
 

DAFTAR PUSTAKA 

 
BUKU: 

Bandura, A. (1977). Self-efficacy: Toward a Unifying Theory of Behavior Change. 

Ferdinand, A. (2016). Metode Penelitian Manajemen: Pedoman Penelitian Untuk 

Skripsi, Tesis, Disertasi Ilmiah Manajemen. Badan Penerbit Universitas 

Diponegoro 

Ghozali, I. (2017). Model Persamaan Struktural: Konsep dan Aplikasi dengan 
Program AMOS 24. Badan Penerbit Universitas Diponegoro. 

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

DATA ANALYSIS EIGHTH EDITION. www.cengage.com/highered 

Judge, T. A., Locke, E. A., & Durham, C. C. (1997). The dispositional causes of 

job satisfaction: A core evaluations approach. Research in Organizational 

Behavior 

Katz, E., Blumler, J. G., & Gurevitch, M. (1973). American Association for Public 

Opinion Research. In Source: The Public Opinion Quarterly (Vol. 37, Issue 

4). 

Kleitman, S., & Stankov, L. (2007). SELF-CONFIDENCE AND 

METACOGNITIVE PROCESSES. 

Kline, R. B. (2016). Principles And Practice Of Structural Equation Modeling 

PDF. 

Kotler, P., & Armstrong, G. (2021). Principles of Marketing (18th Global ed.). 

Pearson Education. 

Kotler, P., Kartajaya, H., & Setiawan, I. (2025). Marketing 6.0: The Future is 

Immersive. Wiley. 

Kotler, P., Keller, K. L., & Chernev, A. (2022). Marketing Management (16th 

Global ed.). Pearson Education. 

Mehrabian, A. and Russell, J.A. (1974) An Approach to Environmental 

Psychology. The MIT Press, Cambridge. 

Saunders, M. N. K., Lewis, P., & Thornhill, A. (2023). Research Methods for 

Business Students (9th ed.) 

Suliyanto. (2019). Metode Penelitian Kuantitatif: Teori & Panduan Praktis 

Analisis Data Kuantitatif. Andi Offset. 

 

ARTIKEL ILMIAH: 

Adomavicius, G., & Tuzhilin, A. (2005). A PROCESS-ORIENTED 

PERSPECTIVE. www.wordspy.com/words/virtuous- 

Ampadu, S., Jiang, Y., Debrah, E., Antwi, C. O., Amankwa, E., Gyamfi, S. A., & 

Amoako, R. (2022). Online personalized recommended product quality and 

e-impulse buying: A conditional mediation analysis. Journal of Retailing and 

Consumer Services, 64. https://doi.org/10.1016/j.jretconser.2021.102789 

Babin, B. J., Darden, W. R., & Griffin, M. (1994). Work and/or Fun: Measuring 

Hedonic and Utilitarian Shopping Value. In Source: Journal of Consumer 

Research (Vol. 20, Number 4). 

Bandura, A. (1977). Self-efficacy: Toward a Unifying Theory of Behavior Change. 

Barry, L. leonard, Seiders, K., & Drewal, D. (2002). Understanding Service 

Convenience. 

Bearden, W. O., Hardesty, D. M., & Rose, R. L. (2001). Consumer Self- 

121 

http://www.cengage.com/highered
http://www.wordspy.com/words/virtuous-
https://doi.org/10.1016/j.jretconser.2021.102789


122 
 

 

 
Confidence: Refinements in Conceptualization and Consumer 

SelfConfidence: Refinements in Conceptualization and Measurement 

Measurement. In Journal of Consumer Research (Vol. 28, Number 1). 

https://scholarcommons.sc.edu/mark_facpub 

Dahlberg, T., Mallat, N., Ondrus, J., & Zmijewska, A. (2008). Past, present and 

future of mobile payments research: A literature review. Electronic 

Commerce Research and Applications, 7(2), 165–181. 

https://doi.org/10.1016/j.elerap.2007.02.001 

Escobar-Farfán, M., Veas-González, I., García-Salirrosas, E., Veas-Salinas, K., 

Veas-Santibañez, V., & Zavala-González, J. (2025a). From Browsing to 

Buying: Determinants of Impulse Buying Behavior in Mobile Commerce. 

