116
DAFTAR PUSTAKA

Abbasi, B. (2017). Relationship between consumer characteristics and impulse
buying behavior: The mediating role of buying intention of new clothing
buyers. International Review of Management and Marketing, 7(1), 26-33.

Akram, U., Junaid, M., Zafar, A. U., Li, Z., & Fan, M. (2021). Online purchase
intention in Chinese social commerce platforms: Being emotional or
rational? Journal of Retailing and Consumer Services, 1-12.

Andy. (2016). Journal of Economics and Business Aseanomics ( JEBA ) Pengaruh
Brand Image dan Pelayanan Terhadap. 1(1).

Andriati, Wiwit (2019) "Pengaruh Personality Traits dan Website Quality
terhadap Impluse Buying Behaviour Secara Online Dengan Impluse Buying
Tendency sebagai Variabel Intervening Pada Mahasiswa Universitas Negeri
Samarang". Jurusan Pendidikan Ekonomi Universitas Negeri Samarang.

Ariyanti, L., & Iriani, S. S. (2022). Pengaruh Promosi Penjualan Dan Electronic
Word of Mouth Terhadap Pembelian Impulsif Pada Saat Special Event Day
(Studi Pada Konsumen Shopee Jawa Timur). Sibatik Journal: Jurnal lImiah
Bidang Sosial, Ekonomi, Budaya, Teknologi, Dan Pendidikan, 1(5), 491-
508.

Asosiasi Digital Marketing Indonesia. (2020). 10 Kategori Produk Terlaris
Shopee. Retrieved from Asosiasi Digital Marketing Indonesia website:
https://digimind.id/10-kategori-produk-terlaris-shopee/

Aurelia, G., Setyabudi, D., & Manalu, S. R. (2021). Pengaruh Terpaan Promosi
Penjualan dan Terpaan E-Word of Mouth# ShopeeHaul di TikTok terhadap
Perilaku Impulse Buying/47/KOM/2021 (Doctoral dissertation, Faculty of
Social and Political Science)

Bahi, H. A., Pratikto, H., & Dhewi, T. S. (2020). The Impact Of E-Wom And
Advertising On Purchase Decision Si.Se.Sa Syar’i Clothes With Brand
Awareness As An Intervening Variables (A Study On Si.Se.Sa Fashion
Consumers). International Journal of Business, Economics and Law, 1-7.

Bala, M., & Verma, D. (2018). A Critical Review of Digital Marketing.
International Journal of Management, 1-20.

Bhattacharyya, S., & Bose, 1. (2020). S-commerce: Influence of Facebook likes on
purchases and recommendations on a linked e-commerce site. Decision
Support Systems, 1-13.

Creswell, J. W. (2008). Research Design Pendekatan Kualitatif, Kuantitatif, dan
Mixed. Yogyakarta: Pustaka Pelajar.

Diventy, A. H., Rahadhini, M. D., & Triastity, R. (2020). The Role Of Digital
Marketing On Purchase Intention And Purchase Decisions At Kopi Si Budi



117

Surakarta. International Conference on Techonolgy, Education, and Social
Science, 1-9.

Dolega, L., Rowe, F., & Branagan, E. (2021). Going Digital? The Impact Of
Social Media Marketing On Retail Website Traffic, Orders And Sales.
Journal of Retailing and Consumer Services, 1-11.

Effendi, S., Farugi, F., Mustika, M., & Salim, R. (2020). Pengaruh Promosi
Penjualan, Electronic Word Of Mouth Dan Hedonic Shopping Motivation
Terhadap Pembelian Impulsif Pada Aplikasi Shopee (Studi Kasus Pada
Mahasiswa STEI Indonesia). Jurnal Akuntansi Dan Manajemen, 17(02), 22—
31. https://doi.org/doi.org/10.36406/jam.v17i02.332

Elmayesis, Nazwirman. (2017) “Pengaruh Citra Merek dan Kewajaran Harga
Terhadap Minat Mahasiswa Mendaftar di Universitas Yarsi Jakarta” Journal
of Economics and Business Aseanomics (JEBA) Volume 2 No. 1, Januari -
Juni 2017 P-1SSN 2527 — 7499 E-ISSN 2528 — 3634.

