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ABSTRACT 

 

Social media is subset of social commerce and Facebook is the most popular social 

media platform that being commonly used by people. Basically, it is a site that used 

on the internet today. There is much seller use a social media as a platform to do a 

business and sell their products and services. Since, social media become trend and 

known by people it occur some issues related to impulsive buying behavior. 

Therefore, there is a lack of research being done by other researchers about how to 

reduce impulsive buying behavior. This research offer literature review that to 

explain from the existing reminder applications, impulsive buying, in social media 

until prototype that will be used. A new model includes factors that lead to impulsive 

buying behavior had been constructed as references to design reminder prototype. 

The model had been applied and paper prototyping had been done based on it. 
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