DAFTAR PUSTAKA

Abhiram, B., & Geeta, D. M. (2025). The Impact of Short Video Advertisements
on Impulse Buying Behaviour. International Journal of Engineering &
Science Research, 15(4), 43-50.

Ahmad, R., Kok Siew, P. H., & Dada, M. (2024). A Study on Impulsive Buying
Behaviour on TikTok among University Students in Indonesia, Java.
Electronic Journal of Business and Management, 9(4).

Akib, N. T., Yuliana, I., Anggriani, R., & Jati, L. J. (2025). Impulsive Buying
pada Pengguna Shopee Generasi Z : Gaya Hidup, Fitur Spaylater dan Word
of Mouth. Jurnal Mahasiswa Ekonomi & Bisnis, 5(2), 937-946.

Azhar, A. (2025). Swipe , Like , Buy: A Netnographic Study On The Impulse
Buying Behavior In Tiktok Shop Ecosystem. Journal Of Management
Economic, and Accounting, 4(2), 663-672.

Aziizah, S. S. (2025). Digital Marketing dan User Generated Content dalam
Mendorong Impulse Buying Konsumen Produk Kecantikan Make Over:
Studi Literatur Review. Jurnal Ilmiah Mahasiswa Ekonomi Dan Bisnis
Indonesia, 1(3), 67-77.

Bihantoro, R. B., Wijoyo, S. H., & Nugraha, C. D. A. (2021). Analisis
Perbandingan User Satisfaction Antara Social Commerce Dan E-Commerce
Menggunakan Metode End-User Computing Satisfaction ( Eucs ) Di
Kalangan Mahasiswa ( Studi Kasus: Tiktok Shop & Shopee ). Jurnal
Pengembangan Teknologi Informasi Dan IImu Komputer, 1(1), 1-10.

Chan, T. K. H., Cheung, C. M. K., & Lee, Z. W. Y. (2021). Information &
Management The state of online impulse-buying research: A literature
analysis. Information & Management, 54(2), 204-217.

DataReportal. (2024). Digital 2024 Indonesia. Retrieved December 7, 2025, from
Data Reportal website: https://datareportal.com/reports/digital-2024-
indonesia

Efesus, Y. (2023). Pengaruh Publikasi Laporan Keuangan Perusahaan Terhadap
Pengambilan Keputusan Investasi. Jurnal limiah Bongaya, 7(1), 21-29.

Fatimah, A. F., & Nasir, M. (2025). Utilization of Short Form Videos (TikTok ,
Reels , Shorts) to Increase Brand Engagement and Visibility. Journal of

88



89

Digital Marketing and Search Engine Optimization, 2(1), 16-31.

Fazria, N., Firman, & Netrawati. (2024). Fear Of Missing Out (FOMO) Pada
Remaja Pengguna Media Sosial: Studi Pendahuluan. Jurnal Pendidikan
Sosial Dan Konseling, 2(3), 1193-1202.

Festinger, L. (1954). A Theory of Social Comparison Processes. Sage Journal,
7(2). https://doi.org/https://doi.org/10.1177/001872675400700202

Fitri, H., Hariyono, D. S., & Arpandy, G. A. (2024). Pengaruh Self-Esteem
Terhadap Fear Of Missing Out (Fomo) pada Generasi Z Pengguna Media
Sosial. Jurnal Psikologi, 1(4), 1-21.

GoodStats. (2024). Makin Maju, Pertumbuhan E-Commerce Indonesia yang
Diprediksi Tertinggi di Dunia. Retrieved December 7, 2025, from GoodStats
website: https://data.goodstats.id/statistic/makin-maju-pertumbuhan-e-
commerce-indonesia-yang-diprediksi-tertinggi-di-dunia-QiN5h

GoodStats. (2025). Daftar E-commerce Paling Sering Diakses 2025, Shopee
Masih Juara. Retrieved from GoodStats website:
https://goodstats.id/article/e-commerce-paling-sering-diakses-2025-shopee-
masih-juara-wyZgk

Guntur. (2019). A Conceptual Framework For Qualitative Research : A Literature
Studies. Jurnal Seni Media Rekam, 10(2), 91-106.
https://doi.org/10.33153/capture.v10i2.2447

Hair, J. ., Hult, G. T. ., Ringle, C. ., & Sarstedt, M. (2019). A primer on partial
least squares structural equation modeling (PLS-SEM). Sage Publications.