Ernawati, N. (2021). Stimulus Iklan, Positive Electronic Word of Mouth (eWOM)
dan Belanja Impulsif: Dampak Mediasi Motif Hedonis Pembelanja Online.
Jurnal Inovasi Bisnis Dan Manajemen Indonesia, 1-15.

Fataron, Z. A. (2019). Online Impulse Buying Behaviour: Case Study On Users
Of Tokopedia. Journal of Digital Marketing and Halal Industry, 1-15.

Fataron, Zuhdan Ady. (2019). Online Impulse Buying Behaviour: Case Study On
Users Of Tokopedia. Journal of Digital Marketing and Halal Industry, 1(1).
https://doi.org/https://doi.org/10.21580/jdmhi.2019.1.1.4762

Febrianti, C. L. (2018). Kecenderungan Impulsive Buying Pada Mahasiswa
Ditinjau Dari Pilihan Tempat Berbelanja Online. Universitas Sanata
Dharma.

Fitriyani, Z. A. (2021). Buying Decision: Ditinjau dari Store Atmosphere, Price,
dan Word of Mouth Pada Toserba Duta Mojokerto. Jurnal Ekonomi,
Keuangan Dan Bisnis, 1-10.

Ghozali, 1. (2014). Structural Equation Modeling, Metode Alternatif dengan
Partial Least Square (PLS) (4th ed.). Semarang: Universitas Padjajaran.

Hair, J. F., Anderson, R. E., Tatham, R. L., & Black, W. C. (2010). Multivariate
Data Analysis (6th ed.). New Jersey: Prentice Hall.

Hair, J. F., Sarstedt, M., Ringle, C. M., & Gudergan, S. P. (2018). Advanced
Issues in Partial Least Square Structural Equation Modeling (PLS-SEM).
Thousand Oaks: Sage.

Handayani, L. S., & Hidayat, R. (2022). Pengaruh kualitas Produk, Harga, dan
Digital Marketing Terhadap Kepuasan Pelanggan Produk MS Glow Beauty.
IKRAITH-EKONOMIKA, 5(2), 135-145.

Hutapea, E. W. S. (2023). Pengaruh Motivasi Belanja Hedonis dan Electronic



118

Word of Mouth (E-WOM) Terhadap Pembelian Impulsif Produk Fashion
pada Shopee Dengan Potongan Harga Sebagai Variabel Moderasi (Survei
pada Mahasiswa FEB UPN “Veteran” Yogyakarta) (Doctoral dissertation,
UPN" Veteran" Yogyajarta).

Ilhan, E. B., Kubler, R. V., & Pauwels, K. H. (2018). Battle of the Brand Fans:
Impact of Brand Attack and Defense on Social Media. Journal of Interactive
Marketing, 1-20.

Jatmiko. (2019). Komunikasi Pemasaran Sebagai Strategi Memperluas Pasar. Esa
Unggul, 1-10.

Juliana, A., & Maradita, F. (2023). Pengaruh Electronic Word Of Mouth dan
Medua Sosial Terhdap Impluse Buying Pada Mahasiswa FEB Universitas
Teknologi Sumbawa. Jurnal Ekonomi dan Bisnis Indonesia, 8(1), 22-25.

Kamilah, L. N. (2020). Pengaruh Electronic Word of Mouth (Ewom) Pada Minat
Beli Pelanggan Di Situs Social Commerce Media Sosial Instagram.
Universitas Islam Negeri Syarif Hidayatullah Jakarta.

Kharis, I. F., & Indriani, F. (2011). Studi Mengenai Impulse Buying dalam
Penjualan Online (Studi Kasus di Lingkungan Universitas Diponegoro
Semarang). Universitas Diponegoro.

