
85 
 

DAFTAR PUSTAKA 

 

Abdillah, W., & Hartono, J. (2015). Partial Least Square (PLS) Alternatif Structural 

Equation Modeling (SEM) dalam Penelitian Bisnis (1st ed). Yogyakarta: C.V Andi 

Offset. 

Ahmadova, E., & Nabiyeva, A. (2023). Analysis of the impulsive buyer behavior: 

empirical evidences from Azerbaijan. Journal of Islamic Marketing. 

https://doi.org/10.1108/JIMA-10-2022-0271. Retrieved from Emerald Insight. 

Ajayi, V. O. (2023). A Review on Primary Sources of Data and Secondary Sources of 

Data. European Journal of Education and Pedagogy, 2(3), 1–7. 

https://doi.org/19810.21091/ejedu.YEAR2023.Vol 2.Issue.3. Retrieved from 

Research Gate. 

Andani, K., & Wahyono. (2018). Influence of Sales Promotion, Hedonic Shopping 

Motivation and Fashion Involvement Toward Impulse Buying through a Positive 

Emotion. Management Analysis Journal, 7(4), 449–457. 

https://doi.org/10.15294/MAJ.V7I4.24105. Retrieved from Unnes Journal. 

Andrade, C. (2021). A Student’s Guide to the Classification and Operationalization of 

Variables in the Conceptualization and Design of a Clinical Study: Part 1. Indian 

Journal of Psychological Medicine, 43(2), 177–179. 

https://doi.org/10.1177/0253717621994334. Retrieved from National Library of 

Medicine. 

Andrade, C. (2021). The Inconvenient Truth About Convenience and Purposive 

Samples. Indian Journal of Psychological Medicine, 43(1), 86–88. 

https://doi.org/10.1177/0253717620977000. Retrieved from National Library of 

Medicine. 

Andriani, L. A., & Harti. (2021). Pengaruh emosi positif, potongan harga, dan kualitas 

website terhadap pembelian impulsif. FORUM EKONOMI, 23(3), 454–462. 

https://doi.org/10.30872/jfor.v23i3.9713. Retrieved from Jurnal FEB Unmul. 

antaranews.com. (2023, 31 Mei). Interaksi penjual dan pembeli bisa ditingkatkan 

melalui konten visual [online]. Tersedia: 

https://www.antaranews.com/berita/3565323/interaksi-penjual-dan-pembeli-bisa-

ditingkatkan-melalui-konten-visual [31 Desember 2023] 

antaranews.com. (2023, 7 Juli). Shopee promo besar-besaran di Shopee Live, semua 

diskon 50 persen [online]. Tersedia: 

https://www.antaranews.com/berita/3623286/shopee-promo-besar-besaran-di-

shopee-live-semua-diskon-50-persen [31 Desember 2023] 

Aprilia, R. S., Indrawati, & Rachmawati, I. (2022). The effect of hedonic shopping 

motivation and sales promotion on impulse buying through positive emotion as 

intervening variables on the marketplace shopee. Sustainable Future: Trends, 

https://doi.org/10.1108/JIMA-10-2022-0271
https://doi.org/10.15294/MAJ.V7I4.24105
https://doi.org/10.1177/0253717621994334
https://doi.org/10.1177/0253717620977000
https://doi.org/10.30872/jfor.v23i3.9713
https://www.antaranews.com/berita/3565323/interaksi-penjual-dan-pembeli-bisa-ditingkatkan-melalui-konten-visual
https://www.antaranews.com/berita/3565323/interaksi-penjual-dan-pembeli-bisa-ditingkatkan-melalui-konten-visual
https://www.antaranews.com/berita/3623286/shopee-promo-besar-besaran-di-shopee-live-semua-diskon-50-persen
https://www.antaranews.com/berita/3623286/shopee-promo-besar-besaran-di-shopee-live-semua-diskon-50-persen


86 
 

Strategies and Development, 26–28. https://doi.org/10.1201/9781003335832-7. 

Retrieved from Taylor Francis. 

