DAFTAR PUSTAKA

Abel, J. P., & Buff, C. L. (2016). Social Media and the Fear of Missing Out: Scale
Development and Assessment. In Journal of Business & Economics Research-
First Quarter (Vol. 14, Issue 1).

Alfani, M. H. (2020a). Pengaruh Harga dan Promosi Terhadap Impulse Buying Pada
Produk Online Menurut Ekonomi Syariah. Costing : Journal of Economic,
Business and Accounting, 3(2).

Alfani, M. H. (2020b). Pengaruh Harga dan Promosi Terhadap Impulse Buying Pada
Produk Online Menurut Ekonomi Syariah. Costing : Journal of Economic,
Business and Accounting, 3(2).

Aliwinoto, C., Hadianto, B., & Tjiptojodjo, K. 1. (2024a). The Relationship Between
Price Discounts and Impulsive Purchase: The Mediating Role of Positive
Emotions. Journal of Business and Economics Research (JBE), 5(2), 121-128.
https://doi.org/10.47065/jbe.v5i2.5252

Aliwinoto, C., Hadianto, B., & Tjiptojodjo, K. I. (2024b). The Relationship Between
Price Discounts and Impulsive Purchase: The Mediating Role of Positive
Emotions. Journal of Business and Economics Research (JBE), 5(2), 121-128.
https://doi.org/10.47065/jbe.v5i2.5252

Anggraini, D., Azman, H. A., Hasanah, N. F., Febrian, H., & Sholihin, A. (2023).
Pengaruh Flash Sale dan Tagline“Gratis Ongkir” Shopee Terhadap Impulsive
Buying Secara Online dengan Muslim Self-Control Sebagai Variabel
Moderating (Kajian Perspektif Ekonomi Islam). Jurnal limiah Ekonomi Islam,
9(01), 618-629.

Annur, C. M. (2023, July 13). Penduduk Indonesia Tembus 278 Juta Jiwa hingga
Pertengahan 2023.
https://databoks.katadata.co.id/demografi/statistik/d065474861f07fb/penduduk-
indonesia-tembus-278-juta-jiwa-hingga-pertengahan-2023

Annur, C. M. (2024, February 20). Indonesia Masuk Jajaran 10 Negara Paling
Sering Belanja Online. Databoks. https://databoks.katadata.co.id/teknologi-
telekomunikasi/statistik/e909aa002dda25e/indonesia-masuk-jajaran-10-negara-
paling-sering-belanja-online

Ayu Rara Sukmawati, D., Mathori, M., Marzuki, A., & Widya Wiwaha, S.
(2022). Dyah Ayu Rara Sukmawati Muhammad Mathori Achmad Marzuki

96



97

PENGARUH PROMOSI, HARGA, DAN KUALITAS PRODUK TERHADAP
KEPUTUSAN PEMBELIAN PRODUK SKINCARE SOMETHINC (Studi pada
Konsumen di Daerah Istimewa Yogyakarta). In Jurnal Riset Akuntansi dan
Bisnis Indonesia STIE Wiya Wiwaha (Vol. 2, Issue 2).

Bahri, A. F. (2024). Pengaruh Kualitas Produk, Selera Konsumen, Citra Merek, Cita
Rasa, Dan Harga Terhadap Keputusan Pembelian Pada Rajo Seblak Siteba
Melalui Selera Konsumen Dan Cita Rasa Sebagai Variabel Intervening. Jurnal
AKMAMI (Akutansi, Manajemen, Ekonomi,), 5(2), 178-199.

Buana, S. A. M., Leow, J. A., Marvinson, G., Zukhrufa, A., & Keni, K. (2023). Sales
Promotion, Live Streaming, Subjective Norm Terhadap Impulsive Buying
Dengan Paylater Sebagai Variabel Moderasi. Jurnal Bisnis Dan Akuntansi,
25(2), 413-428. https://doi.org/10.34208/jba.v25i2.2208

Cai, J., & Yvette Wohn, D. (2019). Live Streaming Commerce: Uses and
Gratifications Approach to Understanding Consumers’ Motivations.
Proceedings of the 52nd Hawaii International Conference on System Sciences.
https://hdl.handle.net/10125/59693

Celik, I. K., Eru, O., & Cop, R. (2019a). The Effects of Consumers’ FoMo
Tendencies On Impulse Buying and The Effects of Impulse Buying on Post-
Purchase Regret: An Investigation on Retail Stores*. BRAIN. Broad Research in
Artificial Intelligence and Neuroscience, 10(3), 124-138.

