82

DAFTAR PUSTAKA

Afifah, Putri Nur, dan Mohammad Dzikri Abadi. “Pengaruh Harga dan Flash Sale
terhadap Keputusan Pembelian pada Pengguna E-Commerce Shopee dengan
Kepuasan Konsumen sebagai Variabel Moderasi (Studi Kasus pada Gen Z di
Kota Lamongan).” Jurnal Bisnis Mahasiswa 5, no. 1 (2025): 387-407.
https://doi.org/10.60036/jbm.v5i1.432.

Agesti, Neri, Mohammad Sihab Ridwan, dan Endah Budiarti. “Comparative
Study of Post-Marriage Nationality Of Women in Legal Systems of Different
CountriesThe Effect of Viral Marketing, Online Customer Review, Price
Perception, Trust on Purchase Decisions with Lifestyle as Intervening
Variables in the Marketplace.” International Journal of Multicultural and
Multireligious Understanding Volume 8, no. Issue 3 (2021): 496-507.
https://doi.org/ 10.18415/ijmmu.v8i3.2526.

Andini, Nabila Andini. “Compas Market Insight Dashboard: Brand Wardah
Pimpin Top 10 Brand Lokal Kategori Lipstik dengan Market Share
Tertinggi, 10,6% di E-commerce.” 2019.

Aprilia Yani Solekhah, Afifatul, dan Muhammad Sulton. “Ciptaan disebarluaskan
di bawah Lisensi Creative Commons Atribusi 4.0 Internasional. Pengaruh
Flash Sale, Gratis Ongkos Kirim dan Live Streaming terhadap Keputusan
Pembelian (Studi pada Pengguna TikTokShop di Kabupaten Lamongan).”
Journal of Information System, Applied, Management, Accounting and
Research 9, no. 1 (2025): 42-53. https://doi.org/10.52362/jisamar.v9i1.1701.

Arifianti, Ria, dan Wahju Gunawan. “Perilaku Impulse Buying Ddan Interaksi
Sosial dalam Pembelian di Masa Pandemi.” Sosioglobal : Jurnal Pemikiran
dan Penelitian Sosiologi 5, no. 1 (2021): 43.
https://doi.org/10.24198/jsg.v5i1.30759.

Arikunto, Suharsimi. Prosedur Penelitian: Suatu Pendekatan Praktik. Jakarta:
Rineka Cipta, 2006.

Azalika, Elsa, Muhammad Igbal, dan Yeni Susanti. “Pengaruh Fomo Dan
Konformitas Teman Sebaya Tehadap Pembelian Impulsif Pada E-Commerce
Tiktok Dengan Emotional Shopping Sebagai Variabel Mediasi Dalam
Perspektif Bisnis Islam (Studi pada Gen Z pengguna E-commerce Tiktok di
Bandar Lampung)” 04, no. 05 (2025): 1143-58.
https://repository.radenintan.ac.id/id/eprint/38783.

Darwipat, Dermawansyah, dan Agus Syam. “Pengaruh Program Flash Sale
terhadap Perilaku Impulsive Buying Konsumen Marketplace.” Journal of
Economic Education and Entrepeneurship Studies 1, no. 2 (2020): 62.
https://doi.org/10.26858/je3s.v1i2.18635.

Diah, Sakdiah, dan Cut Sukmawati. “Pengaruh Promosi Penjualan (Sales
Promotion) Dan Belanja Hedonis (Hedonic Shopping) Terhadap Impulse
Buying Secara Online.” Jurnal Quanomic 3, no. 2 (2015): 12.
https://doi.org/10.29103/njiab.v5i1.7375.



83

Gede, I Wayan, dan Antok Setiawan. “The Influence of Flash Sales , Online
Customer Reviews , and Use Behavior Online Shopping Application on
Impulsive Buying Behavior in Generation Y and Z Shopee Application Users
in Bali” 11, no. February (2024): 458-66.
https://doi.org/https://doi.org/10.52403/ijrr.20240249.

Ghozali, Imam. Aplikasi Analisis Multivariate Dengan Program SPSS. Semarang:
Badan Penerbit Universitas Diponegoro, 2011.

Gumilang, Risa Ratna, Ai Sumiati, Aris Tresnadi, Universitas Sebelas April,
Impulse Buying Behavior, dan Live Streaming. “Pengaruh Flash Sale dan
Live Streaming Terhadap Impulse Buying Behavior Pada Platform TikTok”
15, no. 3 (2024): 486. https://doi.org/10.32670/coopetition.v15i3.4813.

Halik, Abdul, dan Donny Arif. “E-Wom Mediates Price Perception Brand Image
to Increase Impulse Buying and Flash Sales as Moderation on the Lazada
Application” 15, no. 4 (2024): 49—70. https://doi.org/10.7903/ijecs.2406.