Kotler, P., & Amstrong, G. (2014). Prinsip-prinsip Pemasaran Manajemen (14th
ed.). Jakarta: Erlangga.

Kotler, P., & Keller, K. L. (2007). Manajemen Pemasaran. Jakarta: PT Indeks.

Kotler, P., & Keller, K. L. (2012). Manajemen Pemasaran (14th ed.). Jakarta:
INDEKS.

Lahath, A., Omar, N. A., Ali, M. H,, Tseng, M. L., & Yazid, Z. (2021). Exploring
food waste during the COVID-19 pandemic among Malaysian consumers:
The effect of social media, neuroticism, and impulse buying on food waste.
Sustainable Production and Consumption, 1-13.

Laksmana, P., & Hidayat, G. (2019). How Digital Marketing Influences Impulse
Buying Tendency And Impulse Buying In E-Commerce Industry.
International Journal Of Research Science & Management, 1-7.

Lee, Y. Y., Gan, C. L., & Liew, T. W. (2022). Do E wallets trigger impulse
purchases? An analysis of Malaysian Gen Y and Gen Z consumers. Journal
of Marketing Analytics, 1-18.

Li, C., Wang, Y., Lv, X., & Li, H. (2021). To buy or not to buy? The effect of
time scarcity and travel experience on tourists’ impulse buying. Annals of
Tourism Research, 1-13.

Lupiyoadi, R. (2014). Manajemen Pemasaran Jasa. Jakarta: Salemba Empat.
Nabila, W. K., & Negoro, D. A. (2023). Pengaruh Digital Marketing, Customer



119

Engagement, dan Brand Awareness Terhadap Purchase Intention Produk
Fashion Lokal Pada Generasi Z. Jurnal Pendidikan Tambusai, 7(3), 20207-
20218.

Nafira, S., & Supriyanto, A. (2022). Keputusan Pembelian ditinjau dari Electronic
Word of Mouth, Impulse Buying, Brand Image dan Label Halal Produk MS
Glow pada Generasi Millennial dan iGeneration. Jurnal BANSI-Jurnal Bisnis
Manajemen Akutansi, 2(1), 21-30.

Nazwirman, & Zain, E. (2017). Pengaruh Kualitas Pelayanan Dan Harga
Terhadap Loyalitas Konsumen Di Alfamart Cayur Kresek Tangerang.
Journal of Economics and Business Aseanomics (JEBA), 2(2), 267-287.
http://dx.doi.org/10.1016/j.jeconbus.2008.10.001

Ningsih, E. M. (2021). Peran Consumer Perceived Value Dalam Online Review
Terhadap Impulse Buying Tendency Melalui Browsing Sebagai Variabel
Intervening. Jurnal llmu Manajemen, 1-17.

Nugroho, A. U. (2021). Pengaruh Kualitas Produk, Persepsi Harga Dan Digital
Marketing Terhadap Kepuasan Pelanggan Auntie Anne’S Aeon Mall Jakarta
Garden City. Journal of STIE Pariwisata Internasional Jakarta, 32-52.

Nurhidayati, A. D. (2023). Pengaruh Promosi Penjualan dan Electronic Word of
Mouth Instagram terhadap Impulsive Buying Mahasiswa FEBI 1AIN
Ponorogo (Doctoral dissertation, IAIN Ponorogo).

Nurhidayati, A. D. (2023). ..(LEMBAR PERSETUJUAN PUBLIKASI BLM
DITANDA TANGANI, GUNAKAN TTD ASLI BUKAN SCAN, UPLOAD
ULANG).. Pengaruh Promosi Penjualan dan Electronic Word of Mouth
Instagram terhadap Impulsive Buying Mahasiswa FEBI IAIN Ponorogo
(Doctoral dissertation, IAIN Ponorogo).

No, V., & Juni, J. (2017). Journal of Economics and Business Aseanomics ( JEBA
) Analisis Kualitas Pelayanan di Shapire Lounge Bandar Udara Internasional
Soekarno-Hatta 2(1).