Celik, I. K., Eru, O., & Cop, R. (2019b). The Effects of Consumers’ FoMo
Tendencies On Impulse Buying and The Effects of Impulse Buying on Post-
Purchase Regret: An Investigation on Retail Stores*. BRAIN. Broad Research in
Artificial Intelligence and Neuroscience, 10(3), 124-138.
https://lumenpublishing.com/journals/index.php/brain/article/view/2189

Cheng, H. H. (2020). The effects of product stimuli and social stimuli on online
impulse buying in live streams. Proceedings of the 2020 International
Conference on Management of E-Commerce and e-Government, 31-35.

CNN Indonesia. (2019). Demi Gaya Hidup Setengah Penduduk Inggris Terlilit
Hutang . https://www.cnnindonesia.com/gaya-hidup/20191113114655-284-
447932/demi-gaya-hidup-setengah-penduduk-inggris-terlilit-utang

compas. (2022). 10 Brand Skincare Lokal Terlaris di Online Marketplace.
https://compas.co.id/article/brand-skincare-lokal-terlaris/

Dahmiri, D., Bhayangkari, S. K. W., & Fatricia, R. S. (2023). Scarcity cues, fear of
missing out, and impulse buying behavior in fashion product: The role of



98

Islamic religiosity. SERAMBI: Jurnal Ekonomi Manajemen Dan Bisnis Islam,
5(2), 67-82. https://doi.org/10.36407/serambi.v5i2.863

Desrochers, C., Léger, P. M., Fredette, M., Mirhoseini, S., & Sénécal, S. (2019). The
arithmetic complexity of online grocery shopping: the moderating role of
product pictures. Industrial Management and Data Systems, 119(6), 1206-1222.
https://doi.org/10.1108/IMDS-04-2018-0151

detikEdu. (2023, May 30). Infografis: 7 Nama Generasi Berdasarkan Umur, Kamu
yang Mana? Baca artikel detikedu, "Infografis: 7 Nama Generasi Berdasarkan
Umur, Kamu yang Mana? https://www.detik.com/edu/infografis/d-
6747568/infografis-7-nama-generasi-berdasarkan-umur-kamu-yang-mana

DS Ratnaningsih, Y. R., & Halidy, A. El. (2022). Pengaruh FOMO, Kesenangan
Berbelanja dan Motivasi Belanja Hedonis Terhadap Keputusan Pembelian Tidak
Terencana di E-Commerce Shopee Waktu Harbolnas. Jurnal Ekonomi Dan
Bisnis, 11(3), 1477-1487.

Ekeng, A. B., Lifu, F. L., & Asinya, F. A. (2012a). Effect of Demographic
Characteristics on Consumer Impulse Buying Among Consumers of Calabar
Municipality, Cross River State. Academic Research International, 3(2).
www.savap.org.pk

Ekeng, A. B., Lifu, F. L., & Asinya, F. A. (2012b). EFFECT OF DEMOGRAPHIC
CHARACTERISTICS ON CONSUMER IMPULSE BUYING AMONG
CONSUMERS OF CALABAR MUNICIPALITY, CROSS RIVER STATE.
Academic Research International, 3(2).

Fauzia, I. Y., Setiawan, N., & Setia, S. (2018). Perilaku Impulse Buying Muslimah...
Perilaku Impulse Buying Muslimah Indonesia: Studi Kasus Pembelian tidak
Terencana Produk Woman Fashion melalui Pembelian Online. Kafa '‘ah Journal,
2. http://kafaah.org/index.php/kafaah/index

Febrilia, 1., & Warokka, A. (2021). Consumer traits and situational factors: Exploring

the consumer’s online impulse buying in the pandemic time. Social Sciences and
Humanities Open, 4(1). https://doi.org/10.1016/j.ssah0.2021.100182

Geng, R., Wang, S., Chen, X., Song, D., & Yu, J. (2020). Content marketing in e-
commerce platforms in the internet celebrity economy. Industrial Management
and Data Systems, 120(3), 464-485. https://doi.org/10.1108/IMDS-05-2019-
0270

Ghozali, 1. (2011). Aplikasi Analisis Multivariate Dengan Program SPSS. Universitas
Diponegoro.