Hawkins, Del 1., dan David L. Mothersbaugh. Consumer Behaviour: Building
Marketing Strategies. McGraw-Hill. 11 ed. New York: Paul Ducham, 2010.

Hermawan, Asep, dan Husha Leila Yusran. Penelitian Bisnis Pendekatan
Kuantitatif. 1 ed. Jakarta: Kencana, 2017.

Honeybill, Rebecca. “TikTok Shop Statistics: 2025 Data Analysis.” ROOT, 2025.

Ichsan, Dani Amirul, dan Nur Ajizah. “Pengaruh Online Customer Review Dan
Promosi Terhadap Impulse Buying Melalui Minat Beli Di Aplikasi Tiktok
Pada Mahasiswa Universitas Merdeka Pasuruan” 2 (2023): 8.
https://doi.org/10.572349/mufakat.v2i4.894.

Kementerian Agama Republik Indonesia, Al-Qur’an dan Terjemahnya. 2022. (Jakarta:
Lajnah Pentashinan Mushaf Al-Qur’an), Surah An-Najm [53]: 39.

Khammash, Marwan. “Electronic Word-Of-Mouth: Antecedents of Reading
Customer Reviews In On-Line Opinion Platforms: A Quantitative Study
from the UK Market.” IADIS International Conference, 2008, 77.

Kharis, Ismu Fadli. “Studi Mengenai impulse,” 2010, 7.

Kotler, Philip, Gary Armstrong, dan Sridhar Balasubramanian. Principles of
Marketing, n.d.

Lamis, Saffanah Fausta, Putu Wuri Handayani, Widia Resti Fitriani, Saffanah
Fausta Lamis, Putu Wuri Handayani, dan Widia Resti Fitriani. “Cogent
Business & Management Impulse buying during flash sales in the online
marketplace Impulse buying during flash sales in the online marketplace.”
Cogent Business & Management 9, no. 1 (2022).
https://doi.org/10.1080/23311975.2022.2068402.

Machfudz, Masyhuri. Metodologi Penelitian Ekonomi. Malang: Genius Media,
2014.

Mardiatmoko, Gun. “Pentingnya Uji Asumsi Klasik Pada Analisis Regresi Linier
Berganda ( Studi Kasus Penyusunan Persamaan Allometrik Kenari Muda [
Canarium Indicum L .]) The Importance of the Classical Assumption Test in
Multiple Linear Regression Analysis ( A Case Study of” 14, no. 3 (2020):
333-42. https://doi.org/10.30598/barekengvol14iss3pp333-342.

Mariyah, Husnul, Tengku Firli Musfar, dan Dian Pratiwi. “Pengaruh Live
Streaming, Online Customer Review Terhadap Impulse Buying Melalui



84

Customer Trust pada Produk Fashion di TikTok (Studi Kasus pada Generasi
Z di Kota Pekanbaru)” 4, no. 2 (2025): 124.
https://doi.org/10.57235/jambuair.v4i2.5997.

Martaleni, Martaleni, Ferdian Hendrasto, Noor Hidayat, Amin Alfandy Dzikri,
dan Ni Nyoman Kerti Yasa. “Flash sale and online impulse buying:
Mediation effect of emotions.” Innovative Marketing 2, no. 18 (2022): 49.
https://doi.org/10.21511/im.18(2).2022.05.

Masitoh, Martina Rahmawati, Hermansyah Andi Wibowo, Gugup Tugi Prihatma,
dan Dede Tory Miharja. “Pengaruh Interactivity , Online Customer Review ,
dan Trust terhadap Impulse buying Pengguna Shopee Live Streaming” 06,
no. 1 (2024): 41-53. https://doi.org/10.55732/unu.gnk.2024.06.1.5.

Mo, Zan, Yan-Fei Li, dan Peng Fan. “Effect of Online Reviews on Consumer
Purchase Behavior.” Journal of Service Science and Management 08, no. 03
(2015): 419-24. https://doi.org/10.4236/jssm.2015.83043.

Nasution, Sangkot. Variabel Penelitan. Raudhah: Program Studi Pendidikan Guru
Raudhatul Athfal (PGRA), 2017.

Nisaputra, Rezkiana. “Ekonomi Tak Pasti, 67% Masyarakat Malah Antusias
Belanja Online.” Info Bank News, 2023.

Rahmawati. Apa Saja Variabel Penelitian dalam Bidang Marketing. Diedit oleh
Sri Widyastuti.1 ed. Samarinda: Mulawarman University PRESS, 2022.
Ramadhan, M Rohim, dan Yunia Wardi. “Jurnal Informatika Ekonomi Bisnis
Pengaruh Flash sale terhadap Impulse buying : Peran Emosi Positif sebagai
Mediator pada pengguna Aplikasi Shopee” 7, no. 2021 (2025): 551-57.

https://doi.org/10.37034/infeb.v7i3.1225.