Mursalin, R., Pramesti, D. A., & Bachtiar, N. K. (2022, August). Pengaruh
Promosi Penjualan, Electronic Word Of Mouth, Hedonic Shopping
Motivation Terhadap Impulse Buying. In UMMagelang Conference Series
(pp. 493-506).

Pambagyo, E. P., & Karnawati, Y. (2020). Pengaruh Electronic Word Of Mouth
Dan Hedonic Shopping Value Terhadap Impulse Buying Pada Online Shop.
JCA Ekonomi, 1-8.

Pamungkas, N. T. (2020). Pengaruh Kualitas Produk, Promosi Penjualan Dan
Harga Ditinjau Dari Konsep Islam Terhadap Impulse Buying Pembelian
Busana (Studi Kasus Pada Konsumen Di Matahari Department Store
Semarang). UIN Walisongo Semarang.

Pambagyo, E. P., & Karnawati, Y. (2020). Pengaruh Electronic Word of Mouth



120

dan Hedonic Shopping Value terhadap Impulse Buying pada Online Shop.
JCA of Economics and Business, 1(02).

Pang, H. (2021). Identifying associations between mobile social media users’
perceived values, attitude, satisfaction, and eWOM engagement. The
moderating role of affective factors. Telematics and Informatics, 1-10.

Parsad, C., Prashar, S., Vijay, S., & Kumar, M. (2021). Do promotion and
prevention focus influence impulse buying: The role of mood regulation,
shopping values, and impulse buying tendency. Journal of Retailing and
Consumer Services, 1-11.

Prihadi, D., Irawan, B. H., & Subroto, S. (2022). Pengaruh Digital Marketing,
System Paylater, Doskon Harbolnas Terhadap Motivasi Hedinis dan
Dampaknya Pada Impluse Buying. Probisnis, 15(2), 122-136.

Peter, J. P., & Olson, J. C. (2002). Consumer Behaviour : Perilaku Konsumen dan
Strategi Pemasaran. Jakarta: Erlangga.

Purwana, D., Rahmi, & Aditya, S. (2017). Pemanfaatan Digital Marketing Bagi
Usaha Mikro, Kecil, dan Menengah (UMKM) di Kelurahan Malaka Sari,
Duren Sawit. Jurnal Pemberdayaan Masyarakat Madani, 1(1).

Putri, S. E. (2020). Persepsi Konsumen Terhadap Bauran Promosi (Promotional
Mix) Pada Matahari Department Store Bengkulu. Jurnal Pasca, 1-10.

Putri, Y. M., Utomo, H., & Mar’ati, F. S. (2021). Pengaruh Kualitas Pelayanan,
Lokasi, Harga Dan Digital Marketing Terhadap Loyalitas Konsumen Di
Grand Wahid Hotel Salatiga. Among Makarti: Journal of Economics &
Business, 93-108. https://doi.org/http://dx.doi.org/10.52353/ama.v14i1.206

Sarwono, J. (2010). Pengertian Dasar Structural Equatio n Modeling (SEM).
Jurnal llmiah Manajemen Bisnis, 1, 173-182.

Salim, R. (2020). PENGARUH Promosi Penjualan, Electronic Word Of Mouth
dan Hedonic Shopping Motivation Terhadap Pembelian Impulsif Pada
Aplikasi Shopee (Studi Kasus Pada Mahasiswa STEI Indonesia) (Doctoral
dissertation, STElI Rawamangun-Sekolah Tinggi lImu Ekonomi Indonesia).

Syahirah, N. (2022). Pengaruh Promosi Penjualan, Gaya Hidup Berbelanja, dan
Electronic Word of Mouth Terhadap Perilaku Pembelian Impulsif Pada
Marketplace Shopee= The Influence of Sales Promotion, Shopping Lifestyle
and Electronic Word of Mouth on Impulsive Buying Behavior at Shopee
(Doctoral dissertation, Universitas Hasanuddin).

