DAFTAR PUSTAKA

Ajzen, I. (n.d.). The Theory of Planned Behavior.

Ariana, H., Almuhtadi, I., Natania, N. J., Handayani, P. W., Bressan, S., & Larasati,
P. D. (2024). Influence of TikTok on body satisfaction among Generation Z
in Indonesia: Mixed methods approach. JMIR Human Factors, 11, e58371.
https://doi.org/10.2196/58371

Arnold, M. J., & Reynolds, K. E. (2003). Hedonic shopping motivations. Journal
of Retailing, 79(2), 77-95. https://doi.org/10.1016/S0022-4359(03)00007-1

Badan Pusat Statistik. (2020), Statistik-Gender. Tematik: Prof | Generasi Milenial
dan Generasi Z Indonesia. BPS. ‘

Blattberg, R. C., & Neslin, S. A. (1990). Sales promotion: Concepts, methods, and
strategies. Prentice Hall.

Chen, C. C., Lin, Y. C., & Lin, R: C. (2021). Impulse buying in live-streaming e-
commerce: The role of interactivity and emotional arousal.
Journal of Electronic Commerce Research, 22(4), 287-305.
https://www.jecr.org/mode/627

Choirunnisa, N., Santoso, F., Ekonomi, F., Bisnis, D., Uin, 1., Mas, R., & Surakarta,
S. (n.d.). Kepuasan Nasabah Deposito Mudharabah BMT Ahmad Dahlan
Cawas: Peran Kualitas Pelayanan dan Kualitas Produk. 10(2), 81-93.
https://doi.org/10.24252/igtisaduna.v11i1.56191

Cobb, C. J., & Hoyer, W. D. (1986). Planned versus impulse purchase behavior.
Journal of Retailing, 62(4), 384—409.

Creswell, J. W., /& Creswell, J..'D."(2018).. Research design: Qualitative,
quantitative, and mixed methods approaches (5th ed.). SAGE Publications.

DataReportal.  (2024). Digital 2024: Indonesia. We Are Social &
Meltwater.Dibagiyya, H., Najib, M. F., & Amalia, F. A. (2023). The
influence of /ive-streaming shopping activities on attitude toward purchase
intention.

Journal of Marketing Innovation, (2), 110-129.

De, O., & Simanjuntak, P. (2022). Pengaruh Flash Sale promotion dan discount
terhadap online impulsive buying (studi pada mahasiswa pengguna shopee
di universitas sari mutiara indonesia). Jurnal Ekonomi Dan Bisnis, 9(2).

Desy Fitriana, F., Tinggi Ilmu Ekonomi Surakarta Budi Istiyanto, S., Studi
Manajemen, P., & Tinggi [lmu Ekonomi Surakarta, S. (2024). Pengguna
shopeedi soloraya. 2(2), 712—723. Https://doi.org/10.61722/jiem.v2i2.1031



https://www.jecr.org/node/627
https://doi.org/10.24252/iqtisaduna.v11i1.56191
https://doi.org/10.24252/iqtisaduna.v11i1.56191
https://doi.org/10.61722/jiem.v2i2.1031

Dittmar, H. (2005). 4 new look at compulsive buying: Self-discrepancies and
materialistic values as predictors of compulsive buying tendency. Journal
of  Social and Clinical ~ Psychology, 24(6), 832-859.
https://doi.org/10.1521/js¢p.2005.24.6.832

Djafarova, E., & Bowes, T. (2021). 'Instagram made me buy it": Generation Z
impulse purchases in fashion industry. Journal of Retailing and Consumer
Services, 59, 102345. https://doi.org/10.1016/j.jretconser.2020.102345

Ekombis Review -Jurnal Ilmiah Ekonomi dan Bisnis, J., Vera Yustanti, N., Indian
Ariska, Y., & Ervina, R. (n.d.). Dampak Tagline “Gratis Ongkos Kirim” dan
Program Flash Sale pada Marketplace Shoppe untuk Mendorong Impulsive
buying secara Online. Journal Ekombis Review, 10, 109-120.
Https://doi.org/10.37676/ckombis, vl 0isl: /- .

