferences  more
accurately. Optimal big data management also
supports strategic decision-making in understanding
consumer behavior more precisely (Ali & Darmawan,
2023). The trend of impulsive buying can also be
influenced by cultural factors and values embraced by
society. The concerns of some consumers regarding
technology-based changes also affect their readiness
to adapt to new digital systems (Mardikaningsih,
Darmawan, & Halizah, 2023). Negara et al. (2021)
examine the consumer review approach to product
competitiveness, showing cross-market variations.
Consumer segmentation based on psychographic
characteristics becomes important for designing
effective review strategies. Marketers who understand
their target consumer profile can tailor the types of
reviews promoted to maximize impact.

Social factors such as peer influence and social
validation strengthen the effect of reviews on
impulsive buying on social commerce platforms.
Reviews viewed together with comments and
reactions from other users create social proof that
convinces consumers that the product is worth
buying (Sanapang & Ardyan, 2024). Ali et al. (2024)

37

discuss consumer protection in online transactions,
demonstrating the importance of social trust. Rofiqi
et al. (2025) examine digital product liability and
consumer losses arising from mobile applications.
Consumers who see that many other people provide
positive and interactive reviews will be more
confident in making a purchase. This phenomenon is
known as the bandwagon effect, where individuals
tend to follow the behavior of the crowd. The role of
the media in shaping public opinion shows a similar
pattern, where collective perception can shift
individual attitudes and decisions (Khayru, Rojak, &
Fajar, 2024). Social commerce leverages this effect by
displaying likes, comments, and interactions in real-
time (Bhattacharyya & Bose, 2020). Consumers who
feel social pressure to buy trending products are
more vulnerable to impulsive buying. Marketers can
amplify this effect by encouraging customers to share
their purchase experiences on social media
platforms. Positive social interaction creates a cycle
that strengthens the influence of reviews on
impulsive buying.

The presence of authentic visual information in
reviews increases credibility and reduces the
perception of risk that usually hinders impulsive
buying. Consumers who see photos or videos from
other buyers feel more confident that the product
will meet expectations. Darmawan and Gatheru
(2021) explain that impulsive buying in marketplaces
is influenced by the availability of adequate
information. Cahyati and Mardikaningsih (2021)
show that brand awareness and positive associations
influence purchasing decisions. The authenticity
displayed by the review source also forms an
emotional bond resembling a parasocial relationship
with consumers (Hariani & Mardikaningsih, 2022).
Visual reviews showing products in various
conditions and angles provide a more complete
understanding than text descriptions alone.
Consumers who feel they have enough information
about a product will be braver in making
spontaneous purchasing decisions. Redine et al.
(2023) identified that visual information reduces
uncertainty, which often hinders impulsive buying.
The threat of disinformation in the digital space also
deserves attention, given that unauthentic content
has the potential to mislead consumers (Sinambela,
2022). The authenticity of visual content is key to its
effectiveness, as reviews that look overly
professional actually decrease credibility. Marketers
need to encourage customers to share realistic and
unedited photos and videos. Authentic visual
reviews build trust, which serves as the foundation
for impulsive buying behavior.
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Consumers who buy impulsively due to
emotional and visual reviews often experience post-
purchase cognitive dissonance. Beikverdi et al. (2024)
examine the post-purchase effects of impulsive
buying and find that consumers often rationalize their
decisions after purchase to reduce psychological
discomfort. They seek confirmation that the purchase
was a good decision even though it was initially
driven by emotion. This rationalization process
involves emphasizing the positive aspects of the
product and ignoring any shortcomings that may
exist. Essa and Mardikaningsih (2022) show that
measuring customer satisfaction is important for
understanding post-purchase evaluation. The quality
of interaction during the transaction process also
affects the level of customer satisfaction after the
purchase is made (Darmawan, 2022). Consumers who
experience post-purchase regret may change their
future behavior or leave negative reviews. Alamin et
al. (2021) propose that relational value approaches can
help reduce post-purchase regret. Marketers need to
note that encouraging excessive impulsive buying can
damage long-term relationships with consumers. A
more sustainable strategy is to balance driving
impulsive buying and ensuring consumer satisfaction.
Kaur and Sharma (2024) recommend that future
research should pay attention to the post-purchase
aspects of impulsive behavior.

