96

DAFTAR PUSTAKA

BUKU
Becker Michael, & Arnold, J. (2010). Mobile Marketing For Dummies. John
Wiley & Sons, 2010.

Ferdinand. (2005). Metode Penelitian Manajemen. BP Universitas Diponogoro :
Semarang.

Ferdinand, A. (2006). Metode penelitian manajemen, pedoman penelitian untuk
penulisan skripsi, Tesis, dan disertai ilmu manajemen. Badan Penerbit
UNDIP.

Ferdinand, A. (2014). Metode penelitian manajemen : pedoman penelitian untuk
penulisan skripsi tesis dan disertasi ilmu manajemen. Semarang :Badan
Penerbit Universitas Diponegoro.

Ghozali. (2018). Aplikasi Analisis Multivariate Dengan Program IBM SPSS 25.
Badan Penerbit Universitas Diponegoro.

Kottler, P. (2016). Marketing management. 15th edition / Philip Kotler; Kevin
Lane Keller. Harlow, Essex Pearson Education Limited.

Nizamuddin, N., Pembangunan, U., & Budi, P. (2022). Metodologi penelitian.
March.

Schiffman, & Kanuk. (2000). Consumer behavior. USA : Pearson prentice hall
Sugiyono. (2013). Metode penelitian kuantitatif kualitatif dan R & D. Alfabeta.

Suliyanto. (2011). Ekonometrika Terapan: Teori Dan Aplikasi Spss (Edisi 1).
Andi Offest.

Suwarman, U. (2011). Perilaku Konsumen : Teori dan penerapannya dalam
pemasaran. Bogor Ghalia Indonesia.

Utami. (2010). Manajemen Ritel: Strategi dan Implementasi Operasional Bisnis
Ritel Modern di Indonesia. Salemba Empat.

JURNAL

Ahmadi, F., & Hudrasyah, H. (2022). Factors Influencing Product Purchase
Intention in Tiktok Live Streaming Shopping. International Journal of
Accounting, Finance and Business (IJAFB), 7(43), 571-586.
https://doi.org/10.55573/1JAFB.074342



97

Akram, U., Hui, P., Khan, M. K., Yan, C., & Akram, Z. (2018). Factors affecting
online impulse buying: Evidence from Chinese social commerce
environment. Sustainability (Switzerland), 10(2).
https://doi.org/10.3390/su10020352

Bauer, H. H., Reichardt, T., Barnes, S. J., & Marcus, M. N. (2005). Driving
Consumer Acceptance of Location-Based Services in Mobile Applications:
A Theoretical Framework and an Empirical Study. Journal of Electronic
Commerce Research, 6(3), 181-192.

Chen, Y., Lu, Y., Wang, B., & Pan, Z. (2019). How do product recommendations
affect impulse buying? An empirical study on WeChat social commerce.
Information and Management, 56(2), 236—248.
https://doi.org/10.1016/j.im.2018.09.002

Chong, A. Y. L, Chan, F. T. S., & Ooi, K. B. (2012). Predicting consumer
decisions to adopt mobile commerce: Cross country empirical examination
between China and Malaysia. Decision Support Systems, 53(1), 34-43.
https://doi.org/10.1016/j.dss.2011.12.001

Creswell, J. W., & Garrett, A. L. (2008). The “movement” of mixed methods
research and the role of educators. South African Journal of Education,
28(3), 321-333. https://doi.org/10.15700/saje.v28n3al76

Cummings, C. L. (2017). Comprehension of products and messages. In Consumer
Perception of Product Risks and Benefits. https://doi.org/10.1007/978-3-319-
50530-5_8

Dawson, S., & Kim, M. (2010). Cues on apparel web sites that trigger impulse
purchases. Journal of Fashion Marketing and Management, 14(2), 230-246.
https://doi.org/10.1108/13612021011046084

Ergenekon Arslan, A., & Giiven, O. Z. (2018). Turizm Sektériinde Elektronik
Agizdan Agiza Iletisimi EtkileyenFaktdrlerin Demografik Ozellikler
Acisindan Incelenmesi: Akademisyenler Uzerinde Bir Uygulama.
Dumlupinar Universitesi Sosyal Bilimler Dergisi, 57, 280-295.

Ferdinand. (2005). Metode Penelitian Manajemen. BP Universitas Diponogoro :
Semarang.

Ferdinand, A. (2006). Metode penelitian manajemen, pedoman penelitian untuk
penulisan skripsi, Tesis, dan disertai ilmu manajemen. Badan Penerbit
UNDIP.

Ferdinand, A. (2014). Metode penelitian manajemen : pedoman penelitian untuk
penulisan skripsi tesis dan disertasi ilmu manajemen. Semarang :Badan
Penerbit Universitas Diponegoro.