99

Ghozali, 1. (2018). Aplikasi Analisis Multivariate Dengan Program IBM SPSS 25 (9th
ed.). Universitas Diponegoro.

Handayani, E. S., & Haryadi, R. (2023a). Korelasi Kepribadian Fear Missing Out
Terhadap Adiksi Impulsive Online Buying Di Masa Pandemi Pada Anak dan
Remaja. Bulletin of Counseling and Psychotherapy, 4(3).
https://doi.org/10.51214/bocp.v4i3.439

Handayani, E. S., & Haryadi, R. (2023b). Korelasi Kepribadian Fear Missing Out
Terhadap Adiksi Impulsive Online Buying Di Masa Pandemi Pada Anak dan
Remaja. Bulletin of Counseling and Psychotherapy, 4(3).
https://doi.org/10.51214/bocp.v4i3.439

Harahap, M. I., Soemitra, A., & Nawawi, Z. M. (2023). Analysis of the effect of Fear
of Missing Out (FOMO) and the use of paylater application on impulse buying
behavior (review of Magashid Syariah). Manajemen Dan Bisnis, 22(2), 67.
https://doi.org/10.24123/jmb.v22i2.682

Harahap, M. S., & Siregar, D. (2022). Pengaruh Store Atmosphere dan Price
Discount terhadap Impulsive Buying pada Butik Fyllo Closet di Kota
Pematangsiantar. Economics, Business and Management Science Journal, 2(2),
95-107. https://doi.org/10.34007/ebmsj.v2i2.292

Hasan, I. (2006). Analisis data penelitian dengan statistik (2nd ed.). Bumi Aksara.

Herlindawati, D. (2015a). Pengaruh Kontrol Diri, Jenis Kelamin, dan Pendapatan
Terhadap Pengelolaan Keuangan Pribadi Mahasiswa Pascasarjana Universitas
Negeri Surabaya. Jurnal Ekonomi Pendidikan dan Kewirausahaan, 3(1), 158—
169.

Herlindawati, D. (2015b). Pengaruh Kontrol Diri, Jenis Kelamin, dan Pendapatan
Terhadap Pengelolaan Keuangan Pribadi Mahasiswa Pascasarjana Universitas
Negeri Surabaya. Jurnal Ekonomi Pendidikan dan Kewirausahaan, 3(1), 158-
169.

Hikmah. (2020a). Pengaruh Harga, Promosi dan Kualitas Produk Terhadap
Pembelian Impulsif di Kota Batam. Journal of Business and Economics
Reaserch (JBE), 1(2), 173-179.

Hikmah. (2020b). Pengaruh Harga, Promosi dan Kualitas Produk Terhadap
Pembelian Impulsif di Kota Batam. Journal of Business and Economics
Reaserch (JBE), 1(2), 173-179.
https://garuda.kemdikbud.go.id/documents/detail/1762194



100

Hodkinson, C. (2019). ‘Fear of Missing Out’ (FOMO) marketing appeals: A
conceptual model. Journal of Marketing Communications, 25(1), 65-88.
https://doi.org/10.1080/13527266.2016.1234504

Hu, M., & Chaudhry, S. S. (2020). Enhancing consumer engagement in e-commerce
live streaming via relational bonds. Internet Research, 30(3), 1019-1041.
https://doi.org/10.1108/INTR-03-2019-0082

Indarsih, P., Sudodo, Y., & Nuryani, H. S. (2019). Pengaruh Harga dan Kualitas
Informasi Terhadap Pembelian Impulsif Secara Online (Studi Kasus pada
Mahasiswa Fakultas Ekonomi dan Bisnis Universitas Teknologi Sumbawa).
Jurnal Manajemen Dan Bisnis, 2(1). http://jurnal.uts.ac.id

Ismalia, S. (2022, March 7). Lady Boss: Irene Ursula, Sosok di Balik “Somethinc”
Skincare Lokal Yang Bikin Glowing.
https://www.fimela.com/lifestyle/read/4638984/lady-boss-irene-ursula-sosok-di-
balik-somethinc-skincare-lokal-yang-bikin-glowing?page=2

