DAFTAR PUSTAKA

Adyantari, A., Didalunanda, A. Y. C., Nugraha, E., & Dharomesz, V. Y. (2023).
Impulsive Buying Behavior in Live-Streaming Shopping Mechanism: Do
Fear of Missing Out Matter? Review of Management and Entrepreneurship,
9(1). https://doi.org/https://doi.org/10.37715/ rme.v9i1.5125

Alfarizi, M., & Widiharjanti, I. (2025). Membaca Masa Depan Ekonomi-Bisnis
Metropolitan: Refleksi untuk Semarang dari Telaah Bibliometrik Global
Berbasis Metadata Scopus. Jurnal Riptek, 19(2).
http://riptek.semarangkota.go.id

Anderson, J. C., & Gerbing, D. W. (1988). Structural Equation Modeling in
Practice: A Review and Recommended Two-Step Approach. David W.
https://psycnet.apa.org/record/1989-14190-001

Andika, A., Najmudin, M., Nasution, A. A., Anisah, T. N., Luthfiana, D. N., &
Nadia, N. (2025). Enhancing Impulse Buying Among Generation Z Through
Social Presence in E-Commerce Live Streaming. TEM Journal, 14(1), 236—
250. https://doi.org/10.18421/TEM141-22

Asadiyah, E., & Vania, A. (2024). Flash sale characteristics and attitude as
determinant of impulse buying behavior. Entrepreneurship Bisnis
Manajemen Akuntansi (E-BISMA), 5(2), 257-275.
https://doi.org/10.37631/ebisma.v5i2.1165

Bagozzi, R. P., Gopinath, M., & Nyer, P. U. (1999). The Role of Emotions in
Marketing. Journal of the Academy of Marketing Science, 27(2), 184-206.
https://doi.org/10.1177/0092070399272005

Bougie, R., & Sekaran, U. (2020). Research Methods For Business: A Skill Building
Approach. John Wiley & Sons.

Chaffey, D. (2014). Digital Business and E-Commerce Management 6th edn PDF
eBook. Pearson Education.

Chopra, 1. P., Jebarajakirthy, C., Jain, T., & Maseeh, H. I. (2024). Electronic
shopping cart abandonment: What do we know and where should we be
heading? Electronic Markets, 34(1), 25. https://doi.org/10.1007/s12525-024-
00697-0

Disdukcapil Kota Semarang. (2026). Data Demografi Semarang: Female
Longevity Gap dan Dominasi Gen Z.

150



151

Djamhari, S. 1., Mustika, M. D., Sjabadhyni, B., & Ndaru, A. R. P. (2024).
Impulsive buying in the digital age: Investigating the dynamics of sales
promotion, FOMO, and digital payment methods. Cogent Business &
Management, 11(2), 2419484.
https://doi.org/10.1080/23311975.2024.2419484

Ervina, G., Simanjorang, E. F., & Siregar, N. A. (2024). Effects of Cashback, Flash
sale, and Free Shipping on Impulsive Buying at Shopee Marketplace: Case
Study on Students in Labuhanbatu University. Jurnal Alwatzikhoebillah :
Kajian Islam, Pendidikan, Ekonomi, Humaniora, 10(1), 61-72.
https://doi.org/10.37567/alwatzikhoebillah.v10i1.2251

FastMoss.com. Wawasan E-Commerce TikTok: Tren Pasar & Analisis Performa
Berdasarkan Kategori

Feng, Z., Al Mamun, A., Masukujjaman, M., Wu, M., & Yang, Q. (2024). Impulse
buying behavior during livestreaming: Moderating effects of scarcity
persuasion and  price  perception. Heliyon, 10(7), e28347.
https://doi.org/10.1016/j.heliyon.2024.e28347Ferdinand, A. (2014). Metode
Penelitian Manajemen: Pedoman Penelitian Untuk Penulisan Skripsi Tesis
dan Desrtasi lImu Manajemen.
https://digilib.ubd.ac.id/index.php?p=show_detail&id=6617

Ghozali, I. (2017). Model Persamaan Struktural Konsep dan Aplikasi dengan
Program AMOS 24. Badan Penerbit Universitas Diponegoro.

