DAFTAR PUSTAKA

Abi, Y. 1. (2020). Pengaruh brand image dan kualitas produk terhadap keputusan
pembelian pada kfc di Kota Bengkulu. Managament Insight: Jurnal Iimiah
Manajemen, 15(1), 95—107. https://doi.org/10.33369/insight.15.1.95-107

Aenaya, A. S., Peafut Gunawan, F. W., Anggraini, N., Nurhasanah, S., &
Suryaningsih, Y. (2024). The Effect of Electronic Word of Mouth (EWOM) and
Fear of Missing Out (FOMO) on Impulse Buying in Shopee Moderated Self-
Control. Journal of Economics, Finance And Management Studies, 07(07).
https://doi.org/10.47191/jefms/v7-17-19

Afkar, M. A., & Yusmaneli. (2023). Model Bisnis TikTok Shop dan Implikasinya
terhadap Ekonomi Digital di Indonesia. Journal of Law and Economics, 2(1),
41-51. https://doi.org/10.56347/jle.v2i1.180

Agung, H., Marta, R. F., Wang, C., & Amanda, M. (2021). Brand image’s impression
on impulsive buying of healthcare products. Jurnal Studi Komunikasi
(Indonesian  Journal of Communications Studies), 5(3), 569-583.
https://doi.org/10.25139/jsk.v513.3806

Ahdiat, A. (2024). TikTok Shop Gabung Tokopedia, Ini Jumlah Penggunanya.
Retrieved from databoks website:
https://databoks.katadata.co.id/teknologitelekomunikasi/statistik/a6be2d0062
05170/tiktok-shop-gabung-tokopedia-ini-jumlah-penggunanya

Ahmed, R. S., & Nasir, A. (2024). Investigating the Impact of Influencer’s Marketing
on Online Impulsive Buying Behavior with the Mediating Role of E-WOM,
Fanaticism and Value Shopping. Pakistan Journal of Humanities and Social
Sciences, 12(2), 972-986. https://doi.org/10.52131/pjhss.2024.v12i2.2148

Akdim, K. (2021). The influence of eWOM. Analyzing its characteristics and
consequences, and future research lines. Spanish Journal of Marketing - ESIC,
25(2), 239-259. https://doi.org/10.1108/SIME-10-2020-0186

Ali, H., Rivai Zainal, V., & Rafqi [lhamalimy, R. (2022). Determination of Purchase
Decisions and Customer Satisfaction: Analysis of Brand Image and Service
Quality (Review Literature of Marketing Management). Dinasti International
Journal  of  Digital  Business  Management,  3(1), 141-153.
https://doi.org/10.31933/dijdbm.v3i1.1100

Amanah, D., & Pelawi, S. P. (2015). Pengaruh promosi penjualan (sales promotion)
dan belanja hedonis (hedonic shopping) terhadap impulsive buying produk
Matahari Plaza Medan Fair. Jurnal Quanomic, 3(2), 10-18.

Augustin, C. L. (2020). A Comparison of Multiple Choice and Likert Scale Type
Extension Program Evaluations. Journal of the NACAA, 13(2).

Ayu, 1., Budhipurwwa, N., Gde, 1., & Warmika, K. (2021). The Role Of Brand Image
As Mediation In The Effect Of Store Atmosphere On Impulse Buying (Study

133


https://doi.org/10.47191/jefms/v7-i7-19
https://doi.org/10.56347/jle.v2i1.180

134

On Beachwalk Shopping Center Customers). In American Journal of
Humanities and Social Sciences Research, 5(2), 187-193. www.ajhssr.com

Azizah, F. D., Nur, A. N., & Putra, A. H. P. K. (2022). Impulsive Buying Behavior:
Implementation of IT on Technology Acceptance Model on E-Commerce

Purchase Decisions. Golden Ratio of Marketing and Applied Psychology of
Business, 2(1), 58—72. https://doi.org/10.52970/grmapb.v2il.173

Bismo, A., & Halim, W. (2023). The Influence Of Customer Belief And Desire
Toward Impulsive Buying Mediated By Positive Emotion In Indonesia E-
commerce Live Streaming. [CIC Express Letters, 17(4), 479-488.
https://doi.org/10.24507/icicel.17.04.479

Boateng, 1. O. (2020). Effect of Sales Promotion and Relationship Marketing on
Customers’ Retention in the Telecommunications Industry in Accra, Ghana.
British Journal of Management and Marketing Studies, 3(1), 37-54.