Jamjuri, Ramdansyah, A. D., & Nupus, H. (2022). Pengaruh Merchandising dan Price
Discount Terhadap Impulse Buying Melalui Emosi Positif Sebagai Intervening
INFORMASI ARTIKEL ABSTRAK. Jurnal INTECH Teknik Industri
Universitas Serang Raya, 8, 171-181. https://doi.org/10.30656/intech.v8i2.4837

Jiang, Y., & Cai, H. (2021). The impact of impulsive consumption on supply chain in
the live-streaming economy. IEEE Access, 9, 48923-48930.
https://doi.org/10.1109/ACCESS.2021.3068827

Jin, S. V., Mugaddam, A., & Ryu, E. (2019). Instafamous and social media influencer
marketing. Marketing Intelligence and Planning, 37(5), 567-579.
https://doi.org/10.1108/M1P-09-2018-0375

Kang, 1., Cui, H., & Son, J. (2019). Conformity consumption behavior and FoMO.
Sustainability (Switzerland), 11(17). https://doi.org/10.3390/sul11174734

Kemenag. (2021). Data Keagamaan Kota Tangerang Selatan.
https://tangselkota.kemenag.go.id/data/data-keagamaan/

Kementerian Agama RI. (2022). Jumlah Penduduk Menurut Agama.
https://satudata.kemenag.go.id/dataset/detail/jumlah-penduduk-menurut-agama

Ki, C. W. ‘Chloe,’ Cuevas, L. M., Chong, S. M., & Lim, H. (2020). Influencer
marketing: Social media influencers as human brands attaching to followers and
yielding positive marketing results by fulfilling needs. Journal of Retailing and
Consumer Services, 55. https://doi.org/10.1016/j.jretconser.2020.102133



101

Kotler, & Keller. (2012). Manajemen Pemasaran (12th ed.). Erlangga.

Kurniawan, D., & Kunto, Y. S. (2013). Pengaruh Promosi dan Store Atmosphere
Terhadap Impulse Buying Dengan Shopping Emotion Sebagai Variabel
Intervening Studi Kasus di Matahari Department Store Cabang Supermall
Surabaya. Jurnal Manajemen Pemasaran Petra, 2, 8.

Kurniawati, T., & Lestari, E. Y. (2021). Analisis Pengaruh Pendidikan, Pertumbuhan
Ekonomi dan Pendapatan Perkapita Terhadap Chronic Poverty. Jurnal Inovasi
Pendidikan Ekonomi (JIPE), 11(2), 163. https://doi.org/10.24036/011144920

Kushindrajati Aprilia, W., Diah Wulandari, N., & Diantoro, A. K. (2023a). The
Effect of Discounts and Free Shipping on Impulsive Purchases Moderated by
Seller Service. Jurnal Manajemen Universitas Bung Hatta, 18(01).

Kushindrajati Aprilia, W., Diah Wulandari, N., & Diantoro, A. K. (2023b). The
Effect of Discounts and Free Shipping on Impulsive Purchases Moderated by
Seller Service. Jurnal Manajemen Universitas Bung Hatta, 18(01).

Lavuri, R. (2023). Intrinsic factors affecting online impulsive shopping during the
COVID-19 in emerging markets. International Journal of Emerging Markets,
18(4), 958-977. https://doi.org/10.1108/IJOEM-12-2020-1530

Lee, M. T., & Theokary, C. (2021). The superstar social media influencer: Exploiting
linguistic style and emotional contagion over content? Journal of Business
Research, 132, 860-871. https://doi.org/10.1016/j.jbusres.2020.11.014

Lestari, S. I. P. (2018). Pengaruh Price Discount dan Bonus Pack terhadap Impulse
Buying melalui Nilai Hedonik di Carrefour Surakarta. Jurnal Maksipreneur:
Manajemen, Koperasi, Dan Entrepreneurship, 7(2), 129.
https://doi.org/10.30588/jmp.v7i2.362

Lo, P. S., Dwivedi, Y. K., Wei-Han Tan, G., Ooi, K. B., Cheng-Xi Aw, E., & Metri,
B. (2022). Why do consumers buy impulsively during live streaming? A deep
learning-based dual-stage SEM-ANN analysis. Journal of Business Research,
147, 325-337. https://doi.org/10.1016/j.jbusres.2022.04.013