The role of reviews in driving impulsive buying
brings significant strategic implications for business
practitioners in the social commerce era. Sun et al.
(2024) emphasize that marketers must consider
ethical aspects when designing review content to
avoid exploiting consumers who are vulnerable to
emotional and visual influences. Responsible
marketing strategies do not focus solely on
increasing short-term sales through impulsive
buying, but also pay attention to consumer well-
being in the long term. Companies that rely on
manipulative tactics through overly emotional
reviews or misleading visuals risk damaging
consumer trust and brand reputation. Consumer
trust is a valuable asset that takes a long time to build
but can be destroyed in an instant when consumers
realize they have been manipulated. Accountability
and business ethics are principles that companies
need to maintain in various aspects of their
operations, including in designing review strategies
(Darmawan, 2022). Marketers need to balance
driving impulsive buying with ensuring that
consumers have adequate information to make the
right decisions. An ethical approach in review
strategies not only protects consumers but also
builds longer-term relationships that are more
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profitable for the company. Consumers who feel
respected and not exploited will be more likely to
become loyal customers.

Social commerce platforms have a responsibility
to develop features and policies that help consumers
make more informed purchasing decisions (Bugshan
& Attar, 2020). Ngo et al. (2024) recommend that
platforms need to provide clear information on
review credibility, including indicators of whether
reviews come from verified buyers. The technical
and ethical management of online business visibility
is also an aspect that platforms need to pay attention
to when displaying reviews to potential buyers
(Arifin, Al Hakim, Darmawan, Irfan, & Sigita, 2021).
Features such as review ratings based on content
quality, filters to distinguish emotional and factual
reviews, and fake review detection systems can help
consumers evaluate information better. Bias in
algorithmic systems that regulate review display also
needs to be watched out for so as not to disadvantage
consumers unfairly (Mardikaningsih & Oluwatoyin,
2023). Platforms can also develop tools that help
consumers compare products based on various
criteria objectively, rather than solely on popularity
which may be driven by emotional reviews.
Organizational readiness to face technology-based
changes is also determined by adaptive digital
leadership within it (Mardikaningsih & Darmawan,
2023). Consumer protection in online transactions,
especially for impulsive purchases that frequently
occur in social commerce, requires special attention
from platforms as transaction facilitators. Faridi et al.
(2023) highlight the importance of consumer
protection in online transactions, especially
considering consumer vulnerability to unplanned
purchasing decisions. The platform's responsibility
in ensuring smooth product return processes is also
an important part of consumer protection (Anugroh
et al, 2023). Clarity of marketplace platform
responsibilities as well as assessments of anti-
competitive practices are also part of healthy digital
business regulation (Jauhari et al, 2024). The
protection of intellectual property rights of business
actors is also part of efforts to maintain fairness in the
digital business ecosystem (Hidayat et al., 2024).
Platforms that are proactive in protecting consumers
will build greater trust and long-term loyalty.