Budhipurwwa, 1. A. N., & Warmika, I. G. K. (2020). The Role Of Brand Image As
Mediation In The Effect Of Store Atmosphere On Impulse Buying (Study On
Beachwalk Shopping Center Customers). American Journal of Humanities and
Social Sciences Research, 5(2), 187-193.

Chandon, P., Wansink, B., & Laurent, G. (2021). A benefit congruency framework of
sales promotion effectiveness. Journal of Marketing, 64(4), 65-81.

Chandra, D. S. (2023). Pengaruh Kualitas produk, Inovasi dan Interaksi Pelanggan
terhadap Brand Image. Balance: Jurnal Akuntansi Dan Manajemen, 2(2), 73—
79.

Charamulloh, A. D. (2022). Pengaruh Brand Image, Brand Awareness dan brand trust
terhadap brand loyalty: studi pada perusahaan provider Digital By. U. Fakultas
Ekonomi dan Bisnis UIN Syarif Hidayatullah.
https://repository.uinjkt.ac.id/dspace/handle/123456789/66602

Christanti, C., & Kembau, A. S. (2024). Pengaruh Strategi Pemasaran Konten Dan
Afiliasi Terhadap Pembelian Impulsif: Peran Mediasi Pemasaran Viral Dan
Kepercayaan. Modul, 36(2), 198-223.

Coaker, W. (2021). Branding With Images: The Ultimate Guide to Grow Your.
Business with Images: How to Build a Strong Brand Image. New York:
Independently published.

Daffa, M. A., Rinaldi, N., Millanyani, H., & Trianasari, N. (2024). The Effects Of
Social Media Marketing Activities Through Brand Awareness And Brand
Image On Brand Loyaltu And Emotional Attachment In Traveloka Lecture in

the Master Management Study Program. In International Journal of Science,
5(1), 262-273. http://ijstm.inarah.co.id262

Dasare, M. M., & Kumar, P. (2021). To Study the Impulse Buying Behavior among
Customers of Branded Shoes as an Effect of In-store Promotions with
Reference to Gender in Tier Two Towns of Maharashtra. Shanlax International


https://repository.uinjkt.ac.id/dspace/handle/123456789/66602

135

Journal of Management, 8(1), 147-156.
https://doi.org/10.34293/management.v8isl-feb.3769

Databoks, (2024a). Harga Relatif Murah dan Banyak Diskon, Alasan Utama
Konsumen Indonesia Belanja Online di TikTok. Retrieved from Databoks
website:https://databoks.katadata.co.id/teknologitelekomunikasi/statistik/edas
6632c020e44/harga-relatif-murah-dan-banyak-diskon-alasan-utama-
konsumen-indonesia-belanja-online-di-tiktok

Databoks, (2024b). Tiktok, Aplikasi yang Paling Banyak Diunduh di Indonesia pada
2023. Retrieved from Databoks website:
https://databoks.katadata.co.id/teknologi-
telekomunikasi/statistik/5b44b118b594168/tiktok-aplikasi-yang-paling-
banyak-diunduh-di-indonesia-pada-2023

Delvi, A. S. (2023). Pengaruh Intensitas Mengakses Tiktok Shop Terhadap Minat
Belanja Online Siswa Smpn 32 Tangerang. Universitas Islam Negeri Syarif
https://repository.uinjkt.ac.id/dspace/handle/123456789/75897

Denia, R., Yohana, C., & Rahmi, R. (2023). Pengaruh Sales Promotion dan Hedonic
Shopping terhadap Impulse Buying Behavior melalui Positive Emotion pada
Pengguna E-Commerce di Jabodetabek. Digital Business Journal, 1(2), 99.
https://doi.org/10.31000/digibis.v2il.7857

Devi, D. A. C., & Nurcaya, I. N. (2020). Peran Positive Emotion Memediasi Store
Atmosphere Terhadap Impulse Buying Di Beachwalk Kuta Bali. E-Jurnal

Manajemen Universitas Udayana, 9(3), 884.
https://doi.org/10.24843/ejmunud.2020.v09.103.p04