Lu, B., Wu, D., & Zhao, R. (2022). An investigation into factors affecting
individuals’ gifting intention in live streaming: a streamer—content perspective.
Journal of Electronic Business & Digital Economics, 1(1/2), 90-110.
https://doi.org/10.1108/jebde-04-2022-0007

Luo, X., Cheah, J. H., Hollebeek, L. D., & Lim, X. J. (2024). Boosting customers’
impulsive buying tendency in live-streaming commerce: The role of customer



102

engagement and deal proneness. Journal of Retailing and Consumer Services,
77. https://doi.org/10.1016/j.jretconser.2023.103644

Mankiw, N. G., Quah, E., & Wilson, P. (2014). Principles Of Economics (L. Febrina,
Ed.; Asian, Vol. 1). Salemba Empat.

Meena, S. (2018). Consumer Psychology and Marketing. International Journal of
Research and Analytical Reviews, 5(3).

Miranda, Y. C. (2016). Kajian Terhadap Faktor Yang Mempengaruhi Impulse Buying
Dalam Online Shopping. Competence : Journal of Managenment Studies, 10(1).

Mohan, G., Sivakumaran, B., & Sharma, P. (2013). Impact of store environment on
impulse buying behavior. European Journal of Marketing, 47(10), 1711-1732.
https://doi.org/10.1108/EJM-03-2011-0110

Muarti, & Kurniawati, T. (2023a). Pengaruh Price Discount dan Pendapatan
Terhadap Impulsive Buying Pada Online Shop (Studi Kasus Pada Tenaga
Kependidikan Di Universitas Negeri Padang). 02(1), 87—96.

Muarti, & Kurniawati, T. (2023b). Pengaruh Price Discount dan Pendapatan
Terhadap Impulsive Buying Pada Online Shop (Studi Kasus Pada Tenaga
Kependidikan Di Universitas Negeri Padang). 02(1), 87-96.

Mustikawati, D., & Sholahuddin, M. (2024). The Influence Of E-Commeerce Live
Streaming On Purchase Interest In Muslim Products In Indonesia With
Perceived Risk As An Intervening Variable. Jurnal llmiah MIZANI, 11(01).
https://journals.ums.ac.id/index.php/dayasaing/inde

Nicholson, W. (1994). Intermediate microeconomics and its application (Vol. 29).
Dryden Press.

Ningtias, S. A., Supriaddin, N., & Hamida, L. O. (2022). Pengaruh Selera Konsumen
Dan Diferensiasi Produk Terhadap Keputusan Pembelian Cat Nippon Pada Toko
Era Bangunan. Sigma: Journal of Economic and Business , 5(2), 72-84.

Noor, Z. Z. (2020a). The Effect of Price Discount and In-Store Display on Impulse
Buying. Sosiohumaniora, 22(2).
https://doi.org/10.24198/sosiohumaniora.v22i2.26720

Noor, Z. Z. (2020b). The Effect of Price Discount and In-Store Display on Impulsive
Buying. Sosiohumaniora, 22(2).
https://doi.org/10.24198/sosiohumaniora.v22i2.26720



103

Nurainun, & Syamsuri, Abd. R. (2022). The Effect of Discounts and Free Shipping
on Shopee Marketplace Purchase Decisions with Advertising as Intervening
Variable. Budapest International Research and Critics Institute-Journal (BIRCI-
Journal), 5(3), 21460-21471. https://doi.org/10.33258/birci.v5i3.6163

Pangkaca, N., Rejeki, A., & Sholichah, I. F. (2021). Pengaruh Kontrol Diri Terhadap
Pembelian Impulsif Belanja pada Karyawan Department Store. Jurnal Indonesia
Sosial Sains, 2(7), 1177-1187.

Park, J., & Lennon, S. J. (2006). Psychological and environmental antecedents of
impulse buying tendency in the multichannel shopping context. Journal of
Consumer Marketing, 23(2), 58-68.
https://doi.org/10.1108/07363760610654998

Philip, K., & Keller, K. L. (2018). Manajemen Pemasaran | (13th ed.). Erlangga.

Pindyck, R. S., & Rubinfield, D. L. (2014). Microeconomics (N. I. Sallama, Ed.; 8th
ed.). Erlangga.

