DAFTAR PUSTAKA

Abdillah, Willy dan Jogiyanto. (2021). Partial Least Square (PLS) Alternatif
Structural Equation Modeling (SEM) dalam Penelitian Bisnis. Yogyakarta:
Andi Offset.

Academia.edu. (n.d.). Structural equation model partial least square SEM PLS
dengan SmartPLS.
https://www.academia.edu/40666441/Structural equation_model partial le
ast_square sem pls dengan_smartpls

Afandi, A. R., & Hartati, S. (2019). Pembelian Impulsif pada Remaja Akhir
Ditinjau dari Kontrol Diri. Gadjah Mada Journal of Psychology (GamaJoP),
3(3), 123-130.

A Juliandi. (2018). Structural equation model based partial least square (SEM-
PLS): Menggunakan SmartPLS. Jurnal Pelatihan SEM-PLS Program
Pascasarjana Universitas Batam. https://doi.org/10.5281/zenodo0.1243777

Alfifto (2025). Pengaruh Live Streaming dan Flash Sale Terhadap Pembelian
Impulsif Produk Skintific di TikTok Shop. Jurnal Bisnis Mahasiswa, 5(2),
721-730.

Amarulloh, F. L., & Abdurrohim. (2021). Hubungan antara Kontrol Diri dengan
Perilaku Konsumtif Belanja Online pada Dewasa Awal Petet Tuntang
Kabupaten Semarang Jawa Tengah. KIMU, 891, 107-111.

Amelia, D., & Rinaldi. (2019). Hubungan Antara Self Control dengan Perilaku
Konsumtif Belanja Online Pada Mahasiswa UNP. Ejournal.Unp.Ac.Id, 1-11.

Amelia, P., & Rahardja, R. (2023). The Influence of TikTok Live Streaming and
Promotions on Purchase Decisions in the Fashion Industry. Journal of Digital
Business and Marketing, 5(1), 44-53.

Amelia, R., & Rahardja, U. (2023). Pengaruh Media Sosial dan Influencer
Terhadap Keputusan Pembelian Produk Fashion Secara Online. Jurnal
Teknologi dan Sistem Informasi, 6(2), 123-130.

Amelia, F., & Rahardja, E. (2023). Pengaruh influencer marketing terhadap
impulsive buying melalui minat beli sebagai variabel mediasi pada pengguna
TikTok. Jurnal llmu Manajemen, 11(1), 15-24.

Andayani, D. P. (2021). Hubungan Antara Impulsive Buying dengan Perilaku
Berhutang pada Masa Pandemi Covid-19 (Skripsi). Universitas
Muhammadiyah Malang.

Andika, R., & Putri, D. (2021). The effect of influencer marketing on consumer
purchase behavior. Journal of Digital Marketing, 5(2), 112-120.

Andrews, J. C., & Shimp, T. A. (2019). Advertising, promotion, and other aspects
of integrated marketing communications (10th ed.). Cengage Learning.
Anjani, D., & Mubarok, A. (2025). Pengaruh brand engagement, influencer
marketing, dan hedonic shopping value terhadap impulsive buying pada
produk Skintific di platform TikTok (Studi pada Gen Z di Kota Bandung).

Jurnal limiah Mahasiswa (JIMAWA).

Anugrah, G., Munggaran, P., & Nugrahawati, E. N. (n.d.). Hubungan Self
Awareness dengan Impulse Buying pada Ibu Muda Kelompok Zumba
Randufitnes di Kota Bandung.

141


https://www.academia.edu/40666441/Structural_equation_model_partial_least_square_sem_pls_dengan_smartpls
https://www.academia.edu/40666441/Structural_equation_model_partial_least_square_sem_pls_dengan_smartpls
https://doi.org/10.5281/zenodo.1243777

142

Aprillia, A. R., Rochman, R. A., & Soesanto, H. (2023). Pengaruh social media
marketing dan kepercayaan terhadap keputusan pembelian melalui minat
beli sebagai intervening. Jurnal Ilmu dan Riset Manajemen, 12(5), 1-15.

Aprillia, M., Wardhani, D. K., & Aditya, F. R. (2023). The Role of Self-Control in
Preventing Impulsive Buying Behavior among Generation Z in Online
Shopping. Jurnal Psikologi dan Perilaku Konsumen, 11(2), 120-130.

Aprillia, R., Nugroho, A., & Maulana, H. (2023). Self-Control sebagai Pemoderasi
Pengaruh Impulsive Buying terhadap Perilaku Konsumen Generasi Z di Era
Digital. Jurnal Ekonomi dan Bisnis, 18(1), 45-57.

Arumsari, R., & Rachman, R. A. (2023). Pengaruh kualitas layanan, harga, dan
promosi terhadap minat beli ulang melalui kepuasan konsumen. Jurnal llmu
dan Riset Manajemen, 12(6), 1-13.

Arumsari, M. R., & Rachman, F. (2023). Consumer Attitudes and Purchase
Intentions Toward Thrift Fashion Products on TikTok Shop. Journal of
Consumer Insight, 4(1), 25-36.

Arumsari, ., & Rachman, M. (2023). Pengaruh Live Streaming dan Strategi
Influencer Marketing terhadap Minat Beli Konsumen. Jurnal Manajemen
Pemasaran, 11(1), 89-97.

Arisandy, D. (2011). Kontrol diri Ditinjau dari Impulsive Buyying Pada belanja
online. Jurnal llmiah PSYCHE, 11(3), 63-74.

Astuti, R. (2024). Fenomena Thrifting dan Tingkat Kesadaran Masyarakat pada
Limbah Fashion di Kota Bandung (SkripsiS1). Universitas Pendidikan
Indonesia.