Sekaran, U., & Bougie, R. (2013). Research Methods for Business A Skill-
Building Approach. New York: Wiley.

Setyawati, R., Suhartono, S., & Asmoro, P. N. (2022). Analisis Pengaruh Kualitas
Produk Dan Harga Terhadap Keputusan Pembelian Konsumen Dalam
Memilih Real Property Melalui Digital Marketing Sebagai Variabel
Intervening Di Yogyakarta. Jurnal Riset Manajemen Sekolah Tinggi llmu



121

Ekonomi Widya Wiwaha Program Magister Manajemen, 9(1), 68-84.Sitio,
vera sylvia saragi. (2017). Journal of Economics and Business Aseanomics (
JEBA ) Business Model Canva. Journal of Economi and Business
Aseanomics (JEBA), 2(1), 14-32.

Sugiyono. (2016). Statistika Untuk Penelitian. Bandung: Alfabeta.

Sugianto, Y. M. N. (2016). Pengaruh website quality, electronic word-of-mouth,
dan sales promotion terhadap impulse buying pada Zalora. Jurnal Strategi
Pemasaran, 3(2), 9.

Tjiptono, F. (2007). Strategi Pemasaran (2nd ed.). Yogyakarta: Andi Offset.

Utami, C. W. (2010). Manajemen Ritel (2nd ed.). Jakarta: Salemba Empat.

Vazquez, D., Wu, X., Nguyen, B., Kent, A., Gutierrez, A., & Chen, T. (2020).
Investigating Narrative Involvement, Parasocial Interactions, And Impulse
Buying Behaviours Within A Second Screen Social Commerce Context.
International Journal of Information Management, 1-12.

Wahab, Z., Shihab, M., Hanafi, A., & M, H. F. (2018). The Influence Of Online
Shopping Motivation And Product Browsing Toward Impulsive Buying Of
Fashion Products On A Social Commerce. Jurnal Manajemen, 1-9.

Wang, J., Wang, S., Xue, H., Wang, Y., & Li, J. (2018). Green Image And
Consumers’ Word-Of-Mouth Intention In The Green Hotel Industry: The
Moderating Effect Of Millennials. Journal of Cleaner Production, 1-36.

Wardani, H. A.,, & Fauzi, R. U. A. (2023, September). Analisa Pengaruh
Shopping Lifestyle, Hedonic Shopping, Flash Sale, Electronic Word of
Mouth (E-WOM)dan Promosi Terhadap Perilaku Impluse Buying pada
Konsumen E- Commerce Shopee (Studi Kasus Pada Konsumen E-
Commerce Shopee di Kota Madiun). In SIMBA: Seminar Inovasi
Manajemen, Bisnis, dan Akuntansi (\Vol. 5).

Wulandari, T. A., Insan, M. I., & Sudrajat, A. (2021). Pengaruh Electronic Word
of Mouth dan Potongan Harga terhadap Pembelian Impulsif Produk
Skincare. Jurnal Ilmu Manajemen, 9(3).

Zafar, A. U., Qiu, J., Li, Y., Wang, J., & Shahzad, M. (2019). The Impact Of
Social Media Celebrities’ Posts And Contextual Interactions On Impulse
Buying In Social Commerce. Journal Pre-Proof, 1-30.

Zhang, L., Shao, Z., Li, X., & Feng, Y. (2020). Gamification And Online Impulse
Buying: The Moderating Effect Of Gender And Age. International Journal
of Information Management, 1-18.

Zhao, Y., Wang, L., Tang, H., & Zhang, Y. (2020). Electronic Word-Of-Mouth
And Consumer Purchase Intentions In Social E-Commerce. Electronic
Commerce Research and Applications, 1-9.

Zheng, X., Men, J.,, Yang, F., & Gong, X. (2019). Understanding Impulse Buying
In Mobile Commerce: An Investigation Into. International Journal of



122
Information Management, 1-10.