Journal of Theoretical and Applied Electronic Commerce Research, 20(4), 

266. https://doi.org/10.3390/jtaer20040266 

Fadilah, N., Masarroh, I., & Wildan, M. A. (2025). Effectiveness of 

recommendation algorithms on impulsive buying in e-commerce platforms: 

A systematic literature review. Priviet Social Sciences Journal, 5(8), 186– 

198. https://doi.org/10.55942/pssj.v5i8.485 

Gao, Y., & Liang, J. (2025). The Impact of AI-Powered Try-On Technology on 

Online Consumers’ Impulsive Buying Intention: The Moderating Role of 

Brand Trust. Sustainability (Switzerland), 17(7). 

https://doi.org/10.3390/su17072789 

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

DATA ANALYSIS EIGHTH EDITION. www.cengage.com/highered 

Hamid, N., Hapsari, I., Wani, S., Ekonomi, F., & Islam, B. (2023). Stuck in the 

Experience: How Tiktok Shop Leverages Perceived Interactivity, Immersion, 

and Enjoyment in Purchase Decisions. 

He, M., Pham Thi, T. D., Tran, H. M., & Duong, N. T. (2025). Consumers’ 

intentions to use online shopping apps: A comparative analysis. Acta 

Psychologica, 259. https://doi.org/10.1016/j.actpsy.2025.105414 

Holbrook, M. B. (2001). Times Square, Disneyphobia, HegeMickey, the Ricky 

Principle, and the downside of the entertainment economy It’s fun-

dumbmental Prologue: Experience Times entertainment Squared = Disney 

(Vol. 1, Number 2). 

Ikmal, H., Poon, K., Peng, Y., Cheng, A. Y., Loy, C. K., & Hansaram, S. K. (2025). 

The Impact of Buy Now, Pay Later Services on the Impulsive Buying Behavior 
of Generation Z in Shah Alam, Malaysia. https://doi.org/10.47772/IJRISS 

Joo, E., & Yang, J. (2023). How perceived interactivity affects consumers’ 

shopping intentions in live stream commerce: roles of immersion, user 

gratification and product involvement. Journal of Research in Interactive 

Marketing, 17(5), 754–772. https://doi.org/10.1108/JRIM-02-2022-0037 

Kang, J. W., & Namkung, Y. (2024). The Role of Service Quality Attributes and 

Perceived Value in US Consumers’ Impulsive Buying Intentions for Fresh 

Food E-Commerce. Journal of Theoretical and Applied Electronic 

Commerce Research , 19(3), 1893–1906. 

https://doi.org/10.3390/jtaer19030093 

Kumar, S., Poudyal, A., & Chaurasia, A. (2024). Online Impulsive Buying 

Behaviour: A Systematic Review. Colombo Business Journal, 15(2), 115– 141. 

https://doi.org/10.4038/cbj.v15i2.193 

https://scholarcommons.sc.edu/mark_facpub
https://doi.org/10.1016/j.elerap.2007.02.001
https://doi.org/10.3390/jtaer20040266
https://doi.org/10.55942/pssj.v5i8.485
https://doi.org/10.3390/su17072789
http://www.cengage.com/highered
https://doi.org/10.1016/j.actpsy.2025.105414
https://doi.org/10.47772/IJRISS
https://doi.org/10.1108/JRIM-02-2022-0037
https://doi.org/10.3390/jtaer19030093
https://doi.org/10.4038/cbj.v15i2.193


123 
 

 

Lee, D., Kim, H. K., & Park, J. (2024). Design and verification of universal virtual 

shopping store application. Virtual Reality, 28(4). 

https://doi.org/10.1007/s10055-024-01063-3 

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience 

throughout the customer journey. Journal of Marketing, 80(6), 69–96. 

https://doi.org/10.1509/jm.15.0420 

Li, Y., García-de-Frutos, N., & Ortega-Egea, J. M. (2025). Impulse buying in live 

streaming e-commerce: A systematic literature review and future research 

agenda. Computers in Human Behavior Reports, 19. 

https://doi.org/10.1016/j.chbr.2025.100676 

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. https://doi.org/10.21203/rs.3.rs-7039008/v1 

Ly, R., & Ly, B. (2024). Digital payment systems in an emerging economy. 

Computers in Human Behavior Reports, 16. 

https://doi.org/10.1016/j.chbr.2024.100517 

Maisaroh, N., Habibi, A., & Iqbal, M. (2024). Growth Trends of Internet Users and 

platform in Increasing Economic Growth in Indonesia. Jurnal Ekonomi 

Pembangunan, 13(3), 41–50. https://doi.org/10.23960/jep.v13i3.3868 

Mcmillan, S. J., & Hwang, J.-S. (2002). Tennessee Scholarly Activities Research 

Initiative Fund tSARIF). In Journal of Advertising: XXXI. 