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)
Usingg R: A  Workbook. Springer International  Publishing.
https://doi.org/10.1007/978-3-030-80519-7

Hochreiter, V., Benedetto, C., & Loesch, M. (2023). The Stimulus-Organism-
Response (S-O-R) Paradigm as a Guiding Principle in Environmental
Psychology: Comparison of its Usage in Consumer Behavior and
Organizational Culture and Leadership Theory. Journal of Entrepreneurship
and Business Development, 3(1), 7-16.
https://doi.org/10.18775/jebd.31.5001

Huo, C., Wang, X., Sadiq, M. W., & Pang, M. (2023). Exploring Factors Affecting
Consumer’s Impulse Buying Behavior in Live-Streaming Shopping: An
Interactive Research Based Upon SOR Model. Sage Open, 13(2),
21582440231172678. https://doi.org/10.1177/21582440231172678



152

Iswan, Z. S., & Roostika, R. (2025). Factors Influencing Online Impulse Buying
Behavior: Evidence from Shopee Live. COMMICAST, 6(1), 64-78.
https://doi.org/10.12928/commicast.v6i1.12926

lyer, G. R., Blut, M., Xiao, S. H., & Grewal, D. (2020). Impulse buying: A meta-
analytic review. Journal of the Academy of Marketing Science, 48(3), 384—
404. https://doi.org/10.1007/s11747-019-00670-w

Jannah, M., & Martiyanti, D. (2026). Pengaruh Belanja Hedonik terhadap
Pembelian Impulsif dengan Emosi Positif sebagai Mediasi pada TikTok
Shop. Jurnal Akademik Ekonomi Dan Manajemen (JAEM), 3(3).
https://doi.org/https://doi.org/10.61722/jaem.v3i3.11632

Jee, T. W., Casveliany, T., Nwobodo, S., Tan, K. T. L., Alim, M. A., & Supahan,
S. (2025). Appraisal and Positive Emotion Effect on Consumer Impulse
Buying Behaviour Using Mobile Discount. Journal of Creative
Communications, 20(3), 402-420.
https://doi.org/10.1177/09732586251359717

Kline, R. B. (2016). Principles and Practice of Structural Equation Modeling,
Fourth Edition—Rex B. Kline—Google Buku.
https://books.google.co.id/books?id=3VauCgAAQBAJ&printsec=frontcove
r&hl=id#v=onepage&q&f=false

Lamis, S. F., Handayani, P. W., & Fitriani, W. R. (2022). Impulse buying during
Flash sales in the online marketplace. Cogent Business & Management, 9(1),
2068402. https://doi.org/10.1080/23311975.2022.2068402

Lee, C.-H., & Chen, C.-W. (2021). Impulse Buying Behaviors in Live Streaming
Commerce Based on the Stimulus-Organism-Response Framework.
Information, 12(6), 241. https://doi.org/10.3390/inf012060241

Lee, Z. W. Y., Liu, W. Z. H,, Chan, T. K. H., & Weli, G. G. Z. (2025). Impulse
buying in live streaming commerce: A literature review and research agenda.
Information & Management, 62(8), 104220.
https://doi.org/10.1016/j.im.2025.104220

Li, X., Huang, D., Dong, G., & Wang, B. (2024). Why consumers have impulsive
purchase behavior in live streaming: The role of the streamer. BMC
Psychology, 12(1), 129. https://doi.org/10.1186/s40359-024-01632-w

Liu, M., Chen, X., Yang, B., & Gao, Y. (2025). The role of social presence in
impulsive buying during live streaming E-commerce: Exploring the
mechanisms of customer inspiration and positive emotion. BMC Psychology,
13(1), 1414. https://doi.org/10.1186/s40359-025-03743-4



153

Liu, X., Shi, Y., Xue, N. (Iris), & Shen, H. (2022). The impact of time pressure on
impulsive buying: The moderating role of consumption type. Tourism
Management, 91(104505). https://doi.org/10.1016/j.tourman.2022.104505

Liu, Y., Li, Q., Edu, T., Jozsa, L., & Negricea, I. C. (2019). Mobile shopping
platform characteristics as consumer behavior determinants. Asia Pacific
Journal  of  Marketing and  Logistics, 32(7), 1565-1587.
https://doi.org/10.1108/APJML-05-2019-0308

Liu, Z., & Lu, Z. (2017). Research on Influence of Shopping APP’s Characteristic
on Consumer’s Impulse Buying. Modern Economy, 08(12), 1484-1498.
https://doi.org/10.4236/me.2017.812099