Herliani, N., Putri, S. M., Sari, W. L. P., Raharja, M. C., & Meliana, R. (2025).
Analisis Perilaku Impulse Buying Konsumen Muslim Di Purwokerto Pada
Platform Digital Berdasarkan Teori Stimulus-Organisme-Respons ( Sor ).
Jurnal Sains Student Research, 4(1), 228-235.

Hermawan, T., & Dermawan, R. (2023). The Effect Of Pric Promotion and
Shopping Lifestyle On Impulse Buying at TikTok Shop Among Generation
Z in Surabaya City. Indonesian Journal of Business Analytics, 3(6), 2141
2152.

Hikam, I. F. (2024). Pengaruh Social Media Marketing terhadap Brand Image dan
Purchase Decision Produk Beauty and Skincare di TikTok dengan Moderasi
Fear of Missing Out ( FOMO ). SEIKO : Journal of Management &



90

Business, 7(1), 564-578.

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer Brand
Engagement in Social Media: Conceptualization, Scale Development and
Validation.  Journal of Interactive  Marketing, 28(2), 1-48.
https://doi.org/10.1016/j.intmar.2013.12.002

Iba, Z., & Wardhana, A. (2024). Skala Pengukuran Dalam Penelitian Kuantitatif.

Indah, D. P., & Wilopo. (2021). Pengembangan Value Proposition Dalam
Pembentukan Strategi Pemasaran (Studi Kasus Pada: Pt . Suryaraya
Nusatama Surabaya). Jurnal Administrasi Bisnis (JAB), 51(2), 151-157.

Intan, A. N., Alwiyah, R. H., Mulyeni, S., & Herlina, H. (2024). Perilaku FOMO
(Fear of Missing Out) pada Mahasiswa Pasim Bandung. Indonesian Journal
of Social Science, 2(2), 22-31.

Jarvis, C. B., MacKenzie, S. B., & Podsakoff, P. M. (2003). Model
Misspecification in Marketing and Consumer Research. Journal of
Consumer Research, 30(2), 199-218.

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

Kurniawati, F., & Umam, M. R. K. (2025). Fear Of Missing Out ( Fomo ), Social
Media Marketing , And Impulsive Buying On Z Generation. Economics,
Business, Innovation And Creativity (Ebic), 2(1), 129-148.

Lestari, T. W., Sucipto, A., & Nugrahani, D. S. (2024). Social Media Marketing &
Fenomena Impulsive Buying Gen-Z Terhadap Produk Kosmetik. Business
and Economics Conference in Utilization of Modern Technology, 92-100.

Li, Y., Majid, M. Z. A., & Arham, A. F. (2025). Consumer Perceived Value and
Impulsive Buying in Social Commerce : The Moderating Role of Fear of
Missing Out. Research Square, 1-25.

Lim, N. (2016). Cultural differences in emotion : differences in emotional arousal
level between the East and the West. Integrative Medicine Research, 5(2),
105-109. https://doi.org/10.1016/j.imr.2016.03.004

Mehrabian, A., & Russell, J. A. (1974). The Basic Emotional Impact Of
Environtments.  Perceptual and Motor Skills, 38(1), 283-301.
https://doi.org/https://doi.org/10.2466/pms.1974.38.1.283



91

Ningrum, P. A. D., & Pudjoprastyono, H. (2023). Shopping Lifestyle dan
DiskonTerhadap Impulse Buying di E-Commerce. Journal Of Management
and Business, 5(1), 94-107.

Nurlinda, R. A., & Yuliyani, A. (2021). Analisis Perbedaan Perilaku Impulse
Buying Berdasarkan Gender pada Marketplace Tokopedia. Jurnal Ekonomi:
Journal of Economic, 12(2).