Ervina, G., Simanjorang, E. F., & Siregar, N. A. (2024). Effects of Cashback, Flash
Sale, and Free Shipping on Impulsive buying at Shopee Marketplace. Jurnal
Alwatzikhoebillah : Kajian Islam, Pendidikan, Ekonomi, Humaniora, 10(1),
61-72. Https://doi.org/10.37567/alwatzikhoebillah.v10i1.2251

Eroglu, S. A., Machleit, K. A., & Davis, L. M. (2001). Atmospheric qualities of
online retailing: A conceptual model and implications. Journal of Business
Research, 54(2), 177—184.https://doi.org/10.1016/S0148-2963(99)00087-9

Fauzi, A., Maidani, N., Nursal, M. F., & Saputra, F. (2023). Pengaruh independensi
dan kompetensi auditor terhadap kualitas audit pada kantor akuntan publik
di DKI Jakarta. Jurnal Manajemen dan Pemasaran Digital, 1(3), 119—132.
https://doi.org/10.54783/jser.v512.105

Gefen, D., & Straub, D. W. (2004). Consumer trust in B2C e-commerce and the
importance of social presence. Omega, 32(6), 407-424.
https://doi.org/10.1016/j.omega.2004.01.006

Goetha, S., Sia Niha, S.; & Fallo, A. (2024). Scarcity and Live Commerce Effects
on Impulse Buying: Competitive Arousal in Kupang E-Commerce. Jurnal
Ilmiah Manajemen Dan Bisnis, 9(1), 45-55. Https://doi.org/10.38043/jimb

Goldring, D., & Azab, C. (2021). New rules of social media shopping: Personality
differences of U.S. Gen Z versus Gen X market mavens. Journal of
Consumer Behaviour, 20(4), 884—897. https://doi.org/10.1002/cb.1893

Ghozali, 1., & Kusumadewi, K. A. (2023). Partial Least Squares: Konsep, teknik
dan aplikasi menggunakan program SmartPLS 4.0 untuk penelitian empiris
(Edisi 1). Yoga Pratama.


https://doi.org/10.1521/jscp.2005.24.6.832
https://doi.org/10.1016/j.jretconser.2020.102345
https://doi.org/10.37567/alwatzikhoebillah.v10i1.2251
https://doi.org/10.54783/jser.v5i2.105
https://doi.org/10.1016/j.omega.2004.01.006
https://doi.org/10.1016/j.omega.2004.01.006
https://doi.org/10.38043/jimb
https://doi.org/10.1002/cb.1893

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S.
(2021). Partial Least Squares Structural Equation Modeling (PLS-SEM)
using R. Springer. https://doi.org/10.1007/978-3-319-57413-4 15

Harmonti, J., & Bangsa, N. (2023). Jurnal harmoni nusa bangsa Analisis Pengaruh
Perbedaan  Bahasa dalam  Komunikasi  Antarmahasiswa.  1(1).
Http://stipram.co.id

Hartini, M., Diva Maulana, M., & Kunci, K. (2024). Strategi Pemasaran
Menggunakan E-commerce Tokopedia untuk. Https://doi.org/10.59966

Hapsari, R., & Bawono, S. (2022). Pengaruh [live-streaming Shopee terhadap
impulsive  buying  behavior  pada  konsumen  generasi Z.
Jurnal Ilmu Manajemen , ; dan . Bisnis, 13(1), 45-60.
https://doi.org/10! F7509/1mb.v13i1.45678

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic
word-of-mouth via consumer-opinion platforms: What motivates

consumers to articulate themselves on the Internet? Journal of Interactive
Marketing, 18(1), 38-52. https://doi.org/10:1002/dir.10073

Hermawan, L. A., & Radiansyah, E. (n.d.). Pengaruh Flash Sale, Gratis Ongkos
Kirim dan Cashback Terhadap Perilaku Pembelian Impulsif Konsumen
Shopee di Lampung Selatan. In Edu Society: Jurnal Pendidikan, Ilmu
Sosial, = dan  Pengabdian = Kepada  Masyarakat  (Vol.  4).
Https://jurnal.permapendis-sumut.org/index.php/edusociety

Ismaya, E. (2018). Pengaruh serendipitous information, scarcity, discounted price,
dan perceived enjoyment terhadap urge to buy impulsively dan impulsive
buy behavior pada Flash Sale Shopee (Telaah pada Flash Sale Shopee di
Indonesia) (Bachelor's thesis, Universitas Multimedia Nusantara)

Jacoby, J. (2002). Stimulus—organism—response reconsidered: An evolutionary step
in modelling (consumer) behavior. Journal of Consumer Psychology, 12(1),
51-57. https://doi.org/10.1207/S15327663JCP1201_05

Juita, V., Pujani, V., Rahim, R., & Rahayu, R. (2024). Dataset on online impulsive
buying behavior of buy now pay later users and non-buy now pay later users
in Indonesia using the stimulus-organism-response model. Data in Brief, 54,
110500. https://doi.org/10.1016/j.d1b.2024.110500

Kusuma, R. A., & Nurhadi, N. (2024). Pengaruh Flash Sale, Bebas Biaya
Pengiriman, dan Hedonic Shopping Motivation terhadap Impulse Buying
pada Pengguna Shopee di Gresik. AI-Kharaj: Jurnal Ekonomi, Keuangan &
BisnisSyariah, 6(4), 4323-4334. https://doi.org/10.47467/alkharaj.v6i4.886



https://doi.org/10.1007/978-3-319-57413-4_15
http://stipram.co.id/
http://stipram.co.id/
https://doi.org/10.17509/jimb.v13i1.45678
https://doi.org/10.1002/dir.10073
https://doi.org/10.1207/S15327663JCP1201_05
https://doi.org/10.47467/alkharaj.v6i4.886

Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.).
Harlow, England: Pearson Education Limited.