Asia, M. (2023). Ecommerce In Southeast Asia 2023. [online]. Tersedia: 

https://momentum.asia/product/ecommerce-in-southeast-asia-2023/ [7 Desember 

2023] 

Asosiasi Penyelenggara Jasa Internet Indonesia (APJII). (2024). APJII Jumlah 

Pengguna Internet Indonesia Tembus 221 Juta Orang. [online]. Tersedia: 

https://apjii.or.id/berita/d/apjii-jumlah-pengguna-internet-indonesia-tembus-221-

juta-orang [25 April 2024] 

Awais, S., Yasin, Dr. Z., & Raza, F. (2022). Impact of Mobile Application 

Compatibility, Online Shopping and Payment on the User Satisfaction in Pakistan 

Context: Mediating role of Social Networking Site Adoption. Journal of 

Management Practices, Humanities and Social Sciences, 6(1), 28–39. 

https://doi.org/10.33152/jmphss-6.1.4. Retrieved from JMPHSS 

Azhari, G. F., Nugrahawati, E. N., & Dwarawati, D. (2020). Hubungan Positive 

Emotion Dengan Online Impulsive Buying Pada Mahasiswa Universitas Islam 

Bandung. Seminar Penelitian Sivitas Akademi Unisba - Prosiding Psikologi, 6(2), 

776–781. https://doi.org/10.29313/.v6i2.24424. Retrieved from Karya Ilmiah 

Unisba. 

Babbie, E. (2021). The Practice of Social Research (15th ed). Boston: Cengage. 

BPS. (2020). Jumlah Penduduk menurut Wilayah, Klasifikasi Generasi, dan Jenis 

Kelamin, INDONESIA, Tahun 2020 [online]. Tersedia: 

https://sensus.bps.go.id/topik/tabular/sp2020/2/0/0 [22 November 2023] 

BPS. (2023). Statistik eCommerce 2022/2023. Jakarta: Badan Pusat Statistik 

Cahyani, L., & Marcelino, D. (2023). Positive Emotions as Mediation Between 

Hedonic Shopping Motivations on Impulsive Buying Behavior of E-Commerce in 

Indonesia. Asia Pacific Management and Business Application, 11(3), 347–362. 

https://doi.org/10.21776/ub.apmba.2023.011.03.7. Retrieved from APMBA UB. 

Chauhan, S., Banerjee, R., & Dagar, V. (2023). Analysis of Impulse Buying Behaviour 

of Consumer During COVID-19: An Empirical Study. Millennial Asia, 14(2), 

278–299. https://doi.org/10.1177/09763996211041215. Retrieved from Sage 

Journals. 

Chetioui, Y., & Bouzidi, L. El. (2023). An investigation of the nexus between online 

impulsive buying and cognitive dissonance among Gen Z shoppers: Are female 

shoppers different? Young Consumers, 24(4), 406–426. 

https://doi.org/10.1108/YC-06-2022-1548. Retrieved from Emerald Insight. 

Ching, C. L., & Chan, V. L. (2020). Positive emotions, positive feelings and health: A 

life philosophy. Linguistics and Culture Review, 4(1), 1–14. 

https://doi.org/10.37028/lingcure.v4n1.16. Retrieved from LingCuRe 

https://doi.org/10.1201/9781003335832-7
https://momentum.asia/product/ecommerce-in-southeast-asia-2023/
https://apjii.or.id/berita/d/apjii-jumlah-pengguna-internet-indonesia-tembus-221-juta-orang%20%5b25
https://apjii.or.id/berita/d/apjii-jumlah-pengguna-internet-indonesia-tembus-221-juta-orang%20%5b25
https://doi.org/10.33152/jmphss-6.1.4
https://doi.org/10.29313/.v6i2.24424
https://doi.org/10.21776/ub.apmba.2023.011.03.7
https://doi.org/10.1177/09763996211041215
https://doi.org/10.1108/YC-06-2022-1548
https://doi.org/10.37028/lingcure.v4n1.16


87 
 

Choirul, A., & Artanti, Y. (2019). Millennials’s Impulse Buying Behaviour: Why 

Positive Emotion Does not Mediate? Journal of Economics, Business & 

Accountancy Ventura, 22(2), 223–236. https://doi.org/10.14414/jebav.v22i2.1738. 

Retrieved from Journal Perbanas. 