Dewani, N. P. R. G., & Rastini, N. M. (2021). Peran citra merek memediasi pengaruh
EWOM terhadap niat konsumen menggunakan gopay di Kota Denpasar. E-
Jurnal Manajemen, 10(2), 105-124.
https://doi.org/10.24843/EJMUNUD.2021.v10.102.p01

Direktorat Jenderal Perbendaharaan Kemenkeu, (2022). UMKM Hebat,
Perekonomian Nasional Meningkat. Retrieved from Direktorat Jenderal
Perbendaharaan Kemenkeu website:
https://djpb.kemenkeu.go.id/kppn/curup/id/data-publikasi/artikel/2885-
umkm-hebat,-perekonomian-nasional-meningkat.html

Erliyani, E., & Afiaf, A. N. (2023, August 25). Kontroversi penghapusan TikTok
Shop: Bagaimanakah  pro dan  kontranya? EGSA4 UGM.
https://egsa.geo.ugm.ac.id/kontroversi-penghapusan-tiktok-shop-
bagaimanakah-pro-dan-kontranya/

Fatmawati, 1., & Dinar, L. (2021). How Store Environment and Sales Promotion
Influence Positive Emotions and Unplanned Purchases. Proceedings of the 4th
International Conference on Sustainable Innovation 2020—-Accounting and
Management (ICoSIAMS 2020), Advances in Engineering Research, 201, 139—
149. https://doi.org/10.2991/aer.k.210121.020


https://doi.org/10.24843/ejmunud.2020.v09.i03.p04
https://doi.org/10.2991/aer.k.210121.020

136

Ghozali. (2021). Aplikasi Analisis Multivariate Dengan Program IBM SPSS 26.
Badan Penerbit UNDIP.

Gorji, M., & Siami, S. (2020). How sales promotion display affects customer
shopping intentions in retails. International Journal of Retail and Distribution
Management, 48(12), 1337-1355. https://doi.org/10.1108/IJRDM-12-2019-
0407

Gunawan, H., & Pratiwi, 1. (2024). The Influence of Price Discount, Bonus Pack,
Brand Image on Impulse Buying of Cuddleme Products in Yogyakarta.

Formosa Journal of Science and Technology, 3(1), 119-130.
https://doi.org/10.55927/fjst.v311.7953

Hair Jr, 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) using R:
A workbook. Springer Nature.

Haris, M., Nasir, N., & Cheema, S. (2022). The Impact of Social Media Activities on
Emotional Attachment with the Mediating Role of Brand Image and Brand

Commitment of Retail Sector. Review of Education, Administration & Law,
5(2), 173—188. https://doi.org/10.47067/real.v5i2.228

Hasibuan, L. (2020, October 16). Warga Jabodetabek kini lebih suka belanja online,
kalau kamu? CNBC Indonesia.
https://www.cnbcindonesia.com/tech/20201016183016-37-195524/warga-
jabodetabek-kini-lebih-suka-belanja-online-kalau-kamu

Heri, H., Lancang Kuning, U., & Bisnis dan Teknologi Pelita Indonesia, 1. (2022).
The Influence of Store Atmosphere and Sales Promotion on Impulse Buying
with Positive Emotion as an Intervening Variable at Martin Store Pekanbaru
Pengaruh Store Atmosphere Dan Sales Promotion Terhadap Impulse Buying
Dengan Positive Emotion Sebagai Variabel Intervening Pada Martin Store
Pekanbaru. In Management Studies and Entrepreneurship Journal, 3(4),
2487-2497. http://journal.yrpipku.com/index.php/msej

Hidayat, T. A. H., Indrawati, & Millanyani, H. (2024). The Influence of E-Service
Quality, Electronic Word of Mouth (E-WOM), E- Trust and Online Promotion
on Impulsive Buying on the Tiktok Shop Platform. Nanotechnology
Perceptions, 20(4), 411-429. https://doi.org/10.62441/nano-ntp.v20i4.1900

Indy, P., Putri, W., & Andani, [. G. A. K. S. (2023). Peran positive emotion memediasi
pengaruh sales promotion dan hedonic consumption terhadap impulse buying.
E-Jurnal Ekonomi Dan Bisnis Universitas Udayana, 72(01), 15-31.
https://ojs.unud.ac.id/index.php/EEB/index

