
FBM

2025

Insights
FACULTY  OF BUSINESS AND MANAGEMENT
UNIVERSITI TEKNOLOGI MARA, CAWANGAN KEDAH

VOLUME 12



ii

FBM INSIGHTS

Faculty of Business and Management

Universiti Teknologi MARA Cawangan Kedah

e-ISSN 2716-599X

The editorial board would like to express their heartfelt appreciation for the contributions
made by the authors, co-authors and all who were involved in the publication of this bulletin.

Published by : Faculty of Business and Management,

Universiti Teknologi MARA Cawangan Kedah

Published date : 9 October 2025

All rights reserved. No part of this publication may be reproduced, copied, stored in any
retrieval system or transmitted in any form or by any means, electronic, mechanical,
photocopying, recording or otherwise, without the prior permission from the Rector, Universiti
Teknologi MARA Cawangan Kedah, Kampus Sungai Petani, 08400 Merbok, Kedah,
Malaysia.

The views, opinions, and technical recommendations expressed by the contributors and
authors are entirely their own and do not necessarily reflect the views of the editors, the
publisher and the university.



iii

FBM INSIGHTS EDITORIAL BOARD

Advisor
Dr. Yanti Aspha Ameira binti Mustapha, Universiti Teknologi MARA Cawangan Kedah

Chief Editor
Dr. Zuraidah binti Mohamed Isa, Universiti Teknologi MARA Cawangan Kedah

Dr. Norhidayah binti Ali, Universiti Teknologi MARA Cawangan Kedah

Managing Editor
Dr. Azyyati binti Anuar, Universiti Teknologi MARA Cawangan Kedah

Puan Nurfaznim binti Shuib, Universiti Teknologi MARA Cawangan Kedah
Puan Nurul Izzati binti Idrus, Universiti Teknologi MARA Cawangan Kedah

Editors
Dr. Dahlia binti Ibrahim, Universiti Teknologi MARA Cawangan Kedah
Dr. Roziyana binti Jafri, Universiti Teknologi MARA Cawangan Kedah

Puan Rosliza binti Md. Zani, Universiti Teknologi MARA Cawangan Kedah
Puan Najah binti Mokhtar, Universiti Teknologi MARA Cawangan Kedah

Puan Yong Azrina binti Ali Akbar, Universiti Teknologi MARA Cawangan Kedah
Puan Hanani binti Hussin, Universiti Teknologi MARA Cawangan Kedah

Puan Shakirah binti Mohd Saad, Universiti Teknologi MARA Cawangan Kedah
Puan Wan Shahrul Aziah binti Wan Mahamad, Universiti Teknologi MARA Cawangan Kedah

Puan Syukriah binti Ali, Universiti Teknologi MARA Cawangan Kedah
Dr Rabitah binti Harun, Universiti Teknologi MARA Cawangan Kedah

Puan Fatihah Norazami binti Abdullah, Universiti Teknologi MARA Cawangan Kedah
Puan Jamilah binti Laidin, Universiti Teknologi MARA Cawangan Kedah

Dr. Norhafizah binti Abdul Halim, Universiti Teknologi MARA Cawangan Kedah

Manuscript Editor
Dr. Siti Norfazlina binti Yusof, Universiti Teknologi MARA Cawangan Kedah
Dr. Berlian Nur binti Morat, Universiti Teknologi MARA Cawangan Kedah

Secretary
Puan Intan Nazrenee binti Ahmad, Universiti Teknologi MARA Cawangan Kedah

Puan Syahrul Nadwani binti Abdul Rahman, Universiti Teknologi MARA Cawangan Kedah

Technical Board
Dr. Afida binti Ahmad, Universiti Teknologi MARA Cawangan Kedah

Graphic Designer
Dr. Shafilla binti Subri, Universiti Teknologi MARA Cawangan Kedah



iv

TABLE OF CONTENTS

Editorial Board………………………………………………………………………………………..iii

1. UNMASKING TOXIC LEADERSHIP FROM A HUMAN RESOURCE
PERSPECTIVE
Nurul Hayani Abd Rahman, Shaira Ismail & Nani Ilyana Shafie

1

2. UNEMPLOYMENT CHALLENGE AMONG UNIVERSITY STUDENTS
Azfahanee Zakaria & Sarah Sabir Ahmad

4

3. FACTORS THAT TRIGGER IMPULSE BUYING IN SOCIAL MEDIA
COMMERCE
Fatihah Norazami Abdullah

7

4. ARTIFICIAL INTELLIGENCE’S IMPACT ON GENERATION ALPHA’S
HIGHER EDUCATION EXPECTATIONS
Nurliyana Abas, Hanani Hussin & Azira Rahim