CNN Indonesia. (2023, September 19). Makin Sengit, Shopee Masih Unggul dari 

Pesaing Live Shopping Lainnya. [online]. Tersedia: 

https://www.cnnindonesia.com/ekonomi/20230918183331-625-1000593/makin-

sengit-shopee-masih-unggul-dari-pesaing-live-shopping-lainnya [25 April 2024] 

Creswell, J. W., & Creswell, J. D. (2022). Research Design: Qualitative, Quantitative, 

and Mixed Methods Approaches (6th ed). Singapore: SAGE Publications, Inc. 

databoks. (2024). 5 E-Commerce dengan Pengunjung Terbanyak Sepanjang 2023 

[online]. Tersedia: https://databoks.katadata.co.id/datapublish/2024/01/10/5-e-

commerce-dengan-pengunjung-terbanyak-sepanjang-2023 [25 April 2024] 

DataIndonesia.id. (2022). Ini Sederet Alasan Seseorang Berbelanja Impulsif di E-

Commerce [online]. Tersedia: https://dataindonesia.id/gaya-hidup/detail/ini-

sederet-alasan-seseorang-berbelanja-impulsif-di-ecommerce [24 November 2023] 

Djafarova, E., & Bowes, T. (2021). ‘Instagram made Me buy it’: Generation Z impulse 

purchases in fashion industry. Journal of Retailing and Consumer Services, 59, 1–

9. https://doi.org/10.1016/j.jretconser.2020.102345. Retrieved from Science 

Direct. 

Erdem, A., & Yılmaz, E. S. (2021). Investigation of Hedonic Shopping Motivation 

Effective in Impulse Buying Behavior of Female Consumers on Instagram. 

Journal of Yasar University, 16(64), 1605–1623. 

https://doi.org/10.19168/jyasar.892799. Retrieved from Dergi Park. 

Evangelin, M. R., Sulthana, A. N., & Vasantha, Dr. S. (2021). The Effect Of Hedonic 

Motivation Towards Online Impulsive Buying With The Moderating Effect Of 

Age. Quality - Access to Success, 22(184). https://doi.org/10.47750/qas/22.184.31. 

Retrieved from Research Gate. 

Fajri, M., Ristawan, Y., Kunci, K., & Regresi Aset Bank Bayesian, A. (2020). Analisa 

sensitivitas model regresi linier berganda menggunakan pendekatan Bayesian: 

prior distribusi normal. Journal of Data Analysis, 3(1), 1–12. 

https://doi.org/10.24815/jda.v3i1.18358 . Retrieved from Jurnal USK. 

Fitri, F. A., & Millanyani, H. (2023). The effect of personal factors and situational 

factors on impulse buying on Tiket.com users in Indonesia. Asian Management 

and Business Review, 3(2), 210–226. https://doi.org/10.20885/ambr.vol3.iss2.art8. 

Retrieved from Journal UII. 

Ghozali, I. (2021). Partial Least Squares Konsep, Teknik dan Aplikasi Menggunakan 

Program SmartPLS 3.2.9 Untuk Penelitian Empiris (3rd ed.). Semarang: Badan 

Penerbit Universitas Diponegoro. 

https://doi.org/10.14414/jebav.v22i2.1738
https://www.cnnindonesia.com/ekonomi/20230918183331-625-1000593/makin-sengit-shopee-masih-unggul-dari-pesaing-live-shopping-lainnya%20%5b25
https://www.cnnindonesia.com/ekonomi/20230918183331-625-1000593/makin-sengit-shopee-masih-unggul-dari-pesaing-live-shopping-lainnya%20%5b25
https://databoks.katadata.co.id/datapublish/2024/01/10/5-e-commerce-dengan-pengunjung-terbanyak-sepanjang-2023%20%5b25
https://databoks.katadata.co.id/datapublish/2024/01/10/5-e-commerce-dengan-pengunjung-terbanyak-sepanjang-2023%20%5b25
https://dataindonesia.id/gaya-hidup/detail/ini-sederet-alasan-seseorang-berbelanja-impulsif-di-ecommerce
https://dataindonesia.id/gaya-hidup/detail/ini-sederet-alasan-seseorang-berbelanja-impulsif-di-ecommerce
https://doi.org/10.1016/j.jretconser.2020.102345
https://doi.org/10.19168/jyasar.892799
https://doi.org/10.47750/qas/22.184.31
https://doi.org/10.24815/jda.v3i1.18358
https://doi.org/10.20885/ambr.vol3.iss2.art8


88 
 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate Data 

Analysis (8th ed). United Kingdom: Cengage Learning EMEA 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). A Primer on Partial 

Least Squares Structural Equation Modeling (PLS-SEM) (3rd ed). United States: 

SAGE Publications, Inc. 