Janur, A., Salim, M., & Anggarawati, S. (2023). Effects Of Discounts, Brand Image
And In-Store Display Against Impulsive Buying In Fashion Products At
Matahari Department Store Bengkulu. The Manager Review, 5(1), 157-169.
https://doi.org/10.33369/tmr.v511.29740


https://doi.org/10.55927/fjst.v3i1.7953
https://doi.org/10.62441/nano-ntp.v20i4.1900

137

Japutra, A., Ekinci, Y., & Simkin, L. (2022). Discovering the dark side of brand
attachment: Impulsive buying, obsessive-compulsive buying and trash talking.
Journal of Business Research, 145, 442-453.
https://doi.org/10.1016/j.jbusres.2022.03.020

Junaidi, (2021). Aplikasi AMOS dan Structural Equation Modeling (SEM).
Makassar: Unhas Press.

Junikon, E., & Ali, H. (2022). The Influence of Product Quality and Sales Promotion
on Repurchase Intention & Impulsive Buying (Marketing Management

Literature Review). Dinasti International Journal of Management Science,
4(2),297-305.

Kalodata, (2025). (@sajodosnack. Retrieved from Kalodata website:
https://www.kalodata.com/creator/detail7id=6848017931381801985&type=cr
eator&region=ID&dateRange=%5B%222025-06-09%22%2C%222025-07-
08%22%5D&cateld=%5B%5D

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

Kinasih, I. A. D., & Jatra, . M. (2018). Peran Emosi Positif Memediasi Pengaruh
Fashion Involvement Dan Hedonic Consumption Tendency Terhadap Impulse
Buying. E-Jurnal Manajemen Unud, 7(6), 3258-3290.
https://doi.org/10.24843/EJMUNUD.2018.v07.106.p15

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). New York:
Pearson Education.

Kristinawati, A., & Keni, K. (2021). Pengaruh brand image, perceived quality, dan
ewom terhadap purchase intention mobil di Jakarta. Jurnal Manajemen Bisnis
Dan Kewirausahaan, 5(5), 524. https://doi.org/10.24912/jmbk.v5i5.13305

Kusumawardhani, S. aulia, & Mulyowahyudi, A. (2023). The Influence of
Promotion, Price and Brand Image on Impulse Buying with Hedonic Shopping
Motivation as Intervening Variable. International Journal of Management
Science and Application, 2(1), 43-50. https://doi.org/10.58291/ijmsa.v2i1.122

Lim, X.J., Cheah, J. H., Cham, T. H., Ting, H., & Memon, M. A. (2020). Compulsive
buying of branded apparel, its antecedents, and the mediating role of brand
attachment. Asia Pacific Journal of Marketing and Logistics, 32(7), 1539—
1563. https://doi.org/10.1108/APJIML-03-2019-0126

Luh, N., Utami, P., Pramestya, M., Jaya, 1., & Widagda, A. (2022). The Role Positive
Emotion Mediates Fashion Involvement On Impulse Buying. American
Journal of Humanities and Social Sciences Research (AJHSSR), 4(9), 01-08.
www.ajhssr.com



https://doi.org/10.34044/j.kjss.2023.44.3.20
http://www.ajhssr.com/

138

Manurung, F., Siregar, N., & Surya, E. D. (2025). Analysis Of Social Environment,
Consumer Perception, Psychology On Consumer Decisions To Use The
Services Of PT. Pelindo Multi Terminal Branch Belawan North Sumatera With
Consumer Behavior As An Intervening Variable. International Journal of
Economics, Business and Innovation Research, 04(01), 552-579.
https://doi.org/10.63922/ijebir.v4i01.1451

Marbun, F., & Sianturi, R. D. (2024). Strategi Pemasaran Digital Dalam
Meningkatkan Penjualan UMKM Di Desa Lengau Serpang (Digital Marketing
Strategy In Increasing Sales Of MSME Products In Lengau Serpang Village).
12(3).