11

5. SOCIAL MEDIA: GENERATIONAL TRENDS AND STRATEGIES
Norhidayah Ali, Azni Syafena Andin Salamat & Suhaida Abu Bakar

17

6. STRONGER FINANCES, STRONGER LIVES: BUILDING HEALTH
THROUGH ECONOMIC RESILIENCE
Nor Razuana Amram, Muhammad Asyraaf Hashim & Nuraina Nadia Rosli

19

7. RESEARCH TREND IN CUSTOMER-BASED BRAND EQUITY (CBBE) AND
ITS CONTRIBUTING FACTORS
Musdiana Mohamad Salleh & Etty Harniza Harun

22

8. UNDERSTANDING THE ENTREPRENEURIAL MINDSET AMONG
STUDENTS: A REVIEW
Nur Diana Hassan & Siti Fairuza Hassam

26

9. BANK-BASED SHORT-TERM FUNDS: SUPPORTING WORKING CAPITAL
AND BUSINESS CONTINUITY
Anita Abu Hassan, Mohd Syazrul Hafizi Husin & Rosliza Md Zani

30

10. THE POSITIVE IMPACTS OF BOYCOTTS: ESSENTIAL INSIGHTS FOR
MALAYSIAN BUSINESS
Shakirah Mohd Saad

33

11. CLICK TO EAT: UNDERSTANDING USERS’ BEHAVIORAL INTENTIONS
Mohd Najmie Osman, Norhidayah Ali & Azyyati Anuar

36

12. WHEN BANKS LOSE THEIR HUMAN TOUCH
Anita Abu Hassan & Mohd Syazrul Hafizi Husin

38

13. AT THE EDGE OF CODE AND CONSCIENCE: LEADERSHIP IN THE AGE
OF AI
Hafizah Besar Sa’aid & Kardina Kamaruddin

40



v

14. BLOCKCHAIN USAGE IN MANAGEMENT: MALAYSIAN PERSPECTIVES
AND APPLICATIONS
Mohd Fazil Jamaludin, Mohd Shafiz Saharan & Khairul Azfar Adzahar

44

15. WATCHING THE WATCHERS: PRIVACY CONCERNS AS A BRIDGE
BETWEEN SURVEILLANCE AND TRUST
Hanani Hussin, Nurliyana Abas & Norafiza Mohd Hardi

49

16. KPIs VS. PEOPLE: STRIKING A BALANCE BETWEEN TARGETS AND
TALENT
Rosliza Md Zani, Shakirah Mohd Saad & Abd Rasyid Ramli

55

17. EARLY RETIREMENT: A BLESSING OR A BURDEN?
Wan Shahrul Aziah Wan Mahamad & Ramli Saad

57

18. THE GIG ECONOMYAND LABOR RIGHTS IN MALAYSIA: BALANCING
FLEXIBILITY WITH SECURITY
Jamilah Laidin, Nor Azira Ismail & Shahiszan Ismail

61

19. DIGITALIZATION OF FINANCIAL ADVISORY THROUGH ROBO-ADVISORS
Chaleeda Som Sak

64

20. FINANCIAL LITERACY IN A CHANGING ECONOMY: A MALAYSIAN
PERSPECTIVE (2020–2024) LITERATURE REVIEW
Fauziah Mohamad Yunus & Azlin Azman

67

21. ASSESSING THE ROLE OF CASH TRANSFER PROGRAMS IN
ADDRESSING MALAYSIA’S COST-OF-LIVING CHALLENGES
Nor Azira Ismail, Jamilah Laidin & Shahiszan Ismail

71

22. THE IMPACT OF FOMO ON THE PERFORMANCE OF GENERATION Z
Nurul Izzati Idrus & Nurfaznim Shuib

73

23. BRIDGING THE DIGITAL DIVIDE IN OFFICE RECORDS MANAGEMENT: A
POST-PANDEMIC IMPERATIVE
Nurfaznim Shuib & Nurul Izzati Idrus