Regulators play an important role in creating a
fair and safe social commerce environment for
consumers. Policies regarding review transparency
and the prohibition of misleading fake review
practices need to be seriously considered to protect
consumers from exploitation. Clarity of legal rules
and adequate supervision are key in various forms of
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digital-based business activities, including those
involving online marketing schemes (Rizaldi et al,,
2024). Effective regulation must include the
platform's obligation to disclose whether reviews
come from buyers who actually purchased the
product or from parties receiving compensation.
Fake review practices carried out by sellers or
marketing agents to artificially boost product ratings
must be subject to strict sanctions. Patterns of legal
violations in digital technology, including issues of
liability and proof, are relevant concerns for rule
enforcement in this realm (Sutanto, Saputra, &
Darmawan, 2023). Bashori et al. (2024) discuss the
importance of data analysis in preventing practices
that harm consumers, which can be applied to detect
fake review patterns. Regulators also need to
consider regulations on the excessive use of
emotional and visual content designed to trigger
impulsive buying. Structural changes accompanying
the development of the digital economy also bring
impacts that need to be anticipated by regulators
(Gardi & Darmawan, 2024). A regulatory approach
that balances protecting consumers and not
hindering innovation is a major challenge for
policymakers. The balance between utilizing existing
systems and exploring new approaches is relevant in
formulating such policies (Irfan & Darmawan, 2024).
Collaboration between regulators, platforms, and
industry associations is needed to develop widely
acceptable ethical standards.

The balance between business interests and
consumer protection is a major challenge in the social
commerce era that must be addressed through a
collaborative and sustainable approach. Gardi and
Darmawan (2022) emphasize that understanding
impulsive behavior is important for the development
of responsible marketing strategies, where marketers
do not just pursue short-term profits but also
consider long-term impacts on consumers. Negara et
al. (2021) show that the consumer review approach
to product competitiveness must consider ethical
aspects, given that reviews have great power in
shaping consumer perceptions and decisions.
Companies that implement ethical business practices
in managing reviews will build a better reputation
and stronger relationships with consumers.
Consumers who feel protected and respected will
develop greater trust in the platforms and brands
they use. This trust becomes the foundation for a
sustainable social commerce ecosystem where all
parties benefit. A balanced approach between
business interests and consumer protection will
create sustainable shared value for all stakeholders.
The social commerce era requires collective
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awareness that long-term success can only be
achieved through responsible and ethical practices.

CONCLUSION

Emotional reviews equipped with visual content
exert a significant influence on impulsive buying
through emotional arousal mechanisms. Review
content that evokes positive feelings enhances
consumers' readiness to make spontaneous
purchases by reducing the capacity for rational
cognitive evaluation. Social commerce platforms
create an optimal environment for impulsive buying
to occur through the integration of social content and
commercial transactions. Review characteristics,
product types, and consumer traits collectively
influence the strength of the relationship between
reviews and impulsive buying. Authentic visual
reviews enhance credibility and reduce the risk
perception that typically inhibits impulsive buying.
Consumers experiencing post-purchase regret
frequently engage in rationalization to reduce arising
cognitive dissonance. Implications for marketers
include the importance of encouraging authentic
visual reviews and considering consumer
segmentation in review strategies. Implications for
regulators encompass the necessity for regulations
regarding review transparency and consumer
protection from misleading review practices.

The theoretical implication of this research is the
extension of the stimulus-organism-response model
by incorporating emotional and visual review
characteristics as stimuli influencing arousal as the
organism. Its practical implications encompass
recommendations for marketers to encourage
customers to share their emotional and visual
experiences through reviews. Social commerce
platforms are advised to develop features that
facilitate the creation and consumption of visual
reviews. Companies are advised to develop policies
that balance encouraging impulsive buying with
ensuring long-term consumer satisfaction.

REFERENCES

Abdelsalam, S., Salim, N., Alias, R. A., & Husain, O.
(2020). Understanding Online Impulse Buying
Behavior in Social Commerce: A Systematic
Literature Review. IEEE Access, 8(99), 89041-89058.

Alamin, S. R. L., D. Nurmalasari, D. Darmawan, & S.
Arifin (2021). Comprehensive Relational Value
Marketing Framework. Journal of Social Science
Studies, 1(1), 299 - 304.

Ali, E. M., F. Dirgantara, & D. Darmawan. (2024). Legal
Protection of Consumers in Online Transactions: A
Case Study of Online Fraud in Indonesia.
International Journal of Service Science, Management,



Yusuf Rahman Al Hakim: Consumer Reviews and Impulsive Buying ...