Oktavian, R. B., Dermawan, R., & Majid, N. (2024). I Can’t Resist TikTok:
Eksploring The Influence Of Celebrity Endorsment, Parasocial Interaction,
And Fomo On Gen Z Purchase Intention. Journal Of Management SME s,
17(3), 1201-1212.

Oktaviani, D., & Keni, K. (2024). Perilaku Impulsive Buying Sebagai Respon
Terhadap Flash Sale Dan Customer ° S Shopping Experience: Peran
Moderasi Self-Control. Jurnal Muara limu Ekonomi Dan Bisnis, 8(2), 472—
486.

Pinontoan, M. D., & Soebiantoro, U. (2024). The Influence Of Promotion,
Information Quality, And Price Perception On Impulse Buying On The
Shopee Live Feature Among Students Of UPN Veteran East Java.
Indonesian Interdisciplinary Journal Of Sharia Economics, 7(3), 8334-8346.

Przybylski, A. K., Murayama, K., DeHaan, cody R., & Gladwell, V. (2013).
Motivational, emotional, and behavioral correlates of fear of missing out.
Computers In Human Behavior, 29(4), 1841-1848.
https://doi.org/https://doi.org/10.1016/j.chb.2013.02.014

Qureshi, F. H., Soki, K., & Khawaja, S. (2025). Impulsive Buying Tendencies and
Personality : Cognitive and Affective Aspects. Psychiatry Int, 6(5), 1-13.

Rahatuningtyas, R., Maesaroh, S. S., & Nuryadin, A. (2023). Analisis Pengaruh
Shopping Lifestyle dan Service Convenience Terhadap Perilaku Impulse
Buying Pengguna E-Commerce di Jawa Barat. Indonesian Journal of Digital
Business, 3(1), 1-8.

Ratnawati, L. S., & Sanaji. (2024). Pengaruh Customer Engagement terhadap
Online Purchase Intention dengan Customer Operant Resources Sebagai
Variabel Intervening pada Layanan Platinum Mahasiswa di Vidio.com.
Jurnal Maksipreneur, 14(1), 45-64.

Rif’aa, N. A., Haryanto, T., & Tubastuvi, N. (2025). Pengaruh shopping lifestyle,
price discount, dan gamification terhadap impulse buying dengan positive



92

emotion sebagai variabel mediasi: Studi pada mahasiswa Universitas
Muhammadiyah Purwokerto. Costing: Journal of Economic, Business and
Accounting, 8(2).

Rijali, N. F. (2025). Evolusi Perilaku Konsumen di Era Digital dan Implikasinya
Terhadap Daya Beli Masyarakat. Journal of Artificial Intelligence and
Digital Business (RIGGS), 4(3), 1381-1391.

Rinonce, E. M., & Jannah, M. (2025). Fear of Missing Out Fuels Impulsive
Buying Behavior in Gen Z. Psikologia : Jurnal Psikologi, 10(1), 97--110.

Riwayanto, R. M., & Zahra, G. L. A. (2024). Persepsi Mahasiswa Fisip Unsoed
Terhadap Pengaruh Video Pendek Dalam Efektivitas Pembelajaran Di Kelas.
Public Policy And Managament Inquiry, 8(2), 24-38.

Rook, D. W. (1987). The Buying Impulse. Journal of Consumer Research, 14(2),
189-199.

Rook, D. W., & Fisher, R. J. (1995). Normative Influences on Impulsive Buying
Behavior. Journal Of Customer Research, 22(3), 305-314.
https://doi.org/10.1086/209452

Salwanisa, E. A., & Fitriyah, Z. (2024). The Influence Of Live Streaming
Shopping, Twin Date, And E-WOM ON Gen Z Shopee Users Impulse
Buying In Surabaya. Indonesian Interdisciplinary Journal Of Sharia
Economics, 7(3), 6275-6289.

Schiffman, L. G., & Wisenblit, J. (2019). Consumer Behavior (12th ed.). Pearson
Education.

Shanthi, P., Raju, P., & Perumal, P. (2023). Digital Natives * Cognitive , Affective
, Behavioural Responses On Digital Advertising Attitude And Purchase
Decision — A Sem Study. Journal of Namibian Studies, 35, 3091-3102.