Luo, X., Lim, W. M., Cheah, J.-H., Lim, X.-J., & Dwivedi, Y. K. (2023). Live
Streaming Commerce: A Review and Research Agenda. Journal of Computer
Information Systems, 65(3), 376-399.
https://doi.org/10.1080/08874417.2023.2290574

Mamlu’ah, S. M., & Andarini, S. (2025). The Effect of Flash sale and Free
Shipping on Impulsive Buying Through Positive Emotions as Intervening
Variables (Case Study of Shopee Application Users in Surabaya Area).
Indonesian Interdisciplinary Journal of Sharia Economics (I1JSE), 8(2).

Martaleni, M., Hendrasto, F., Hidayat, N., Alfandy Dzikri, A., & Nyoman Kerti
Yasa, N. (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

Mauizah, A., & Supiani. (2026). The Role of Positive Emotions as a Mediation
Between Live Streaming and Flash sales on Impulse Buying in Tiktok Shop.
International Journal Management  and Economic, 5(2).
https://doi.org/https://doi.org/10.56127/ijme.v5i2.3001

Mehrabian, A., & Russell, J. A. (1974). An Approach to Environmental Psychology.
M.I.T. 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, 105593.
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), e35743. https://doi.org/10.1016/j.heliyon.2024.e35743



154

Payong, Y. A., & Rahardja, C. (2026). What Makes Gen-Z Buy Without Thinking?
The Impact of Arousal and Pleasure in TikTok Shop Live Streaming.
Proceedings of the International Symposium on Management, 23.

Peng, L., Zhang, W., Wang, X., & Liang, S. (2019). Moderating effects of time
pressure on the relationship between perceived value and purchase intention
in social E-commerce sales promotion: Considering the impact of product
involvement.  Information &  Management, 56(2), 317-328.
https://doi.org/10.1016/j.im.2018.11.007

Perdagangan Digital (E-Commerce) Indonesia Periode 2024—PDSI Kemendag.

Preacher, K. J., & Hayes, A. F. (2008). Asymptotic and resampling strategies for
assessing and comparing indirect effects in multiple mediator models.
Behavior Research Methods, 40(3), 879-891.
https://doi.org/10.3758/BRM.40.3.879

Putri, N., Prasetya, Y., Handayani, P. W., & Fitriani, H. (2024). TikTok Shop: How
trust and privacy influence generation Z’s purchasing behaviors. Cogent
Social Sciences, 10(1), 2292759.
https://doi.org/10.1080/23311886.2023.2292759

Rafdinal, W., Hardiyanto, N., & Juniarti, C. (2025). Introducing the cognitive
impulse model: A cognitive framework for impulse buying behavior in Flash
sale live streaming. International Journal of Quality and Service Sciences,
17(4), 425-449. https://doi.org/10.1108/1JQSS-07-2025-0161

Rook, D. W. (1987). The Buying Impulse. Journal of Consumer Research, 14(2),
189-199. https://doi.org/10.1086/209105

Sarwono, J. (2006). Metode Penelitian Kuantitatif dan Kualitatif. Penerbit Graha
limu.

Sekaran, U., & Bougie, R. (2017). Metode Penelitian untuk Bisnis: Pendekatan
Pengembangan-Keahlian, Edisi 6 Buku 1. Salemba Empat.
https://openlibrary.telkomuniversity.ac.id/pustaka/143365/metode-
penelitian-untuk-bisnis-pendekatan-pengembangan-keahlian-edisi-6-buku-
1.html

Setiawan, I. K., & Sri Ardani, I. G. A. K. (2022). The Role of Positive Emotions to
Increase the Effect of Store Atmosphere and Discount on Impulse Buying.
European Journal of Business and Management Research, 7(1), 219-223.
https://doi.org/10.24018/ejbmr.2022.7.1.1236



155

Shiva, M. S. V. (2025). Emotional Triggers in Digital Marketing: The Role of Time
Pressure and Discounts in e-commerce Flash sales. The 2nd International
Students Conference on Economics and Business Excellence (ISCEBE), 2(1).