Engineering, and Technology, 6(3), 27 -38.

Ali, R., & Darmawan, D. (2023). Big Data Management
Optimization for Managerial Decision Making and
Business Strategy. Journal of Social Science Studies,
3(2), 139-144.

Anugroh, Y. G., Hardyansah, R.,, Darmawan, D.,
Khayru, R. K., & Putra, A. R. (2023). Consumer
Protection and Responsibilities of E-commerce
Platforms in Ensuring the Smooth Process of
Returning Goods in COD Transactions. Journal of
Social Science Studies, 3(2), 89-94.

Arifin, S, Y. R. Al Hakim, D. Darmawan, M. Irfan, & D.
S. Sigita. (2021). Technical and Ethical Dimensions
of Search Engine Optimization in Managing Online
Business Visibility, Studi Ilmu Sosial Indonesia, 1(1),
193-208.

Arifin, S., & Darmawan, D. (2021). Implementation of
Social Responsibility in Sustainable Marketing.
Journal of Social Science Studies, 1(2), 279-284.

Bashori, B., Hardyansah, R., & Darmawan, D. (2024).
Legal Analysis of Big Data and Analytics in
Preventing  Discrimination and  Protecting
Insurance Customers. Journal of Social Science
Studies, 4(1), 185-192.

Beikverdi, L., Sipil4, J., & Tarkiainen, A. (2024). Post-
Purchase Effects of Impulse Buying: a Review and
Research Agenda. Journal of Consumer Behaviour,
23(3), 1512-1527.

Bhattacharyya, S., & Bose, I. (2020). S-Commerce:
Influence of Facebook Likes on Purchases and
Recommendations on a Linked E-Commerce Site.
Decision Support Systems, 138, 1-13.

Bugshan, H., & Attar, R. W. (2020). Social Commerce
Information Sharing and Their Impact on
Consumers. Technological Forecasting and Social
Change, 153, 119875.

Cahyati, F. L. 1., & Mardikaningsih, R. (2021). Event
Organization and Sponsorship in Increasing Brand
Awareness. Journal of Social Science Studies, 1(1), 293-
298.

Cheng, Z., Shao, B., & Zhang, Y. (2022). Effect of Product
Presentation Videos on Consumers’ Purchase
Intention: The Role of Perceived Diagnosticity,
Mental Imagery, and Product Rating. Frontiers in
Psychology, 1-14.

Chevalier, J. A., & Mayzlin, D. (2006). The Effect of Word
of Mouth on Sales: Online Book Reviews. Journal of
Marketing Research, 43(3), 345-354.

Coker, B. (2020). Arousal Enhances Herding Tendencies
When Decision Making. Journal of Consumer
Behaviour, 19(3), 229-239.

Darmawan, D. & E. Grenier. (2021). Competitive
Advantage and Service Marketing Mix, Journal of
Social Science Studies, 1(2), 75-80.

Darmawan, D. (2018). The Effect of Brand Experience on
Brand Trust and Brand Loyalty, Jurnal Translitera,
7(2), 13-24.

Darmawan, D. (2019). The Effect of Corporate Image on
Brand Awareness and Brand Attitude, Jurnal
Translitera, 8(1), 13-26.

40

Darmawan, D. (2022). Environmental Accountability
through Business Ethics, Responsibility, Morals and
Legal Obligations. Bulletin of Science, Technology and
Society, 1(2), 1-6.

Darmawan, D. (2022). Posthuman Human Resource
Management in Organizations using Generative
Artificial Intelligence. Studi Ilmu Sosial Indonesia,
2(2), 97-124.

Darmawan, D. (2022). Salesperson Interaction Quality
and Consumer Decisions in Online Transactions.
Journal of Social Science Studies, 2(2), 91-98.

Darmawan, D. (2023). Measuring Employee
Productivity in the Digital Era by Considering
Human Creativity and Innovation. International
Journal of Service Science, Management, Engineering,
and Technology, 4(3), 47-53.