Pramesti, A. S., Broto, B. E., & Rambe, B. H. (2022). The Influence of Price,
Electronic Word Of Mouth (E-WOM), Discount and Tagline “Free Shipping” on
Purchase Decisions at Shopee Market Place (Case Study on Students at the
Faculty of Economics and Business, Labuhanbatu University). Budapest
International Research and Critics Institute-Journal (BIRCI-Journal), 5(2), :
6243-6255. https://doi.org/10.33258/birci.v5il1.4344

Prastiwi, S. K., & Iswari, P. W. (2019). The Roles of Trust within Information
Quality and Price to Engage Impulsive Buying Behaviour to Generate
Customer’s Repurchase Intention: A Case of M-Commerce in Indonesia
(GoFood). KnE Social Sciences. https://doi.org/10.18502/kss.v3i26.5391

Prof. Dr. Sugiyono. (2013). Metode Penelitian Kuantitatif, Kualitatif, dan R & D.
Alfabeta.

Prof.Dr.Sugiyono. (2019). Metode Penelitian Kuantitatif Kualitatif dan R&D (M.
Dr.Ir.Sutopo.S.Pd, Ed.; 2nd ed.). Alfabeta,cv.

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/j.chb.2013.02.014

Purba, R. W., Batubara, R. W., Siahaan, R., Lubis, F. H., & Rajagukguk, F. R. S.
(2024). Dampak Selera, Ketersediaan Produk dan Diskon Pada Loyalitas



104

Pelanggan Irian Supermarket Dept. Store Tebing Tinggi. Jesya, 7(1), 314-321.
https://doi.org/10.36778/jesya.v7i1.1467

Rana, Dr. S., & Tirthani, J. (2011). Effect of Education, Income and Gender on
Impulsive Buying Among Indian Consumer an Empirical Study of Readymade
Garment Customers. Indian Journal of Applied Research, 1(12), 145-146.
https://doi.org/10.15373/2249555X/SEP2012/50

Ranto, D. W. P., Hariningsih, E., Prasetyanto, W. E., & Oktafiani, D. M. (2021).
Price Discounts and Fashion Involvement to Increase Online Impulsive Buying:
Study Among Teenagers at Yogyakarta. International Journal of Business,
Management and Economics, 2(4), 239-250.
https://doi.org/10.47747/ijome.v2i4.408

Robika, Y., Warneri, & Budiman, J. (2022). Faktor-Faktor Yang Berpengaruh
Terhadap Impulsive Buying di Rusunawa Untan. Jurnal Pendidikan Dan
Pembelajaran Khatulistiwa, 12, 3280-3288.

Rook, D. W. (1987). The Buying Impulse. Source: Journal of Consumer Research,
14(2), 189-199. https://about.jstor.org/terms

Rook, D. W., & Fisher, R. J. (1995). Normative Influences on Impulsive Buying
Behavior. Journal of Consumer Research, 22(3), 305.
https://doi.org/10.1086/209452

Rudianti, W., Dewi Permatasari, K., Setyawan, G. T., Ainiyah, G. Z., Tinggi, S., &
Tamansiswa, I. E. (2022). Pengaruh Literasi Keuangan dan Pendapatan
Terhadap Perilaku Keuangan Karyawan di Kabupaten Purbalingga. Prosiding :
Seminar Nasional Hasil Penelitian Dan Pengabdian Kepada Masyarakat, 1(1).

Saputro, A. T. D., & Ismawati, K. (2019). Analisis Faktor yang Mempengaruhi
Keputusan Pembelian Impulsif Konsumen (Studi Kasus Konsumen Indomaret
dan Alfamart di Kecamatan Karanganyar Tahun 2017). Jurnal Penelitian Dan
Kajian llmiah, 17(2), 7-18.

Shopee. (2024). Perawatan & Kecantikan. https://shopee.co.id/

Solichah, N., & Dewi, D. K. (2019). Hubungan antara Konformitas dengan Perilaku
Konsumtif terhadap Produk Fashion pada Mahasiswa. Character : Jurnal
Psikologi, 06(03).

Srivastava, R., & Joshi, S. (2014). Relationship between Self-concept and Self-
esteem in adolescents. International Journal of Advanced Research, 2, 36-43.
http://www.journalijar.com



105

Stern, H. (1962). The Significance of Impulse Buying Today. In Source: Journal of
Marketing (Vol. 26, Issue 2).