Gan, C., & Wang, W. (2017). The influence of perceived value on purchase



intention in social commerce context. Internet Research, 27(4), 772—785.
https://doi.org/10.1108/IntR-06-2016-0164

Gardner, M. P., Univeraty, N. Y., Rode, D. W., & Worldwide, D. N. (1988).
Eflfects of Impulse Purchases on Consumers ’ Affective States. Advances in
Consumer Research, 15(June), 127-130.
http://libproxyl.nus.edu.sg/login?url=http://search.ebscohost.com/login.aspx
?direct=true&db=buh&AN=6487583&site=ehost-live

Ghozali. (2018). Aplikasi Analisis Multivariate Dengan Program IBM SPSS 25.
Badan Penerbit Universitas Diponegoro.

Grace Yuna Lee, & Youjae Yi. (2008). The Effect of Shopping Emotions and
Perceived Risk on Impulsive Buying: The Moderating Role of Buying
Impulsiveness Trait. Seoul Journal of Business, 14(2), 67-92.
https://doi.org/10.35152/snusjb.2008.14.2.004

Grewal, D., Motyka, S., & Levy, M. (2018). The Evolution and Future of
Retailing and Retailing Education. Journal of Marketing Education, 40(1),
85-93. https://doi.org/10.1177/0273475318755838

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least
squares structural equation modeling (PLS-SEM): An emerging tool in
business research. European Business Review, 26(2), 106-121.
https://doi.org/10.1108/EBR-10-2013-0128

Harmancioglu, N., Finney, R. Z., & Joseph, M. (2009). Impulse purchases of new
products: An empirical analysis. Journal of Product and Brand Management,
18(1), 27-37. https://doi.org/10.1108/10610420910933344

Heilman, C. M., Nakamoto, K., & Rao, A. G. (2002). Pleasant surprises:
Consumer response to unexpected in-store coupons. Journal of Marketing
Research, 39(2), 242-252. https://doi.org/10.1509/jmkr.39.2.242.19081

Hoang, C. H., & Dang, T. T. D. (2021). Developing a Framework to Explore
Local Researchers’ Engagement with Global Academia: The Case of
Vietnamese Social Sciences Scholars. Asian Social Science, 17(5), 1.
https://doi.org/10.5539/ass.v17n5pl

Ittaqullah, N., Madjid, R., & Suleman, N. R. (2020). The effects of mobile
marketing, discount, and lifestyle on consumers’ impulse buying behavior in
online marketplace. International Journal of Scientific and Technology
Research, 9(3), 1569-1577.

Kacen, J. J., Hess, J. D., & Walker, D. (2012). Spontaneous selection: The
influence of product and retailing factors on consumer impulse purchases.
Journal of Retailing and Consumer Services, 19(6), 578-588.
https://doi.org/10.1016/j.jretconser.2012.07.003

98



99

Kang, M., & Johnson, K. (2009). Identifying characteristics of consumers who
frequently return apparel. Journal of Fashion Marketing and Management,
13(1), 37—48. https://doi.org/10.1108/13612020910939860

Kasih, P. A. (2022). Berapa Lama Orang Indonesia Menggunakan Internet Setiap
Hari? Kompas.Com.
https://www.kompas.com/edu/read/2022/05/31/103951971/berapa-lama-
orang-indonesia-menggunakan-internet-setiap-hari

Kavassalis, P., Spyropoulou, N., Drossos, D., Mitrokostas, E., Gikas, G., &
Hatzistamatiou, A. (2003). Mobile permission marketing: Framing the
market inquiry. International Journal of Electronic Commerce, 8(1), 55-79.
https://doi.org/10.1080/10864415.2003.11044286

Kottler, P. (2016). Marketing management. 15th edition / Philip Kotler; Kevin
Lane Keller. Harlow, Essex Pearson Education Limited.

Laliberté, M. C., Perreault, S., Damestoy, N., & Lalonde, L. (2012). Ideal and
actual involvement of community pharmacists in health promotion and
prevention: A cross-sectional study in Quebec, Canada. BMC Public Health,
12(1), 192. https://doi.org/10.1186/1471-2458-12-192

Lee, C. H., & Chen, C. W. (2021). Impulse buying behaviors in live streaming
commerce based on the stimulus-organism-response framework. Information
(Switzerland), 12(6), 1-17. https://doi.org/10.3390/info12060241

Lee, M. C. (2009). Factors influencing the adoption of internet banking: An
integration of TAM and TPB with perceived risk and perceived benefit.
Electronic Commerce Research and Applications, 8(3), 130-141.
https://doi.org/10.1016/j.elerap.2008.11.006

Nastiti, R., & Nugroho, E. S. (2020). The Effect Of Flash Sale And Discount
Towards Impulsive Buying (Study On Shopee Users). Jurnal Akuntansi,
Manajemen Dan Ekonomi, 22(4), 1-8.

Nguyen, T. C., Vinh Vo, D., & Nguyen, V. C. (2015). Risk and Income
Diversification in the Vietnamese Banking System. Journal of Applied
Finance & Banking, 5(1), 1792-6599.