Darmawan, D. (2023). Social Inclusion for Older
Workers in the Implementation of Digital
Technology within Organizations. International

Journal of Service Science, Management, Engineering,
and Technology, 4(2), 44-51.

Darmawan, D., & Gatheru, J. (2021). Understanding
Impulsive Buying Behavior in Marketplace. Journal
of Social Science Studies, 1(1), 11-18.

Darmawan, D., & Gatheru, J. (2021). Understanding
Impulsive Buying Behavior in Marketplace. Journal
of Social Science Studies, 1(1), 11-18.

Darmawan, D., F. Issalillah, R.K. Khayru, A.R.A.
Herdiyana, A.R. Putra, R. Mardikaningsih & E.A.
Sinambela. (2022). BPJS Patients Satisfaction
Analysis Towards Service Quality of Public Health
Center in Surabaya. Media Kesehatan Masyarakat
Indonesia, 18(4), 124-131.

Darmawan, D., R. Mardikaningsih, & M. Hariani. (2019).
The Effect of Endorser Celebrity, Attitude Toward
to Ads, and Brand Attitude on Purchase Intention,
Relasi - Jurnal Ekonomi, 15(2), 263-276.

Essa, N. E. & R. Mardikaningsih. (2022). Service Quality
Measurement and Improvement Strategy to
Increase Customer Satisfaction. Journal of Social
Science Studies, 2(1), 235 - 240.

Essardi, N. I, R. Mardikaningsih, & D. Darmawan.
(2022). Service Quality, Product Diversity, Store
Atmosphere, and Price Perception: Determinants of
Purchase Decisions for Consumers at Jumbo
Supermarket, Journal of Marketing and Business
Research, 2(2), 95-104.

Fared, M. A. & D. Darmawan. (2021). Use of Consumer
Behaviour Data for Personalised Advertising in
Digital Marketing, Studi Ilmu Sosial Indonesia, 1(2),
93-108.

Fared, M. A., Darmawan, D., & Khairi, M. (2021).
Contribution of E-Service Quality to Repurchase
Intention with Mediation of Customer Satisfaction:
Study of Online Shopping Through Marketplace.
Journal of Marketing and Business Research (MARK),
1(2), 93-106.

Faridi, F., D. Darmawan, R. Hardyansah, A. R. Putra, A.
S. Wibowo. (2023). Legal Protection for Online-
Based Lending Consumers. International Journal of



Journal of Social Science Studies Vol. 5, No. 2, July 2025, pages 33 - 42

Service Science, Management, and
Technology, 4(2), 34-38.

Filho, E. J. M. A., & Oliveira, R. L. S. (2022). The Mood
Effect in Relation to Impulsive Online Buying
Behavior. Journal of Consumer Behaviour, 22(1), 135-
156.

Gardi, B. & D. Darmawan. (2022). Study of Shopping
Lifestyle, Sales Promotion and Impulsive Buying
Behavior, Journal of Marketing and Business Research,
2(2), 125-134.

Gardi, B., & Darmawan, D. (2024). Uncertainty,
Isolation, and the Erosion of Safety Nets: The
Structural Impact of the Gig Economy on Worker
Mental Health. Studi Ilmu Sosial Indonesia, 4(1), 119-
140.

Grigsby, J. L., Jewell, R. D., & Campbell, C. (2021). Have
Your Cake and Eat it Too: How Invoking Post-
Purchase Hyperopia Mitigates Impulse Purchase
Regret. Marketing Letters, 32(1), 75-89.

Guo, J.,, Wang, X., & Wu, Y. (2020). Positive Emotion
Bias: Role of Emotional Content from Online
Customer Reviews in Purchase Decisions. Journal of
Retailing and Consumer Services, 52, 1-11.

Hardyansah, R., Darmawan, D., Udjari, H., & Pakpahan,
N. H. (2022). Managing Prosperity through a
Minimalist Lifestyle: Social and Economic
Implications. Journal of Social Science Studies, 2(2),
163-168.