Hawkins, D. I., & Mothersbaugh, D. L. (2019). Consumer behavior : building 

marketing strategy (14th ed). New York: McGraw-Hill Education. 

Helmi, A., Marty, Y., Kaltum, U., & Faisal, Y. A. (2023). The influence of hedonic 

values and extraversion on online impulse buying: Empirical evidence from 

Indonesia. Innovative Marketing, 19(1), 48–58. 

https://doi.org/10.21511/im.19(1).2023.05. Retrieved from Research Gate. 

Hikmawati, F. (2017). Metodologi Penelitian (1st ed). Depok: PT RajaGrafindo 

Persada. 

Indrasari, M. (2019). Pemasaran dan Kepuasan Pelanggan. Surabaya: Unitomo Press. 

Indrawati. (2015). Metode Penelitian Manajemen dan Bisnis Konvergensi Teknologi 

Komunikasi dan Informasi (1st ed). Bandung: PT Refika Aditama. 

Indrawati, I., Ramantoko, G., Widarmanti, T., Aziz, I. A., & Khan, F. U. (2022). 

Utilitarian, hedonic, and self-esteem motives in online shopping. Spanish Journal 

of Marketing - ESIC, 26(2), 231–246. https://doi.org/10.1108/SJME-06-2021-

0113. Retrieved from Emerald Insight. 

Indrawati, Raman, M., Wai, C. K., Ariayanti, M., Mansur, D. M., Marhaeni, G. A. M. 

M., Tohir, L. M., Gaffar, M. R., Has, M. N., & Yuliansyah, S. (2017). Perilaku 

Konsumen Individu dalam Mengadopsi Layanan Berbasis Teknologi Informasi & 

Komunikasi (1st ed). Bandung: PT Refika Aditama. 

Iskamto, D., & Gunawan, R. I. (2023). Impulse Purchase Behaviour on The Shopee 

Platform and The Role of Real-Time Commerce Marketing. Jurnal Manajemen 

Bisnis, 10(2), 444–461. https://doi.org/10.33096/jmb.v10i2.623. Retrieved from 

Jurnal FE UMI. 

Iyer, 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. Retrieved from Springer. 

JEO Kompas.com, & UMN Consulting. (2022). Mana yang Juara di Hati Gen Z? 

Kompas.Com [online]. Tersedia: https://jeo.kompas.com/shopee-atau-tokopedia-

mana-yang-juara-di-hati-gen-z [25 April 2024] 

Kholis, N., Saifuddin, M., & Arif, N. A. S. (2023). The role of positive emotional 

response in the relationship between store atmosphere, sales promotion, hedonic 

shopping motivation, and impulsive buying in Indonesia’s largest department 

store. Kasetsart Journal of Social Sciences, 44(3), 823–832. 

https://doi.org/10.34044/j.kjss.2023.44.3.20. Retrieved from Scopus. 

https://doi.org/10.21511/im.19(1).2023.05
https://doi.org/10.1108/SJME-06-2021-0113
https://doi.org/10.1108/SJME-06-2021-0113
https://doi.org/10.33096/jmb.v10i2.623
https://doi.org/10.1007/s11747-019-00670-w
https://jeo.kompas.com/shopee-atau-tokopedia-mana-yang-juara-di-hati-gen-z
https://jeo.kompas.com/shopee-atau-tokopedia-mana-yang-juara-di-hati-gen-z
https://doi.org/10.34044/j.kjss.2023.44.3.20


89 
 

Kotler, P., Armstrong, G., & Balasubramanian, S. (2023). Principles of Marketing (19th 

ed). London: Pearson Education Limited. 