Solikha, W., & Putranto, H. A. (2025). Pengaruh FOMO , Shopping Lifestyle ,
dan Positive Emotion terhadap Impulse Buying pada Pengguna TikTok
Shop. Journal of Business Economics and Management, 02(02), 2043—2050.

Sugiyono. (2019). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Alfabeta.

Sulam, R. T., & Fasa, M. I. (2025). TikTok Shop sebagai Inovasi Social
Commerce : Analisis Pengalaman Pengguna , Kepuasan Konsumen , dan
Perubahan Perilaku Belanja. Inflasi: Jurnal Ekonomi , Manajemen Dan



93

Perbankan, 2(1), 97-106.

Sumarsid, & Paryanti, A. B. (2022). Pengaruh Kualitas Layanan Dan Harga
Terhadap Kepuasan Pelanggan Pada Grabfood (Studi Wilayah Kecamatan
Setiabudi). Jurnal llmiah M-Progress, 12(1), 70-83.

Suwito, G. A., & Susilowati, M. W. K. (2025). Scarcity effect on impulse buying :
The mediating role of arousal. Jurnal Fokus Manajemen Bisnis, 15(1), 55—
69.

Tatasari, T., Purnomo, S., & Dewa, A. K. (2025). Pemanfaatan Konten Digital
Berbasis Video Pendek untuk Meningkatkan Engagement pada UMKM
Makanan di Media Sosial. Social Sciences Journal (SSJ), 3(2), 20-32.

Utami, H. N., Elfa, M. O. J., Wiyono, S. N., Sari, D. N., & Perdana, T. (2025).
Sustaining Consumer Excitement : The Role of Online Customer Experience
and Engagement in Shaping Behavioural Intentions in Food Social
Commerce. Sustainability, 17(8061), 1-31.

Wahyudi, M. A., Rahmadhani, M. V., Muis, A., & Evelyna, F. (2025). The
Impact of Short-Form Video Marketing, Influencer Relatability, and Trust
Signals on Gen Z ’ s Purchase Intention. Internatinal Journal of Business
Law and Education, 6(1), 855-864.

Wijaya, T. (2022). The Moderation of Gender and Level of Vividness in The
Effect of Content Types on Consumer Engagement. Jurnal Aplikais Bisnis
Dan Manajemen, 8(3), 667.

Wu, Y., Xin, L., Li, D., Yu, J., & Guo, J. (2021). Information & Management
How does scarcity promotion lead to impulse purchase in the online market ?
A fi eld experiment. Information & Management Journal, 58(1).

Yanti, E. D., Nurlenawati, N., & Triadinda, D. (2025). Pengaruh Scarcity
Terhadap Impulse Buying Pada Produk Fashion Dalam Live Streaming
Tiktok Melalui Arousal Sebagai Variabel Intervening Oleh: Jurnal Lentera
Bisnis, 14(2), 1492-1508. https://doi.org/10.34127/jrlab.v14i2.1500

Yuwono, E. E., & Fitriyah, Z. (2025). The Influence Of Viral Marketing And Fear
of Missing Out (Fomo) On Impulse Buying Of Miniso X Harry Potter
Products In Surabaya. Indonesian Interdisciplinary Journal Of Sharia
Economics, 8(3), 13633-13641.



94

Zeta, N. A., Najib, M., Permana, E., & Sinaga, L. (2025). Analisis Perilaku
Belanja Impulsif Gen Z di Tiktok Shop. Jurnal Nuansa Publikasi Ilmu
Manajemen Dan Ekonomi Syariah, 3(3), 274-284.
https://doi.org/10.61132/nuansa.v3i3.1968

Zuckerman, M. (1984). Sensation seeking : A comparative approach to a human
trait. The Behavioral And Brain Sciences, 7(3), 413-471.

Zulkarnaen, Z., & Hermawan, A. (2025). Social Commerce 2 . 0 : TikTok Shop
dan Masa Depan Belanja Digital. Riset llmu Manajemen Bisnis Dan
Akuntansi, 3(2), 285-295.