Hariani, M., & Mardikaningsih, R. (2022). The
Performance of  Authenticity and the
Commodification of Parasocial Bonds: Twin Pillars
of Influencer Culture on Social Media. Studi Ilmu
Sosial Indonesia, 2(2), 385-412.

Herrando, C., Jimenez-Martinez, J., Hoyos, M. J. M. de,
& Constantinides, E. (2022). Emotional Contagion
Triggered by Online Consumer Reviews: Evidence
from a Neuroscience Study. Journal of Retailing and
Consumer Services, 67, 102973-102973.

Hidayat, W., Darmawan, D., & Hardyansah, R. (2024).
Building Business Defense and Value: A Study on
Legal Protection of Trademarks, Copyrights, and
Industrial Designs for MSMEs. Journal of Social
Science Studies, 4(2), 381-396.

Hong, L. M., Dzulkefly, N. H., Zulkiflli, W. F. W., Nawi,
N. C., & Anuar, N. 1. M. (2023). The Effects of Online
Review on Online Impulse Buying Behaviour. In
Finance, Accounting and Law in the Digital Age:
The Impact of Technology and Innovation in the
Financial Services Sector. Springer International
Publishing, 749-761.

Infante, A. & R. Mardikaningsih. (2022). The Potential of
social media as a Means of Online Business
Promotion, Journal of Social Science Studies, 2(2), 45-
49.

Irfan, M., & Darmawan, D. (2024). Ambidextrous
Leadership as a Collective Ecosystem: Balancing
Exploitation through Digital Transformation and
Exploration for Long Term Growth. Studi Ilmu Sosial
Indonesia, 4(2), 455-480.

Jauhari, M. A, Negara, D. S., & Darmawan, D. (2024).

Engineering,

41

Responsibilities of Digital Marketplace Platforms
and Anticompetitive Assessments in Business Law.
Journal of Social Science Studies, 4(1), 407-422.

Kaur, K., & Sharma, T. (2024). Impulse buying in the
Digital Age: An Exploration using Systematic
Literature Review Approach. Journal of Consumer
Behaviour, 23(5), 2553-2584.

Kemarauwana, M., & Darmawan, D. (2020). Perceived
Ease of Use Contribution to Behavioral Intention in
Digital Payment. Journal of Science, Technology and
Society (SICO), 1(1), 1-4.

Khayru, R. K., Rojak, J. A., & Fajar, A. S. M. (2024). The
Role of Media in the Global Era in Shaping Public
Opinion on Conflict and the Implications for
Democracy. Studi llmu Sosial Indonesia, 4(1), 417-438.

Kiibler, R. V., Lobschat, L., Welke, L., & Meij, H. van der.
(2023). The Effect of Review Images on Review
Helpfulness: A Contingency Approach. Journal of
Retailing, 100(1), 5-23.

Kurniawan, Y., Darmawan, D., & Khayru, R. K. (2021).
Social Media and Contemporary Youth Digital
Literature. Studi Ilmu Sosial Indonesia, 1(2), 109-124.

Lelieveld, G.-J., & Hendriks, H. (2021). The
Interpersonal Effects of Distinct Emotions in Online
Reviews. Cognition & Emotion, 35(7), 1257-1280.

Lil Alamin, S. R., Nurmalasari, D., Darmawan, D., &
Arifin, S. (2021). Comprehensive Relational Value
Marketing Framework for Strengthening Brand
Resilience and Sustained Customer Engagement.
Journal of Social Science Studies, 1(1), 299-304.

Mardikaningsih, R., & Darmawan, D. (2023). The Role of
Digital Leadership in Building Employee Readiness
for Workplace Automation. Studi Ilmu Sosial
Indonesia, 3(1), 423-446.