Miremadi, A., Kenarroudi, J., & Ghanadiof, O. (2021). Evaluation on Role of
Electronic Word of Mouth (EWOM) Ads in Customers’ Emotions and Choices
in E-Shops. International Journal of Industrial Marketing, 6(1), 56.
https://doi.org/10.5296/1jim.v611.18561

Mutmainah, I., Yulia, I. A., Marnilin, F., & Mahfudi, A. Z. (2022). Gap Analysis
Untuk Mengetahui Kinerja Implementasi Program Merdeka Belajar Kampus
Merdeka.  Performance of Learning  Program, 10(1), 19-34.
https://doi.org/10.37641/jimkes.v1011.934

Nguyen, T. H. N., Tran, N. K. H., Do, K., & Tran, V. D. (2024). The Role of Product
Visual Appeal and Sale Promotion Program on Consumer Impulsive Buying

Behavior. Emerging Science Journal, 8(1), 297-309.
https://doi.org/10.28991/ESJ-2024-08-01-021

Oktandani, N. A., & Sholahuddin, M. (2023). Covid-19 Pandemic: The Impact of
Product Diversity, Price, Word of Mouth, and Purchase Intention on Impulse
Buying Tendency. Jurnal Informatika Ekonomi Bisnis, 5(2), 514-521.
https://doi.org/10.37034/infeb.v5i2.253

Padmasari, D., & Widyastuti, W. (2022).Influence of Fashion Involvement, Shopping
Lifestyle, Sales Promotion on Impulse Buying on Users of Shopee. Jurnal Ilmu
Manajemen, 10(1), 123-135. http://dx.doi.org/10.26740/jim.v10n1.p123-135

Priyani, R. A., & Riva’i, A. R. (2023). The Influence Of Hedonic Consumption, Sales
Promotion, Brand Image, And Price Discount On Impulse Buying In
Marketplace Tokopedia. Management Studies and Entrepreneurship Journal,
4(2), 1892—-1900. http://journal.yrpipku.com/index.php/mse;j

Purwohedi, U. (2022). Metode penelitian: Prinsip dan praktik. RAS (Raih Asa
Sukses).

Putri, A., Siska, P., & Hellyani, C. A. (2024). Dampak Komunikasi Pemasaran
melalui Emotional Advertising terhadap Keputusan Pembelian. Prosiding
SENAM 2024: Seminar Nasional Ekonomi & Bisnis Universitas Ma Chung, 4,
119-127.



139

Putri, C. N., & Fauzi, T. H. (2023). The Effect of E-WOM and Brand Image on
Purchasing Decisions of Automotive Products: Mediating Role of Brand Trust.
Jurnal  Aplikasi  Bisnis Dan  Manajemen  (JABM), 9(3), 843.
https://doi.org/10.17358/jabm.9.3.843

Rachana, & Sujaya. (2023). A Systematic Review on Customers Shopping Response
towards Online Impulsive Buying Behaviour. International Journal of Applied
Engineering and Management Letters, 7(4), 320-348.
https://doi.org/10.47992/ijaeml.2581.7000.0207

Ramadania, R., Ratnawati, R., Juniwati, J., Afifah, N., Heriyadi, H., & Darma, D. C.
(2022). IMPULSE BUYING AND HEDONIC BEHAVIOUR: A MEDIATION
EFFECT OF POSITIVE EMOTIONS. Virtual Economics, 5(1), 43—64.
https://doi.org/10.34021/VE.2022.05.01(3)

Ridho, M. A., Lestariningsih, D. S., & Hardi, O. S. (2021). Keputusan Pembelian
Berbelanja di E-Commerce pada Masyarakat Kelas Bawah di Jakarta. Journal
of Social Education, 2(1), 1-4. https://doi.org/10.23960/JIPS/v2il.1-4

Rodrigues, P., Pinto Borges, A., & Sousa, A. (2022). Authenticity as an antecedent of
brand image in a positive emotional consumer relationship: the case of craft
beer brands. EuroMed Journal of Business, 17(4), 634-651.
https://doi.org/10.1108/EMJB-03-2021-0041

Roy, P., & Datta, D. D. (2022). Impact of COVID-19 on consumer buying behavior
towards online and offline shopping. Journal of Emerging Technologies and
Innovative Research (JETIR), 95), 128-135.
https://www.jetir.org/view?paper=JETIR2205030

Savira, A., & Hadi, A. (2021). Pengaruh Store Atmospheredan Brand Imageterhadap
Perilaku Impulsive BuyingPada Konsumen Retail Fashion. Jurnal Buletin
Penelitian Psikologi Dan Kesehatan Mental (BRPKM), 1(1), 508-519.
https://doi.org/10.20473/brpkm.v1i1.26662

Schiffman, L. G., & Kanuk, L. L. (2007). Consumer Behaviour (9th ed.). New Jersey:
Prentice-Hall Inc.