Mira Yuli, & Siti Aisah. (2025). Perkembangan dan Tren E-Commerce di 

Indonesia. JURNAL MANAJEMEN DAN BISNIS EKONOMI, 3(4), 131–140. 

https://doi.org/10.54066/jmbe-itb.v3i4.3584 

Overby, J. W., & Lee, E. J. (2006). The effects of utilitarian and hedonic online 

shopping value on consumer preference and intentions. Journal of Business 

Research, 59(10–11), 1160–1166. 

https://doi.org/10.1016/j.jbusres.2006.03.008 

Peña-García, N., Gil-Saura, I., Rodríguez-Orejuela, A., & Siqueira-Junior, J. R. 

(2020). Purchase intention and purchase behavior online: A cross-cultural 

approach. Heliyon, 6(6). https://doi.org/10.1016/j.heliyon. 2020.e04284 

Qu, Y., Cieślik, A., Fang, S., & Qing, Y. (2023a). The role of online interaction in 

user stickiness of social commerce: The shopping value perspective. Digital 

Business, 3(2). https://doi.org/10.1016/j.digbus.2023.100061 

Ran, G., Li, J., Zhang, Q., & Niu, X. (2022). The association between social 

anxiety and mobile phone addiction: A three-level meta-analysis. Computers 

in Human Behavior, 130. https://doi.org/10.1016/j.chb.2022.107198 

Ricci, F., Shapira, B., & Rokach, L. (2015). Recommender systems: Introduction 

and challenges. In Recommender Systems Handbook, Second Edition (pp. 1–

34). Springer US. https://doi.org/10.1007/978-1-4899-7637-6_1 

Ricci, M., Evangelista, A., Di Roma, A., & Fiorentino, M. (2023). Immersive and 

desktop virtual reality in virtual fashion stores: a comparison between 

shopping experiences. Virtual Reality, 27(3), 2281–2296. 

https://doi.org/10.1007/s10055-023-00806-y 

Rook, D. W., & Fisher, R. J. (1995). Normative Influences on Impulsive Buying 
Behavior. http://ssrn.com/abstract=2275262 

Silalahi, A. D. K., Phuong, D. T. T., Tedjakusuma, A. P., Eunike, I. J., & Riantama, 

D. (2025). How does time pressure shape impulsive buying behavior? 

Hedonic vs. utilitarian values emerges as a key driver on E-commerce 

platforms. Digital Business, 5(2). 

https://doi.org/10.1007/s10055-024-01063-3
https://doi.org/10.1509/jm.15.0420
https://doi.org/10.1016/j.chbr.2025.100676
https://doi.org/10.21203/rs.3.rs-7039008/v1
https://doi.org/10.1016/j.chbr.2024.100517
https://doi.org/10.23960/jep.v13i3.3868
https://doi.org/10.54066/jmbe-itb.v3i4.3584
https://doi.org/10.1016/j.jbusres.2006.03.008
https://doi.org/10.1016/j.heliyon
https://doi.org/10.1016/j.digbus.2023.100061
https://doi.org/10.1016/j.chb.2022.107198
https://doi.org/10.1007/978-1-4899-7637-6_1
https://doi.org/10.1007/s10055-023-00806-y
http://ssrn.com/abstract%3D2275262


124 
 

 

https://doi.org/10.1016/j.digbus.2025.100138 

Siwi, M. K., Ritonga, M., Sofia, N., & Santoso, M. H. (2023). The Influence of 

Perceived Usefulness, Perceived Ease of Use, Internet Self-efficacy, 

Subjective Norms and Behavioral Control on Online Purchasing Decisions 

(pp. 514–521). https://doi.org/10.2991/978-94-6463-158-6_46 

Slater, M., & Wilbur, S. (n.d.). A Framework for Immersive Virtual Environments 

(FIVE): Speculations on the Role of Presence in Virtual Environments. 

Retrieved http://www.cs.ucl.ac.uk/staff/M.Slater 

Soomro, S. A., & Habeeb, Y. O. (2025). Impact of perceived ease of use on 

impulsive buying behaviour through mobile commerce with hedonic and 

utilitarian effects. Asia-Pacific Journal of Business Administration, 17(3), 

796–813. https://doi.org/10.1108/APJBA-11-2023-0563 

Steuer, J., & Reeves, B. (1992). Defining Virtual Reality: Dimensions Determining 

Telepresence. In Journal of Communication (Vol. 42, Number 4). 

http://www,cyborganic.com/ 

Thamara, S. D., Syarif, M., & Suyono, S. (2025). Triggers of Consumer Impulse 

Buying Behavior on E-Commerce Platforms: A Systematic Literature Review. 