Mardikaningsih, R., & Essa, N. E. (2025). The
Performance of Authenticity and the
Commodification of Parasocial Bonds: Twin Pillars
of Influencer Culture on Social Media. Studi Ilmu
Sosial Indonesia, 5(1), 117-138.

Mardikaningsih, R., & Oluwatoyin, F. (2023). Analyzing
Algorithmic Bias, Automated Justice, and Social
Transformation in Artificial Intelligence
Implementation. Studi Ilmu Sosial Indonesia, 3(1),
107-128.

Mardikaningsih, R., Darmawan, D., & Halizah, S. N.
(2023). Worker Anxiety About Role Displacement
from Artificial Intelligence Application in Human
Resource Management. Studi Ilmu Sosial Indonesia,
3(2), 355-376.

Mardikaningsih, R., Nuraini, R., & Halizah, S. N. (2022).
Socially Formed Environmental Values and Green
Consumer Purchasing Decisions. Studi Ilmu Sosial
Indonesia, 2(2), 125-150.

Motyka, S., Grewal, D., Aguirre, E., Mahr, D., Ruyter, K.
de, Ruyter, K. de, Wetzels, M., & Wetzels, M. (2018).
The Emotional Review-Reward Effect: How do
Reviews Increase Impulsivity?. Journal of the
Academy of Marketing Science, 46(6), 1032-1051.

Muhammad, A. I, Saputra, R., Pakpahan, N. H,,
Darmawan, D., & Khayru, R. K. (2023). Ethics and



Yusuf Rahman Al Hakim: Consumer Reviews and Impulsive Buying ...

Legality in the Dissemination of Information on
Traffic Accident Victims Through Digital Media.
Journal of Social Science Studies, 3(2), 235-244.

Negara, D. S., D. Darmawan, B. Gardi. (2021). The
Approach of Consumer Reviews to Product
Competitiveness and Management Strategies.
Journal of Social Science Studies, 1(2), 149 - 154.

Ngo, T. T. A., Nguyen, H. L. T., Nguyen, H. P., Mai, H.
T. A, Mai, T. H. T., & Hoang, P. L. (2024). A
Comprehensive Study on Factors Influencing
Online Impulse Buying Behavior: Evidence from
Shopee Video Platform. Heliyon, 10(15), 1-19.

Nguyen, T.S., Nguyen, V. H., & Nguyen, T. H. T. (2024).
The Impact of Online Reviews and eWOM on
Impulse Buying Tendency: A Study of Vietnamese
Gen Z Consumers. Journal For International Business
and Entrepreneurship Development, 16(1), 117-141.

Petticrew, M., & Roberts, H. (2006). Systematic Reviews in
the Social Sciences: A Practical Guide. Blackwell
Publishing, Oxford.

Phan, Q. P.T., Ngo, V. M., & Phuoc, N. C. L. (2020). How

Social ~Commerce  Characteristics  Influence
Consumers’ Online Impulsive Buying Behavior in
Emerging Markets. International Journal of E-

Business Research, 16(3), 74-88.

Priyanka, S. (2024). Unravelling the Influence of User
Reviews within Amazon Website on Consumer
Buying Behaviour. Rabindra Bharati University
Journal of Economics, 18, 78-88.

Ramle, N. L. B., & Mardikaningsih, R. (2022). Inclusivity
in Technology-Based Services: Access and Skills
Challenges. Journal of Social Science Studies, 2(2), 225-
230.

Redine, A., Deshpande, S., Jebarajakirthy, C., &
Surachartkumtonkun, J. (2023). Impulse Buying: A
Systematic Literature Review and Future Research
Directions. International Journal of Consumer Studies,
47(1), 3-41.

Rizaldi, F. 1., D. S. Negara, A. R. Putra, D. Darmawan, &
R. Hardyansah. (2024). Legal Convergence: An
Analysis of Legality and Supervision for
Investment-Based Multilevel Marketing, Journal of
Social Science Studies, 4(2), 423-438.