Kredivo. (2023). Laporan Perilaku Konsumen e-Commerce Indonesia 2023. Jakarta: 

Kredivo 

Laudon, K. C., & Traver, C. G. (2023). E-commerce - Business. Technology. Society. 

(17th edition). United States: Pearson Education, Inc. 

Lestari, M., & Sinambela, F. A. (2023). ANALYSIS OF FACTORS THAT 

INFLUENCE IMPULSIVE BUYING WITH POSITIVE EMOTION AS A 

MEDIATOR. Assets, 13(2), 226–242. 

https://doi.org/10.24252/assets.v13i2.41579. Retrieved From Journal UIN 

Alauddin. 

Listriyani, & Wahyono. (2019). The Role of Positive Emotion in Increasing Impulse 

Buying. Management Analysis Journal, 8(3), 312–320. 

https://doi.org/10.15294/MAJ.V9I3.34265. Retrieved from Unnes Journal. 

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. Retrieved 

from Scopus. 

Mayer, A. (2021). Reducing respondents’ perceptions of bias in survey research. 

Methodological Innovations, 14(3), 1–7. 

https://doi.org/10.1177/20597991211055952 . Retrieved from Sage Journals. 

Media, I. (2022). Indonesia Gen Z Report 2022. Jakarta: IDN Media 

Media, I. (2024). Indonesia Gen Z Report 2024. Jakarta: IDN Media 

Meitrix, A. L., & Emmanuel, S. Y. (2023). Impulsive Buying Pada Mahasiswa 

Pengguna E-Commerce Shopee. Communnity Development Journal, 4(3), 6508–

6513. https://doi.org/10.31004/cdj.v4i3.18121. Retrieved from Jurnal Universitas 

Pahlawan Tuanku Tambusai. 

Muhammad, A. S., Adeshola, I., & Isiaku, L. (2023). A mixed study on the “wow” of 

impulse purchase on Instagram: insights from Gen-Z in a collectivistic 

environment. Young Consumers. https://doi.org/10.1108/YC-04-2023-1728. 

Retrieved from Emerald Insight. 

Nasir, & Sukmawati. (2023). Analysis of Research Data Quantitative and Qualitative. 

Edumaspul - Jurnal Pendidikan, 7(1), 368–373. Retrieved from Ummaspul E-

Journal. 

Nurlinda, R. A., & Christina, D. (2020). Peran Positive Emotion Sebagai Mediator 

Hedonic Shopping dan Shopping Lifestyle Terhadap Impulse Buying di Lazada. 

Jurnal Riset Manajemen Dan Bisnis (JRMB) Fakultas Ekonomi UNIAT, 5(1). 

http://jrmb.ejournal-feuniat.net/index.php/JRMB/article/view/380. Retrieved from 

Digilib Esa Unggul. 

https://doi.org/10.24252/assets.v13i2.41579
https://doi.org/10.15294/MAJ.V9I3.34265
https://doi.org/10.21511/im.18(2).2022.05
https://doi.org/10.1177/20597991211055952
https://doi.org/10.31004/cdj.v4i3.18121
https://doi.org/10.1108/YC-04-2023-1728
http://jrmb.ejournal-feuniat.net/index.php/JRMB/article/view/380


90 
 

Nurmalina, R., Yulianti, C., Fitri, Dwi Utami, A., Sari, R. M., Risenasari, H., Siwang, 

R. S., Khotimah, H., Rosiana, N., Rachman, A., & Hasibuan, M. (2015). 

PEMASARAN: Konsep dan Aplikasi. PT Penerbit IPB Press. 

Populix. (2023). Indonesian Shopper Behavior on Promotion Week in the Face of 

Economic Uncertainty 2023. Jakarta: Populix 

Putra, Y. P., & Kusuma, N. I. (2021). Impulse Buying di E-commerce Tokopedia di 

Masa Pandemi. Jurnal Ilmu Administrasi Dan Manajemen, 4(1), 1–8. Retrieved 

from Publikasi Sasanti Institute. 