Serra-Cantallops, A., Ramon Cardona, J., & Salvi, F. (2020). Antecedents of positive
eWOM in hotels. Exploring the relative role of satisfaction, quality and positive
emotional experiences. International Journal of Contemporary Hospitality
Management, 32(11), 3457-3477. https://doi.org/10.1108/IJCHM-02-2020-
0113

Shukun, L., & Loang, O. K. (2024). China Impulsive Purchasing Behaviour And
Hedonic Motivation: The Impact of Electronic Word of Mouth. International
Journal of Accounting, Finance and Business, 9(55), 293-308.
https://doi.org/10.55573/1JAFB.095523


https://doi.org/10.17358/jabm.9.3.843
https://doi.org/10.34021/VE.2022.05.01(3)
https://doi.org/10.20473/brpkm.v1i1.26662
https://doi.org/10.55573/IJAFB.095523

140

Smith, C., & Kabamba, C. C. (2022). The Role of Consumers’ Emotions in Online
Impulse Buying of Fashion Apparel. International Journal of Business and
Social Science Research, 3(9), 1-8. https://doi.org/10.47742/ijbssr.v3n9pl

Statista. (2024). Number of users of e-commerce in Indonesia from 2020 to 2029.
Retrieved from Statista website: https://www.statista.com/forecasts/251635/e-
commerce-users-in-indonesia

Sugiyono, (2020). Metode Penelitian Kuantitatif Kualitatif dan R&D. Bandung:
Alfabeta.

Supriyanto, A., Chikmah, I. F., Salma, K., & Tamara, A. W. (2023). Penjualan
Melalui Tiktok Shop dan Shopee: Menguntungkan yang Mana. BUSINESS:
Scientific Journal of Business and Entrepreneurship, 1(1), 1-16.
https://journal.csspublishing/index.php/business

Supriyanto, S., Munadi, S., Daryono, R., & Tuah, Y. A. E. (2022). The influence of
internship experience and work motivation on work readiness in vocational
students: PLS-SEM analysis. Indonesian Journal on Learning and Advanced
Education (IJOLAE), 5(1), 32—44. http://journals.ums.ac.id/index.php/ijolae

Thoriq, M. S. Al, Verinita, V., & Suziana, S. (2025). Pengaruh Online Behavioral
Advertising, Hedonic Shopping, dan Discount terhadap Impulsive Buying pada
Tiktok Shop dengan Mediasi Positive Emotion (Survey pada Pengguna TikTok
Shop di Kota Padang). Jurnal Ekonomi Manajemen Sistem Informasi (JEMSI),
6(3), 1265-1277. https://doi.org/10.38035/jemsi.v6i3.3807

Trenaldy. (2024). 2 Merek Tisu PT Suparma Tbk yang Pasti Ditemukan Dimana saja.
Retrieved from PT Suparma Tbk website:
https://www.ptsuparmatbk.com/article/merek-tisu-pt-suparma-tbk

Ula, L. S. (2024). Pengaruh Harga dan Kualitas Pelayanan terhadap Keputusan
Pembelian pada Seblak dan Baso Aci Dapur Azka, Jakarta Barat. SOCIORA:
The Journal of Social Sciences and Humanities, 1(2), 197-208.
https://doi.org/10.33753/sociora.v1i2.18

Ulan, K., Rivai, A. K., & Sari, D. A. P. (2022). Pengaruh Electronic Word of Mouth
dan Brand Image terhadap Purchase Intention dengan Brand Awareness
sebagai Intervening: Studi Pada Produsen Dessert Box. Jurnal Bisnis,
Manajemen, Dan Keuangan, 3(2), 354-373.
https://doi.org/10.21009/jbmk.0302.03