Rofigi, M. A., R. K. Khayru, & D. Darmawan. (2025).
Digital Product Liability: A Legal Case Study of
Consumer  Losses  Arising from  Mobile
Applications. International Journal of Service Science,
Management, Engineering, and Technology, 7(1), 17 -
26.

Rook, D. W. (1987). The Buying Impulse. Journal of
Consumer Research, 14(2), 189-199.

Sanapang, G. M., & Ardyan, E. (2024). Understanding of
The Important Role of Online Customer Reviews in
Social Commerce on Customer Trust and Impulse
Buying. Review of Management and Entrepreneurship,
8(1), 70-84.

Sankhla, S., Katiyar, A., & Gupta, V. (2024). The

Influence of Online Reviews on Consumer Learning
and Purchase Decisions. Deleted Journal, 2(11), 3427~
3430.

Sinambela, E. A. & D. Darmawan. (2021). Relevance of
Email Marketing in the Contemporary Digital
Marketing Communication Mix, Studi Ilmu Sosial
Indonesia, 1(2), 301-324.

Sinambela, E. A. (2022). The Digital Public Sphere Under
Threat of Disinformation a Literature Study on
Hoax Dissemination Dynamic and Vulnerability
Factors. Studi Ilmu Sosial Indonesia, 2(2), 289-306.

Sinambela, E. A., & Darmawan, D. (2022). Strengths and
Weaknesses of Using Electronic Money as a
Substitute for Cash. Journal of Social Science Studies,
2(2), 56-61.

Sinambela, E. A., Darmawan, D., & Halizah, S. N. (2022).
Digital Inequality and Unequal Opportunity for
Young Entrepreneurs in Online Economies. Studi
Ilmu Sosial Indonesia, 2(1), 169-190.

Staszak, M. (2022). Emotional and the Normative
Aspects of Customers’ Reviews. Journal of Retailing
and Consumer Services, 68, 103011-103011.

Sun, J., Li, T., & Sun, S. (2024). Factors Affecting Users'
Impulse Purchases in Online Group Buying: Online
Consumer Reviews, Countdowns and Self-Control.
Asia Pacific Journal of Marketing and Logistics, 36(1),
224-240.

Sutanto, H., Saputra, R., & Darmawan, D. (2023). Legal
Violation Patterns in Digital Technology on
Liability and Proof. Studi Ilmu Sosial Indonesia, 3(2),
277-308.

Thomas, J., & Harden, A. (2008). Methods for the
Thematic Synthesis of Qualitative Research in
Systematic Reviews. BMC Medical Research
Methodology, 8(1), 45.

Vana, P, & Lambrecht, A. (2020). The Effect of
Individual Online Reviews on Purchase Likelihood.
Social Science Research Network, 40(4), 708-730.

Wibowo, A. S., Darmawan, D., Halizah, S. N., &
Mardikaningsih, R. (2023). Optimizing the
Principles of Healthy Business Competition and the
Role of KPPU for a Fair Economy in the Digital Era.
Journal of Social Science Studies, 3(1), 95-100.

Wu, R.,, Wu, H., & Wang, C. L. (2021). Why is a Picture
‘Worth a Thousand Words’? Pictures as Information
in Perceived Helpfulness of Online Reviews.
International Journal of Consumer Studies, 45(3), 364-
378.

Yao, Q., Han, Y., & Yang, D.-L. (2022). Should Online
Reviews Include Pictures? The Impact of Fit
Between Product Type and Online Review
Presentation = Format.  Australian  Journal  of
Management, 49(3), 509-527.

Zheng, Y., Baojun, M. A,, Zhou, X., & Lu, B. (2024). Not
All Consumer-Generated Images Are Attractive
and Persuasive: A Heuristic Cue Perspective.
Computers in Human Behavior, 158, 1-20.

*Al Hakim, Y. R. (2025). Consumer Reviews and Impulsive Buying: The Role of Emotional Arousal in Social

Commerce, Journal of Social Science Studies, 5(2), 33 - 42.