Rahayu, N., Rakhmawati, D., & Arista, I. G. A. (2024). Pengaruh Live Streamer dan 

Promo Tanggal Kembar Terhadap Impulsive Buying (Studi Kasus Pengguna E- 

Commerce Shopee di Kota Mataram). Jurnal Ganec Swara, 18(1), 263–268. 

https://doi.org/10.35327/gara.v18i1.757. Retrieved from Journal Unmas Mataram. 

Rahma, N. A., Dirgantara, I. M. B., & Almadana, A. V. (2022). Analisis Pengaruh 

Pesan Kelangkaan dan Live Commerce Terhadap Perilaku Pembelian Impulsif 

(Studi Empiris Pada Mahasiswa Pelanggan Marketplace Shopee di Kota 

Semarang). Diponegoro Journal of Management, 11, 1–12. 

https://ejournal3.undip.ac.id/index.php/djom/article/view/36585. Retrieved from 

E-journal Undip. 

Salsabila, R. F., & Suyanto, A. (2022). Analisis Faktor-Faktor Pembelian Impulsif pada 

E-commerce Kecantikan. Jurnal Samudra Ekonomi Dan Bisnis, 13(1), 76–89. 

https://doi.org/10.33059/jseb.v13i1.3568. Retrieved from Ejurnal Unsam. 

Salsafira, N., & Trianasari, N. (2022). The Effect of Price Discount on Impulse Buying 

Behavior (Study on E-Commerce Sociolla). Budapest International Research and 

Critics Institute-Journal (BIRCI-Journal), 5, 14012–14026. 

https://doi.org/10.33258/birci.v5i2.5265. Retrieved from Bircu Journal. 

Schiffman, L., & Wisenblit, J. (2019). Consumer Behavior (12th ed). New York: 

Pearson Education, Inc. 

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill-Building 

Approach (7th ed). Chichester: John Wiley & Sons.  

Shopee. (2023). Kategori [online]. Tersedia: https://shopee.co.id/l/category/home [20 

November 2023] 

Shopee. (2023). Tentang Shopee [online]. Tersedia: https://careers.shopee.co.id/about 

[20 November 2023] 

Sidhu, A., Bhalla, P., & Zafar, S. (2021). Mediating Effect and Review of its Statistical 

Measures. Empirical Economics Letters, 20(4), 29–30. 

https://www.researchgate.net/publication/355376494 . Retrieved from 

ResearchGate. 

https://doi.org/10.35327/gara.v18i1.757
https://ejournal3.undip.ac.id/index.php/djom/article/view/36585
https://doi.org/10.33059/jseb.v13i1.3568
https://doi.org/10.33258/birci.v5i2.5265
https://shopee.co.id/l/category/home
https://careers.shopee.co.id/about
https://www.researchgate.net/publication/355376494


91 
 

SimilarWeb. (2024). Top Marketplace Websites in Indonesia in January 2024 [online]. 

Tersedia: https://www.similarweb.com/top-websites/indonesia/e-commerce-and-

shopping/marketplace/ [5 April 2024] 

Solomon, M. R. (2019). Consumer Behavior: Buying Having, and Being (13th ed). 

London: Pearson Education Limited.  

Statista. (2024). Number of users of e-commerce in Indonesia from 2020 to 2029. 

Statista [online]. Tersedia: https://www.statista.com/forecasts/251635/e-

commerce-users-in-indonesia [22 April 2024] 

Statista. (2024). Penetration rate of the e-commerce market in Indonesia from 2017 to 

2027 [online]. Tersedia: Statista. 

https://www.statista.com/forecasts/261665/digital-buyer-penetration-in-indonesia 

[22 April 2024] 

Stillman, D., & Stillman, J. (2017). Gen Z @ Work: how the next generation is 

transforming the workplace. New York: Harper Collins. 

Sunyoto, D. (2015). Perilaku Konsumen dan Pemasaran (1st ed). Yogyakarta: Center 

of Academic Publishing Service. 

Surucu, L., & Maslakci, A. (2020). Validity and Reliability In Quantitative Research. 

Business & Management Studies: An International Journal, 8(3), 2694–2726. 

https://doi.org/10.15295/bmij.v8i3.1540. Retrieved from Research Gate. 