Sulistyowati. (2017). Rancang Bangun dan Nilai Dasar Universal Ekonomi Islam.
Istithmar, 1(2), 147-159.

Sun, Y., Shao, X., Li, X., Guo, Y., & Nig, K. (2019). How live streaming influences
purchase intentions in social commerce: An IT affordance perspective.
Electronic Commerce Research and Applications, 37.
https://doi.org/10.1016/j.elerap.2019.100886

Susanti. (2022). The Effect of Competitive Prices and Service Quality on Impulse
Buying at Pontianak Idol Minimarket. Proceeding 1st Tanjungpura
International Conference On Management, Economics And Accounting
(TICMEA), 1.

Susanto, P. A., & Savira, S. I. (2021). Hubungan Antara Konformitas Dengan
Perilaku Konsumtif Pengguna E-Commerce Marketplace HUBUNGAN
ANTARA KONFORMITAS DENGAN PERILAKU KONSUMTIF
PENGGUNA E-COMMERCE MARKETPLACE Pega Astria Susanto Siti Ina
Savira. Character : Jurnal Penelitian Psikologi, 8(9).

Tirtaning, K. S., & Setiaji, K. (2021). Effect of Intensity of Accessing Internet, Sales
Promotion, and Positive Emotions on Impulsive Buying. Economic Education
Analysis Journal, 10(2), 285-297. https://doi.org/10.15294/eeaj.v10i2.46692

Ugbomhe, O. U., P, E. O., & Adomokhai, S. S. (2021a). Effects of Demographic
Factors on Impulse Buying Behaviour of Consumers in Auchi, Edo State,
Nigeria. Journal of Economics and Business, 4(2).
https://doi.org/10.31014/aior.1992.04.02.350

Ugbomhe, O. U,, P, E. O., & Adomokhai, S. S. (2021b). Effects of Demographic
Factors on Impulse Buying Behaviour of Consumers in Auchi, Edo State,
Nigeria. Journal of Economics and Business, 4(2).
https://doi.org/10.31014/aior.1992.04.02.350

Unisma, F. E., Rizal, O. :, Alfarizi, A., Rachma, N., & Hufron, M. (2019). Pengaruh
Promosi Penjualan dan Atmosfer Toko Terhadap Pembelian Impulsif Dengan
Emosi Positif Sebagai Variabel Intervening pada Konsumen Superindo
Tlogomas Malang. E-Jurnal Riset Manajemen, 8(9), 75-87.
www.fe.unisma.ac.id



106

Utama, D. H., Alif, A. L. F., Rahayu, A., Razati, G., & Amanah, D. (2022). Fashion
Involvement and Impulse Buying on Online-Based Fashion Consumers.
Advances in Economics, Business and Management Research, 220, 373-379.

Utami, H. D. (2014). Consumer Behavior Toward Goat Milk and Its Processed
Products in Malang, Indonesia. . Journal of International Food & Agribusiness
Marketing, 26, 1-12.

Widawati, L. (2011). Analisis Perilaku “Impulse Buying” dan “Locus of Control”
pada Konsumen di Carrefour Bandung. In MIMBAR: Vol. XXVII (Issue 2).

Wieseke, J., Alavi, S., & Habel, J. (2014). Willing to pay more, eager to pay less: The
role of customer loyalty in price negotiations. Journal of Marketing, 78(6), 17—
37. https://doi.org/10.1509/jm.13.0104

Wiranata, A. T., & Hananto, A. (2020). Do Website Quality, Fashion Consciousness,
and Sales Promotion Increase Impulse Buying Behavior of E-Commerce
Buyers? Indonesian Journal of Business and Entrepreneurship.
https://doi.org/10.17358/ijbe.6.1.74

Yadav, S. K., & Mishra, B. (2017). Effect of psychographics and demographics on
impulse buying behavior of retail consumers in Bilaspur. International Journal
of Commerce and Management Research, 3(1), 18-23.
www.managejournal.com

Zhang, K. Z. K., Xu, H., Zhao, S., & Yu, Y. (2018). Online reviews and impulse
buying behavior: the role of browsing and impulsiveness. Internet Research,
28(3), 522-543. https://doi.org/10.1108/IntR-12-2016-0377