Nicole Genchur. (2022). 5 Strategi & Alat Pemasaran Seluler untuk tahun 2023.
https://www.groundtruth.com/insight/mobile-marketing-strategies-and-tools/

Nizamuddin, N., Pembangunan, U., & Budi, P. (2022). Metodologi penelitian.
March.

PEKERTI, R. I. (RININTA), & BRILIANA, V. (VITA). (2016). Pengaruh
Perceived Benefits, Perceived Risks, Hedonic Motivations, Psychological
Factors Dan Website Design Terhadap Online Buying Behavior. Jurnal
Bisnis Dan Akuntansi, 18(2), 147-158.



10

https://www.neliti.com/publications/321494/

Persaud, A., & Azhar, 1. (2012). Innovative mobile marketing via smartphones:
Are consumers ready? Marketing Intelligence and Planning, 30(4), 418-443.
https://doi.org/10.1108/02634501211231883

Prihastama. (2016). PENGARUH PRICE DISCOUNT DAN BONUS PACK
TERHADAP IMPULSE BUYING PADA PELANGGAN MINIMARKET.
Resma, 3(2), 13-22.

Pusenius, A. (2023). Effects of FOMO Marketing Appeals on the Likelihood of
Impulse Buying. Aalto University School of Business, 58.
http://urn.fi/fURN:NBN:fi:aalto-202308204884

Robayo-Pinzon, O., Montoya, L. A., & Rojas-Berrio, S. (2017). Mobile
marketing: Conceptualization and research review. Espacios, 38(61).

Sadya, S. (2023). APJII: Pengguna Internet Indonesia 215,63 Juta pada 2022-
2023. Dataindonesia.ld. https://dataindonesia.id/internet/detail/apjii-
pengguna-internet-indonesia-21563-juta-pada-20222023

Salsabila, R. F., & Suyanto, A. (2022). Analisis Faktor-Faktor Pembelian Impulsif
pada E-commerce Kecantikan Analysis of Impulsive Purchase Factors on
Beauty E-commerce. Jurnal Samudra Ekonomi Dan Bisnis, 13(1), 76-89.
https://doi.org/10.33059/adalah

Schiffman, & Kanuk. (2000). Consumer behavior.

Shankar, V., & Balasubramanian, S. (2009). Mobile Marketing: A Synthesis and
Prognosis. Journal of Interactive Marketing, 23(2), 118-129.
https://doi.org/10.1016/j.intmar.2009.02.002

Sheau-Fen, Y., Sun-May, L., & Yu-Ghee, W. (2012). Store brand proneness:
Effects of perceived risks, quality and familiarity. Australasian Marketing
Journal, 20(1), 48-58. https://doi.org/10.1016/j.ausm;j.2011.10.014

Sobel, M. E. (1982). Asymptotic Confidence Intervals for Indirect Effects in
Structural Equation Models. Sociological Methodology, 13(1982), 290.
https://doi.org/10.2307/270723

Sugiyono. (2013). Metode penelitian kuantitatif kualitatif dan R & D. Alfabeta.
Sugiyono. (2016). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Alfabeta.

Suliyanto. (2011). Ekonometrika Terapan: Teori Dan Aplikasi Spss (Edisi 1).
Andi Offest.

Sultan, F., Rohm, A. J., & Gao, T. (Tony). (2009). Factors Influencing Consumer
Acceptance of Mobile Marketing: A Two-Country Study of Youth Markets.
Journal of Interactive Marketing, 23(4), 308-320.



10

https://doi.org/10.1016/j.intmar.2009.07.003

Suresh, A., & Shashikala, R. (2011). Identifying Factors of Consumer Perceived
Risk towards Online Shopping in India. Information and Financial
Engineering, 12, 336-337. http://www.ipedr.com/vol12/61-C137.pdf

Suwarman, U. (2011). Perilaku Konsumen : Teori dan penerapannya dalam
pemasaran. Bogor Ghalia Indonesia.

Utami. (2010). Manajemen Ritel: Strategi dan Implementasi Operasional Bisnis
Ritel Modern di Indonesia. Salemba Empat.

INTERNET

Kasih, P. A. (2022). Berapa Lama Orang Indonesia Menggunakan Internet Setiap
Hari? Kompas.Com.
https://www.kompas.com/edu/read/2022/05/31/103951971/berapa-lama-
orang-indonesia-menggunakan-internet-setiap-hari

Nicole Genchur. (2022). 5 Strategi & Alat Pemasaran Seluler untuk tahun 2023.
https://www.groundtruth.com/insight/mobile-marketing-strategies-and-tools/

Sadya, S. (2023). APJII: Pengguna Internet Indonesia 215,63 Juta pada 2022-
2023. Dataindonesia.ld. https://dataindonesia.id/internet/detail/apjii-