Sutisna, & Susan, M. (2022). Perilaku Konsumen Sebagai Dasar Untuk Merancang 

Strategi Pemasaran (1st ed). Yogyakarta: Penerbit ANDI Yogyakarta. 

Tirtayasa, S., Nevianda, M., & Syahrial, H. (2020). The Effect of Hedonic Shopping 

Motivation, Shopping Lifestyle And Fashion Involvement With Impulse Buying. 

International Journal of Business Economics (IJBE), 2(1), 18–28. 

https://doi.org/10.30596/ijbe.v2i1.5715. Retrieved from Jurnal UMSU. 

Vieira, J., Frade, R., Ascenso, R., Prates, I., & Martinho, F. (2020). Generation Z and 

key-factors on E-commerce: A study on the Portuguese tourism sector. 

Administrative Sciences, 10(4), 1–17. https://doi.org/10.3390/admsci10040103. 

Retrieved from MDPI. 

Wahyuni, D. F., & Rachmawati, I. (2018). Hedonic Shopping Motivation Terhadap 

Impulse Buying Pada Konsumen Tokopedia. Jurnal Riset Bisnis Dan Manajemen, 

11(2), 2580–9539. https://doi.org/10.23969/jrbm.v11i2.701. Retrieved from 

Journal Unpas. 

Waruwu, M. (2023). Pendekatan Penelitian Pendidikan: Metode Penelitian Kualitatif, 

Metode Penelitian Kuantitatif dan Metode Penelitian Kombinasi (Mixed Method). 

Jurnal Pendidikan Tambusai, 7(1), 2896–2910. 

https://doi.org/10.31004/jptam.v7i1.6187. Retrieved from Jurnal Pendidikan 

Tambusai.  

https://www.similarweb.com/top-websites/indonesia/e-commerce-and-shopping/marketplace/
https://www.similarweb.com/top-websites/indonesia/e-commerce-and-shopping/marketplace/
https://www.statista.com/forecasts/251635/e-commerce-users-in-indonesia%20%5b22
https://www.statista.com/forecasts/251635/e-commerce-users-in-indonesia%20%5b22
https://www.statista.com/forecasts/261665/digital-buyer-penetration-in-indonesia%20%5b22
https://www.statista.com/forecasts/261665/digital-buyer-penetration-in-indonesia%20%5b22
https://doi.org/10.15295/bmij.v8i3.1540
https://doi.org/10.30596/ijbe.v2i1.5715
https://doi.org/10.3390/admsci10040103
https://doi.org/10.23969/jrbm.v11i2.701
https://doi.org/10.31004/jptam.v7i1.6187


92 
 

Yi, S., & Jai, T. (2019). Impacts of consumers’ beliefs, desires and emotions on their 

impulse buying behavior: application of an integrated model of belief-desire 

theory of emotion. Journal of Hospitality Marketing and Management, 29(6), 

662–681. https://doi.org/10.1080/19368623.2020.1692267. Retrieved from Taylor 

& Francis Online. 

Yuniarti, Y., Tan, M. I., Siregar, A. P., & Amri, A. I. S. (2021). Faktor Yang 

Mempengaruhi Impulse Buying Konsumen Saat Moment Hari Belanja Online 

Nasional (HARBOLNAS). Jurnal Manajemen Terapan Dan Keuangan (Mankeu), 

10(01), 153–159. https://doi.org/10.22437/jmk.v10i01.12711. Retrieved from 

Jurnal Online UNJA. 

Yusuf, A. R. B., Aminah, S., & Ariescy, R. R. (2023). The Effect of Hedonic Shopping 

Motivation, Sales Promotion, and Application Quality on Impulse Buying in 

Shopee E-Commerce Terhadap Pembelian Impulsif Pada E-Commerce Shopee. 

Management Studies and Entrepreneurship Journal, 4(5), 6115–6124. 

https://doi.org/10.37385/msej.v4i5.1957. Retrieved from Yayasan Riset dan 

Pengembangan Intelektual Journal. 

  

 

 

https://doi.org/10.1080/19368623.2020.1692267
https://doi.org/10.22437/jmk.v10i01.12711
https://doi.org/10.37385/msej.v4i5.1957