Umar, J., & Nisa, Y. F. (2020). Uji Validitas Konstruk dengan CFA dan Pelaporannya.
JP3I (Jurnal Pengukuran Psikologi Dan Pendidikan Indonesia), 9(1), 1-11.
http://dx.doi.org/10.15408/jp31.v912. XXXXX

Upananda, D. R. P., & Jayathilake, P. M. B. (2023). The Impact of Facebook
Advertising and eWOM on Brand Awareness and Purchase Intention:

Reference to the Fashion Retail Industry in Sri Lanka. Journal of Management
Matters, 10(2), 51-71. https://doi.org/10.4038/jmm.v10i2.55


https://doi.org/10.38035/jemsi.v6i3.3807
https://www.ptsuparmatbk.com/article/merek-tisu-pt-suparma-tbk
https://doi.org/10.33753/sociora.v1i2.18
https://doi.org/10.21009/jbmk.0302.03

141

Vijay, J., & Kumar, 1. M. (2020). A theoretical background on consumers impulse
buying behaviour. The International Journal of Recent Technology &
Engineering (IJRTE), 8(6), 2769-2774. www.ijrte.org

Wangsa, I. N. W., Rahanatha, G. B., Yasa, N. N. K., & Dana, I. M. (2022). The Effect
of Sales Promotion on Electronic Word of Mouth and Purchase Decision
(Study on Bukalapak Users in Denpasar City). European Journal of Business
and Management Research, 7(2), 176-182.
https://doi.org/10.24018/ejbmr.2022.7.2.1353

Wiradendi Wolor, C., & Negeri Jakarta, U. (2024). Analisis Impulsive Buying E-
Commerce (Studi pada Pengguna Shopee). Journal of Business Application |
Januari 2024, 1, 19-36. https://doi.org/10.51135/jba

Wisesa, I. G. B. S., & Ardani, I. G. A. K. S. (2022). The Effect of Sales Promotion
and Store Atmosphere Mediated by Positive Emotion on Impulse Buying for

Customers in Bookstores. European Journal of Business and Management
Research, 7(3), 63—66. https://doi.org/10.24018/ejbmr.2022.7.3.1270

Wulandari, T. A., Insan, M. 1., & Sudrajat, A. (2021). Pengaruh Electronic Word of
Mouth dan Potongan Harga terhadap Pembelian Impulsif Suatu Produk
Skincare. Jurnal Ilmu Manajemen, 9(3), 844-851.
https://doi.org/10.26740/jim.vIn3.p844-851

Yastuti, A. W., & Irawati, Z. (2023). The Influence of Hedonic Shopping Motivation,
Fashion Involvement, and Sales Promotion on Impulse Buying in E-commerce
Shopee. International Journal of Current Science Research and Review,

06(12), 8652-8659. https://doi.org/10.47191/ijesrt/v6-i12-111

Zhang, W., Leng, X., & Liu, S. (2023). Research on mobile impulse purchase
intention in the perspective of system users during COVID-19. Personal and
Ubiquitous Computing, 27(3), 665—673. https://doi.org/10.1007/s00779-020-
01460-w

Zhang, Z., Zhang, N., & Wang, J. (2022). The Influencing Factors on Impulse Buying
Behavior of Consumers under the Mode of Hunger Marketing in Live
Commerce. Sustainability (Switzerland), 14(4).
https://doi.org/10.3390/su14042122

Zhu, L., Li, H., Wang, F.-K., He, W., & Tian, Z. (2020). How online reviews affect
purchase intention: a new model based on the stimulus-organism-response ( S
- O - R) framework. Aslib Journal of Information Management, 72(4), 463—
488. https://doi.org/10.1108/AJIM-11-2019-0308

Ziefle, M., Calero Valdez, A., Akram, U., Gelashvili, V., Juan, R., University, C.,
Aditya, S., Perdana, H., Putra, K., Liu, L., & Xie, X. (2024). Exploring the
antecedents of trust in electronic word-of-mouth platform: The perspective on
gratification and positive emotion, 10(3), 01-12.

https://doi.org/10.3389/fpsyg.2022.953232



	fc10f8c6da850140d72d62ffdf585fd220e630c7f15a5ab8db60cf07ecd5e3ce.pdf
	3c9085f0cdc08422e8b73df299b5ecbc506a05552b95c4895846b7db9465753c.pdf