Lamis, S. F., Handayani, P. W., & Fitriani, W. R. (2022). Impulse buying during
Flash Sales in the online marketplace. Cogent Business and Management,
9(1). Https://doi.org/10.1080/23311975.2022.2068402

Langi, C. C., J Lapian, H. V, Roring, F., Cesya Langi, C., H V Joyce Lapian, S. L.,
Roring, F., & Ekonomi dan Bisnis Jurusan Manajemen, F. (2025). The
influence of live-streaming, Free Shipping, and content reviews, on impulse
buying among tiktok shop users in the ranowangko region. 13(1), 683—695.

Lenaini, 1., & Artikel, R. (2021). Teknik pengambilan sampel purposive dan
snowball _ sampling .. info \ ariikel . — abstrak. 6(1), 33-309.
Https://doi.org/10.31764/historis.vxiy.4075

Li, M., Wang, Q., & Cao, Y. (2022). Understanding consumer online impulse
buying in [live-streaming e-commerce: A stimulus-organism-response
framework. International Journal of Environmental Research and Public
Health. hittps://doi.org/10:3390/

Li, Y., Frutos, N., & Egea, J. (2025). Impulse buying in live-streaming e-commerce:
A systematic literature review and future research agenda.
https://doi.org/10.1016/jkelibr.2025.100676

Martaleni, M., Hendrasto, F., Hidayat, N., Dzikri, A. A., & Yasa, N. N. K. (2022).
Flash Sale and online impulse buying: Mediation effect of emotions.
Innovative Marketing, 18(2), 49-59.
Https://doi.org/10.21511/im.18(2).2022.05

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology.
Cambridge, MA: MIT Press.

Ngo, T. T. A., Nguyen, H. L: T., Mai, H. T. A.; & Nguyen, H. P. (2025). Key
determinants of online impulse buying behavior: A study from tiktok Shop
users in Vietnam. Acta Psychologica, 260. Https://doi.org/10.1016/j.actpsy
.2025.105593

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). Https://doi.org/10.1016/j.heliyon.2024.e35743

Ningtyas, Y. 1., Yatiningrum, A., Rizqy, D., Devi, H., & Dahlianti, S. F. (n.d.). The
influence of Free Shipping offers and shopee advertisements on purchasing
decisions for faculty of economics, panca marga university probolinggo


https://doi.org/10.31764/historis.vxiy.4075
https://doi.org/10.3390/
https://doi.org/10.1016/j.chbr.2025.100676
https://doi.org/10.21511/im.18(2).2022.05
https://doi.org/10.21511/im.18(2).2022.05

students. Jurnal Ekonomi Kreatif Dan Manajemen Bisnis Digital, 3(4), 464—
473. Https://transpublika.co.id/ojs/index.php/JEKOMBITAL

Nur Maida, A., Hasna, S., Zikrinawati, K., & Fahmy, Z. (2023). Experimental
Student Experiences Is it true that Flash Sale and Free Shipping Tagline
Affect Impulsive buying Behavior of Lazada E-Commerce Users Living in
Semarang? (Study on Lazada Marketplace Users in Semarang City)
Benarkah Tagline Flash Sale dan Free Ongkir Mempengaruhi Perilaku
Pembelian Impulsif Pengguna E-Commerce Lazada yang Tinggal di
Semarang? (Studi Pada Pengguna Lazada Marketplace di Kota Semarang).
7,2985-3877. Https://doi.org/10.58330/ese.v117.245

Nurdin, 1. P., Miska Raihani, W., Putri, A., Yulianda, R., Keumalawati, C.,
Handayani, G., Kusdiane, <S:" D5 Asri, Muh., & Mustagim. (2025).
Pemanfaatan Marketplace Shopee Sebagai Solusy Pemasaran Digital Bagi

Generasi Z di Pedesaan. Kolaborasi: Jurnal Pengabdian Masyarakat, 5(2),
198-203. Https://doi.org/10.56359/kolaborasi.v5i2.491

Pengaruh Gaya Hidup Dan Kualitas Pelayanan Terhadap Niat Pembelian Ulang
Produk Makanan Cepat Saji Di Kota Surakarta Yang Dimediasi Oleh
Perilaku Konsumen Rohayani Mustika Sari, A., & Ekonomi Dan Bisnis
Ums, F. (n.d.-b). Paradoks: Jurnal llmu Ekonomi 8(1) (2025) | 490.