76



7

FACTORS THAT TRIGGER IMPULSE BUYING IN SOCIAL MEDIA COMMERCE

Fatihah Norazami Abdullah
Faculty of Business and Management, Universiti Teknologi MARA Cawangan Kedah

fatih876@uitm.edu.my

INTRODUCTION

Social media has transformed not only communication and content consumption but also
online consumer shopping behavior. Social commerce combines social interaction and real-time
purchasing and stands as a key driver of online shopping behavior (Zhang et al., 2022). Social
media platforms like Facebook, TikTok, and Instagram offer in-app shopping services such as
shoppable posts and checkouts, thus encouraging quick and easy purchases. This environment
favors impulse buying—spontaneous purchases driven by situational and emotional stimuli
(Rook et al., 1987; Verhagen & van Dolen, 2011). Although once common in offline stores,
impulse buying is now a common phenomenon in social media due to targeted advertisements,
limited-time offers, celebrity influences, and engaging visuals (Lim et al., 2020). These
conditions minimize cognitive reasoning and enhance emotional responses, resulting in
unplanned consumption (Xiao et al., 2019). Psychological factors like FOMO, enjoyment, and
social proof also enhance this effect (Casaló et al., 2020; Pradhan et al., 2018). Impulse buying
on social media is driven by a mix of psychological, social, and platform-level stimuli.

PSYCHOLOGICAL FACTORS

Hedonic motivation and emotional arousal

Hedonic motivation refers to shopping that is driven by enjoyment, excitement, or
pleasure rather than necessity (Babin et al., 1994). Social media consumers will most likely be
motivated by active imagery, active video, and fun influencer content. These motivate emotional
arousal—an enthusiastic, pressing sensation—that pushes consumers to buy impulsively
without much thought (Beatty & Ferrell, 1998). Social media sites like Instagram and TikTok
enhance this effect through features like infinite scrolling, personalized feeds, and countdown
timers, which sustain emotional activation and lead to spontaneous buying (Lim et al., 2020;
Zhang et al., 2022).

Fear of Missing Out (FOMO)

Fear of Missing Out (FOMO) is the feeling that others are enjoying valuable experiences
without you, creating a desire to join in (Przybylski et al., 2013). In shopping, FOMO pushes
people to make quick purchases when products are scarce, trending, or time-limited
(Hodkinson, 2019). Social media platforms like Facebook, TikTok, and Instagram reinforce this
feeling by constantly showing users reminders of new merchandise, promotions, and social
purchasing, thus creating pressure and social immediacy (Balakrishnan & Griffiths, 2017). The
sellers use techniques such as countdown timers and "just a few left" notifications to trigger
emotional responses and reduce decision time, leading to impulse buying (Zhang et al., 2022).

mailto:fatih876@uitm.edu.my


8

SOCIAL FACTORS

Social proof (likes, shares, comments)

Social proof is the inclination to follow other individuals' actions, especially in times of
uncertainty (Cialdini, 2009). In online shopping, this takes the form of likes, comments, shares,
and reviews showing a product's popularity and credibility. On social media platforms like
Instagram, TikTok, and Facebook, highly rated products or those liked most are regarded as
more attractive and credible (Cheung et al., 2014). This social endorsement boosts affective
involvement and reduces critical thinking, often leading to impulse buying (Zhao et al., 2021).
Consumer-generated content like product reviews, influencer postings, or customer photos also
increases appeal to the product by making it appear more authentic and attractive (Casaló et
al., 2020).

Influencer marketing and parasocial relationships

Influencer marketing is a practice where brands collaborate with social media
influencers, such as content creators or celebrities, to obtain product endorsements. Followers
often perceive influencers as authentic and are likely to embrace their endorsements toward a
certain brand or product (Freberg et al., 2011). The parasocial relationships or one-way
emotional affiliations developed through repeated exposure between influencers and their
followers serve as the primary catalyst that enables them to exert influence (Horton & Wohl,
1956). Platforms like Instagram and TikTok amplify these relationships by allowing influencers
to post emotional content on a personal scale. Therefore, the followers become attached and
are more likely to trust and listen to their advice (Chung & Cho, 2017).

PLATFORM-DRIVEN FACTORS

Seamless user interface (UI) and one-click purchasing

A smooth UI is an aesthetically attractive and easy-to-use design. In social commerce,
features like smooth scrolling, rapid-image loading, and product links within the site are
responsible for intuitive shopping (Chopra & Rajan, 2020). One-click purchasing further
simplifies this task by offering a quick transaction. This convenience reduces decision-making
time and increases the likelihood of impulse buying, especially when consumers are emotionally
engaged (Wang et al., 2021).

CONCLUSION

Social media impulse purchases are fueled by several key factors. Emotional drivers like
hedonic motivation and FOMO create enthusiasm and time pressure that compel impulse
buying. Social drivers like influencer marketing and social proof create trust and feelings of
belonging, thus enhancing the product appeal. Finally, an easy-to-use interface with single-click
purchasing allows one to effortlessly and speedily shop, reducing uncertainty and facilitating
spontaneous decision-making. Altogether, these attributes construct an engaging and emotional
shopping environment that solidly encourages impulse buying behavior throughout social media
platforms.
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