Rika, Amelia Wati, M Basalamah Basalamah, dan Rahmawati Rahmawati.
“Pengaruh Lingkungan Teman Sebaya, Viral Marketing, dan Customer
Online Review Terhadap Keputusan Pembelian Impulsif Secara Online di
Shopee (Studi Kasus Mahasiswa Fakultas Ekonomi dan Bisnis Angkatan
2018 Universitas Islam Malang).” E-JRM Jurnal llmiah Riset Manajemen
10, no. 13 (2021): 120-
33.https://jim.unisma.ac.id/index.php/jrm/article/view/14616.

Rook, Dennis W. “The Buying Impulse.” Journal of Consumer Research 14, no. 2
(1987): 189. https://doi.org/10.1086/209105.

Septiyani, Septiyani, dan Effed Darta Hadi. “Pengaruh Flash Sale, Live Streaming
Dan Hedonic Shopping Motivation Terhadap Impulse Buying.” Jurnal
Ekonomi & ekonomi Syariah 7, no. 1 (2024): 970-80.
https://doi.org/10.36778/jesya.v7il.1505.

Sinaga, Nico Daniel, dan Dahrul Siregar. “Pengaruh Online Customer Review
Dan Online Customer Rating Terhadap Keputusan Pembelian Konsumen
Pada E-Commerce Carousell (Studi Kasus Pada Pengguna Carousell
Kecamatan Medan Selayang).” RIGGS: Journal of Artificial Intelligence and
Digital Business 4, no. 3 (2025): 4351.
https://doi.org/10.31004/riggs.v4i3.2634.

Siregar, Syofian. Statistik Parametrik untuk Penelitian Kuantitatif: Dilengkapi
dengan Perhitungan Manual dan Aplikasi SPSS Versi 17. Jakarta: PT Bumi
Aksara, 2013.



85

Sombe, Ria. “Pengaruh Online Customer Review dan Diskon Harga terhadap
Online Impulsive Buying Pengguna Shopee (Studi Kasus pada Mahasiswa
Fakultas Ekonomi Angkatan 2022) Ria Sombe.” SAMMAJIVA: Jurnal
Penelitian Bisnis dan Manajemen 1, no. 4 (2023). 277-87.
https://doi.org/10.47861/sammajiva.v1i4.567.

Sugiyono. Metode Penelitian Kuantitatif Kualitatif dan R & D. 19 ed. Bandung:
Alfabeta, 2013.

Sujata, Joshi, dan Domb Menachem. “Impact of Flash Sales on Consumers &E-
Commerce  Industry in India,” no. June (2017):  11-19.
https://doi.org/10.5176/2251-2012_qqel7.9.

Sujianto, Agus Eko. Aplikasi Statistik dengan SPSS 16.0. Jakarta: Prestasi Pustaka
Publisher, 2009.

Sunyoto, Danang. Analisis Validitas dan Asumsi Klasik. Yogyakarta: Gava
Media, 2012.

Syah, Muhammad Ariq, dan Farida Indriani. “Analisis pengaruh online customer
review terhadap minat beli konsumen pada produk kosmetik (Studi kasus
pada pengguna Famaledaily Indonesia).”” Diponegoro Journal of
Management 9 (2021): 1-9.

Wale, Noviana Bata, dan Tumpal Pangihutan Situmorang. “Analisis Impulsif
Buying Pada Belanja Online.” INNOVATIVE: Journal Of Social Science
Research  Volume 3, no. 3 (2023): 4349-65.  https://j-
innovative.org/index.php/Innovative/article/view/2768.

Wulandari, Ayu, dan Nurul Ittaqullah. “Pengaruh Flash Sale Dan Online
Customer Review Terhadap Impulse Buying Pada Pengguna Marketplace
Shopee” 2, no. 3 (2025): 656-67.

Yahmini, Exnasiyah. “KECENDERUNGAN IMPULSE BUYING PADA
MAHASISWA DITINJAU.” EXERO Journal of Research in Business and
Economics 02, no. 01 (2019): 2655-1527.
https://doi.org/10.24071/exer0.2019.02.01.03.

Yonatan, Agnes Z. “Nilai Transaksi E-Commerce Indonesia Capai Rp487 Triliun
pada 2024.” GoodStats, 2025.

Zhao, Zhijie, Jiaying Wang, dan Fuhua Xuan. “What Factors Influence Online
Product Sales? Online Reviews , Review System Curation , Online
Promotional Marketing and Seller Guarantees Analysis” 12, no. January
2020 (2024): 3921-22. https://doi.org/10.1109/ACCESS.2019.2963047.