Permatasari, I., Mukhsin, M., & Atiah, 1. N. (2023). Pengaruh Flash Sale dan Free
Shipping terhadap Impulsive buying Behavior dalam Perspektif Ekonomi
Islam. OIKONOMIKA: Jurnal Kajian Ekonomi Dan Keuangan Syariah,
4(1), 25-37. Https://doi.org/10.53491/oikonomika.v4il.544

Pew Research Center. (2019). Defining generations: Where Millennials end and
Generation Z begins.

Przybylski, A. K., Murayama, K., DeHaan, C. R., & Gladwell, V. (2013).
Motivational, emotional; and 'behavioral correlates of-fear of missing out.
Computers in Human Behavior, 29(4), 1841-1848.
https://doi.org/10.1016/1.chb.2013.02.014

Rahmasari, F., Astuti, H. J., Septin, T., Rahayu, M., & Endratno, H. (2025). The
Effect of Flash Sale, Free Shipping, and Cashback on Impulsive buying of
Muslimah Fashion Mediated by Positive Emotion on Gen Z Shoppe users
in Purwokerto Indonesian Journal of Digital Business The Effect of Flash
Sale, Free Shipping, and Cashback on Impulsive buying of Muslimah
Fashion Mediated by Positive Emotion on Gen Z Shoppe users in
Purwokerto. Indonesian Journal of Digital Business, 5(4), 1381-1397.

Rahma, N., Pangastuti, D., & Kusumaningtyas, D. (n.d.). Pengaruh FOMO (Fear
of Missing Out), Flash Sale, Live Stream Shopping terhadap Impulsive
buying pada Konsumen Lip Produk di TikTok Shop. https://kol.id/


https://doi.org/10.53491/oikonomika.v4i1.544
https://doi.org/10.1016/j.chb.2013.02.014

Savitri, R. R., & Riva’i, A. R. (2024).The influence of Flash Sale, live-streaming,
and electronic word of mouth on impulse buying among Shopee users.
Management Studies and Entrepreneurship Journal, 5(1), 1026—1033.

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill-building
approach (7th ed.). Wiley.

Subhaktiyasa, P. G. (2024). Menentukan Populasi dan Sampel: Pendekatan
Metodologi Penelitian Kuantitatif dan Kualitatif. Jurnal Ilmiah Profesi
Pendidikan, 9(4), 2721-2731. Https://doi.org/10.29303/jipp.v9i4.2657

Sun, Y., Shao, X., Li, X., Guo, Y., & Nie, K. (2019).How live-streaming
influences purchase intentions in social commerce: An IT affordance
perspective.

Electronic ~ Comnierce Relsearch and’ -"Applications, 37, 100886.
https://doi.org/10.1016/j.elerap.2019.100886

Santrock, J. W. (2019). Life-Span Development (17th ed.). McGraw-Hill Education.

Tumanggor, S., Hadi, P., & Sembiring, R. (2022). Pembelian impulsif pada e-
commerce shopee (studi pada konsumen shopee di Jakarta Selatan). Journal
of Business & Banking, 11(2), 251-270.
Https://doi.org/10.14414/jbb.v1112.2733

Wongkitrungrueng, A., & Assarut, N. (2020). The role of [ive-streaming in
building consumer trust and engagement with social commerce sellers.
Journal of Business Research, 117, 543-556.
https://doi.org/10.1016/j.jbusres.2018.08.032

Zheng, X., Men, J., Yang, F., & Gong, X. (2019). Understanding impulse buying
in mobile commerce. International Journal of Information Management, 48,
151-160. https://doi.org/10.1016/j.ijinfomgt.2019.02.010

Compas. (2024). Barang paling laris di Shopee.
https://compas.co.id/article/barang-paling-laris-di-shopee/

AsiaCommerce. (2025). Produk terlaris di Shopee update 2025.
https://asiacommerce.id/produk-terlaris-di-shopee-update-2025/



https://doi.org/10.29303/jipp.v9i4.2657
https://doi.org/10.1016/j.elerap.2019.100886
https://doi.org/10.14414/jbb.v11i2.2733
https://doi.org/10.14414/jbb.v11i2.2733
https://doi.org/10.1016/j.jbusres.2018.08.032
https://doi.org/10.1016/j.ijinfomgt.2019.02.010
https://compas.co.id/article/barang-paling-laris-di-shopee/
https://asiacommerce.id/produk-terlaris-di-shopee-update-2025/