Sugiyono. (2017). Metode Penelitian Bisnis: Pendekatan Kuantitatif, Kualitatif,
Kombinasi, Dan R&D.
https://scholar.google.com/citations?view_op=view_citation&hl=id&user=
MGOs5rkAAAAJ&citation_for view=MGOs5rkAAAAJ:NaGI4SEjCO4C

Tian, L., Hai, Y., Wang, S., Ma, G., & Pillalamarri, S. (2026). The interactive
impact of social interaction and product involvement on customer stickiness
in the context of live streaming e-commerce. Frontiers in Psychology, 16,
1724223. https://doi.org/10.3389/fpsyq.2025.1724223

Tu, C.-K., Wu, K.-W., Jean, C.-H., & Huang, Y. (2017). The Impact of Online
Promotions on Online Impulsive Buying Behavior: Mediating Effects of
Perceived Value, Positive Emotion, and Moderating Effects of Online
Reviews. 280-282. https://doi.org/10.26480/icemi.01.2017.280.282

Utama, A., Hariningsih, E., Mustikasari, A., Wardana, W., & Wibowo, A. (2025).
Shopping under the influence: How price discounts and hedonic motivation
drive impulse buying among young consumers in Indonesia. Cogent Business
& Management, 12(2), 2539456.
https://doi.org/10.1080/23311975.2025.2539456

Utami, N. S. N., Soeliha, S., & Ciptasari, A. D. W. (2024). PENGARUH
HEDONIC CONSUMPTION, LINGKUNGAN TOKO DAN POTONGAN
HARGA TERHADAP IMPULSE BUYING DENGAN EMOSI POSITIF
SEBAGAI VARIABEL INTERVENING PADA D’CHICKEN SAMBAL
BAKAR SITUBONDO. Jurnal Mahasiswa Entrepreneurship (JME), 3(4),
656. https://doi.org/10.36841/jme.v3i4.4910

Vannisa, D., Fansuri, A., & Muchlis, 1. (2020). The Effect Of Flash sale Program
On Shopping Enjoyment And Impulse Buying On Flash sale On C2C E-
Commerce.  https://'www.semanticscholar.org/paper/The-Effect-Of-Flash-
Sale-Program-On-Shopping-And-On-Vannisa-
Fansuri/74cde526ab131b0a840eb1365842d9dfh97eb495

Verplanken, B., & Herabadi, A. (2001). Individual differences in impulse buying
tendency: Feeling and no thinking. European Journal of Personality, 15(S1),
S71-S83. https://doi.org/10.1002/per.423



156

Wang, M., & Li, D. (2020). What motivates audience comments on live streaming
platforms? PLOS ONE, 15(4), e0231255.
https://doi.org/10.1371/journal.pone.0231255

Wang, Y. (2025). Research on the Influence of the E-Commerce Live Broadcast
Marketing Model on Sichuan Consumer Purchase Intention in Luxury Goods.
Universe Scientific Publising, 7(5).

Wulandari, D. A., & Edastama, P. (2022). Pengaruh Gratis Ongkir, Flash sale, Dan
Cashback Atas Pembelian Impulsif Yang Dimediasi Emosi Positif. Jurnal
Mahasiswa Manajemen dan Akuntansi, 1(2), 29-36.
https://doi.org/10.30640/jumma45.v1i2.320

Wulansari, Y., & Wilujeng, I. P. (2024). The Effect of Hedonic Consumption
Tendency on Online Impulse Buying through Positive Emotion on the Flash
sale Marketplace on Millennial Generation. KnE Social Sciences.
https://doi.org/10.18502/kss.v9i4.15072

Www.apjii.or.id. Retrieved April 21, 2026, from
https://survei.apjii.or.id/survei/group/11

Xia, Y. X,, Chae, S. W., & Xiang, Y. C. (2024). How social and media cues induce
live streaming impulse buying? SOR model perspective. Frontiers in
Psychology, 15, 1379992. https://doi.org/10.3389/fpsyg.2024.1379992

Xiao, E., Su, C,, Lu, L., Qin, R., Li, Z.,, & Wang, D. (2026). Factors affecting
impulse buying behavior in the context of E-commerce live streaming. Acta
Psychologica, 262, 106183. https://doi.org/10.1016/j.actpsy.2025.106183

Yuliarnita, Yacob, S., & Lubis, T. A. (2025). The Impact of Flash sales and
Discount Programs on Impulsive Buying: The Mediating Role of Positive
Emotions in Shopee’s Marketplace in Jambi. 8(2).



