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ABSTRACT

This study aims to explore how social commerce influences overconsumption
of fashion products among Generation Z consumers. The research adopts the
Stimulus-Organism-Response (S-O-R) Model in conjunction with Social Comparison
Theory to analyze the internal psychological responses of consumers triggered by
external stimuli, such as platform design, social content, personalized marketing, and
social interaction. These stimuli lead to internal reactions, namely emotional
impulses and perceived social pressure, which act as key drivers of impulsive and
excessive purchasing behavior.

A qualitative research methodology was employed, involving in-depth
interviews with 40 Generation Z participants who have experience purchasing fashion
products through social commerce platforms. The findings reveal that factors such as
platform usability, personalized product recommendations, emotionally engaging
content, interactions with peers or influencers, marketing triggers, and social
comparison all play critical roles in evoking instant desire and social pressure,

ultimately resulting in poorly considered purchase decisions and overconsumption.
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The insights from this study contribute to a deeper understanding of the
psychological mechanisms behind Generation Z's overconsumption behavior in the
digital era and can be applied to the development of awareness-raising strategies

and more responsible consumer marketing approaches.
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