Jurnal Ekonomi Dan Bisnis Digital, 4(3), 325–334. 

https://doi.org/10.55927/ministal.v4i3.14898 

Thi, N., Giang, P., Dong Tan, T., Hung, L. H., Binh, N., & Duy, P. (2024). The 

Adoption of Electronic Payments in Online Shopping: The Mediating Role of 

Customer Trust. In IJACSA) International Journal of Advanced Computer 

Science and Applications (Vol. 15, Number 9). www.ijacsa.thesai.org 

Tran, V. D. (2022a). Consumer impulse buying behavior: the role of confidence as 

moderating effect. Heliyon, 8(6). 

https://doi.org/10.1016/j.heliyon.2022.e09672 

Tran, V. D. (2022b). Consumer impulse buying behavior: the role of confidence as 

moderating effect. Heliyon, 8(6). 

https://doi.org/10.1016/j.heliyon.2022.e09672 

Yang, F., Tang, J., Men, J., & Zheng, X. (2021). Consumer perceived value and 

impulse buying behavior on mobile commerce: The moderating effect of 

social influence. Journal of Retailing and Consumer Services, 63. 

https://doi.org/10.1016/j.jretconser.2021.102683 

Yoo, J. (2023). The effects of augmented reality on consumer responses in mobile 

shopping: The moderating role of task complexity. Heliyon, 9(3). 

https://doi.org/10.1016/j.heliyon.2023.e13775 

Zhao, L., Fu, B., & Bai, S. (2025). Understanding the Influence of Personalized 

Recommendation on Purchase Intentions from a Self-Determination 

Perspective: Contingent upon Product Categories. Journal of Theoretical 

and Applied Electronic Commerce Research , 20(1). 

https://doi.org/10.3390/jtaer20010032 

 
WEBSITE 

Arif, F. (2025, April 4). 35 Data Statistik E-commerce Indonesia yang Penting. 

Https://Semnesia.Com/Blog/Data-Statistik-Ecommerce-Indonesia. 
Pusat Data Kontan. (2025, March 23). TRANSAKSI E-COMMERCE DI 

INDONESIA 2019-2024. 

Https://Pusatdata.Kontan.Co.Id/Infografik/88/Transaksi-
EcommerceIndonesia-2019-2024. 

https://doi.org/10.1016/j.digbus.2025.100138
https://doi.org/10.2991/978-94-6463-158-6_46
http://www.cs.ucl.ac.uk/staff/M.Slater
https://doi.org/10.1108/APJBA-11-2023-0563
https://doi.org/10.55927/ministal.v4i3.14898
http://www.ijacsa.thesai.org/
https://doi.org/10.1016/j.heliyon.2022.e09672
https://doi.org/10.1016/j.heliyon.2022.e09672
https://doi.org/10.1016/j.jretconser.2021.102683
https://doi.org/10.1016/j.heliyon.2023.e13775
https://doi.org/10.3390/jtaer20010032
https://semnesia.com/Blog/Data-Statistik-Ecommerce-Indonesia
https://semnesia.com/Blog/Data-Statistik-Ecommerce-Indonesia
https://semnesia.com/Blog/Data-Statistik-Ecommerce-Indonesia
https://semnesia.com/Blog/Data-Statistik-Ecommerce-Indonesia
https://semnesia.com/Blog/Data-Statistik-Ecommerce-Indonesia
https://pusatdata.kontan.co.id/Infografik/88/Transaksi-Ecommerce-Indonesia-2019-2024
https://pusatdata.kontan.co.id/Infografik/88/Transaksi-Ecommerce-Indonesia-2019-2024
https://pusatdata.kontan.co.id/Infografik/88/Transaksi-Ecommerce-Indonesia-2019-2024
https://pusatdata.kontan.co.id/Infografik/88/Transaksi-Ecommerce-Indonesia-2019-2024
https://pusatdata.kontan.co.id/Infografik/88/Transaksi-Ecommerce-Indonesia-2019-2024
https://pusatdata.kontan.co.id/Infografik/88/Transaksi-Ecommerce-Indonesia-2019-2024
https://pusatdata.kontan.co.id/Infografik/88/Transaksi-Ecommerce-Indonesia-2019-2024

	DAFTAR PUSTAKA