Awwaliya & Lia (2024). Pengaruh Flash Sale terhadap Pembelian Impulsif. Jurnal
Bisnis Mahasiswa.

Azizah, A. A., & Nurjannah, D. (2023). Pengaruh kontrol diri dan impulsive buying
terhadap penggunaan ShopeePay pada mahasiswa. Jurnal Ilmu Ekonomi dan
Sosial, 10(2), 112-124.

BMC Psychology. (2024). Why consumers have impulsive purchase behavior in
live streaming: the role of the streamer. BMC Psychology.
https://doi.org/10.1186/s40359-024-01632-w

Badan Pusat Statistik (2023). Statistik Impor Pakaian Bekas Indonesia Tahun
2018-2022.

BrightLocal. (2016). Local Consumer Review Survey. Retrieved from
https://www.brightlocal.com

Brown, D., & Hayes, N. (2008). Influencer Marketing: Who really influences your
customers? Routledge.

Business Insider Intelligence. (2020). Influencer Marketing Report.

Carissa, R. (2024). Analisis pengaruh live streaming, hedonic shopping motivation,
dan price discount terhadap impulse buying pada generasi Z pengguna social
commerce TikTok. ECo-Buss, 7(1), 623-635.
https://doi.org/10.32877/eb.v7i1.1502

CNN Indonesia (2023). Impor Pakaian Bekas Capai Rp 4,21 Miliar, Jepang Jadi
Negara Tertinggi.
https://www.cnnindonesia.com/ekonomi/20230317154446-92-928415/

Chaffey, D., & Ellis-Chadwick, F. (2019). Digital Marketing (7th ed.). Pearson
Education.



https://doi.org/10.1186/s40359-024-01632-w
https://www.brightlocal.com/
https://doi.org/10.32877/eb.v7i1.1502
https://www.cnnindonesia.com/ekonomi/20230317154446-92-928415/

143

Childers, T. L., Carr, C. L., Peck, J., & Carson, S. (2001). Hedonic and utilitarian
motivations for online retail shopping behavior. Journal of Retailing, 77(4),
511-535. https://doi.org/10.1016/S0022-4359(01)00056-2

Chen, C.-C., & Yao, J.-Y. (2018). What drives impulse buying behaviors in a
mobile auction? The perspective of the stimulus—organism-response model.
Telematics and Informatics, 35(5), 1249-1262.
https://doi.org/10.1016/].tele.2018.02.007

Chen, C. C., & Lin, Y. C. (2022). Hedonic shopping motivation and online
impulsive buying behavior. Journal of Retailing and Consumer Services, 65,
102-115.

Cui, Y., Liu, Y., & Gu, M. (2022). Investigating the key drivers of impulsive buying
behavior in live streaming. Journal of Global Information Management,
30(1), 1-109.
https://doi.org/10.4018/JGIM.314226

Cynthia Razafinandrasana & Dewi Tamara. (2024). Exploring the Factors Which
Impact Impulse Purchase Intention in TikTok Live Streaming Shopping in
Indonesia. International Journal of Electronic Commerce Studies, 15(2), 21—
62. LifeSciFi Journal+4 Academic Pub+4ResearchGate+4

Damayanti, A., Pratiwi, L. N., & Hartanti, N. R. (2023). Perilaku konsumtif fashion
thrifting pada mahasiswa Gen Z. Jurnal Psikologi Sosial, 8(1), 87-95.

Damayanti, F., & Nurhayati, N. (2022). Fenomena Thrifting Fashion di Kalangan
Gen Z Melalui Media Sosial TikTok. Jurnal Ilmu Komunikasi, 10(1), 45-56.

Dataloka. (2025). Indonesia masih menjadi negara pengguna TikTok terbanyak di
dunia pada Oktober 2025.
https://dataloka.id/humaniora/5190/indonesia-masih-jadi-negara-pengguna-
tiktok-terbanyak-di-dunia-pada-oktober-2025/

Dewi, S. (2023). Pengaruh Interaktivitas Live Streaming terhadap Minat Beli
Konsumen. Jurnal Bisnis dan Manajemen.

Dewi, N., & I. G. A. K. Giantari. (2020). Pengaruh hedonic shopping motivation
terhadap impulse buying online. E-Jurnal Manajemen Universitas Udayana,
9(9), 3455-3474.

Dewi, S. (2023). Pengaruh interaktivitas live streaming terhadap minat beli
konsumen. Jurnal llmu Manajemen dan Bisnis, 14(2), 112-120.

Dewi, N. P. (2023). Pengaruh live streaming terhadap perilaku konsumen pada
social commerce. Jurnal Manajemen Pemasaran, 17(1), 45-56.

Dewi, N. P., & I. G. A. K. Giantri. (2020). The effect of hedonic shopping value on
impulsive buying behavior in online shopping. International Journal of
Business Studies, 4(2), 90-101.

De Veirman, M., Cauberghe, V., & Hudders, L. (2017). Marketing through
Instagram influencers: The impact of number of followers and product
divergence on brand attitude. International Journal of Advertising, 36(5),
798-828. https://doi.org/10.1080/02650487.2017.1348035

Dholakia, U. M. (2000). Temptation and resistance: An integrated model of
consumption impulse formation and enactment. Psychology & Marketing,
17(11), 955-982. https://doi.org/10.1002/1520-
6793(200011)17:11<955::AID-MAR3>3.0.C0O;2-J



https://doi.org/10.1016/S0022-4359(01)00056-2
https://doi.org/10.1016/j.tele.2018.02.007
https://doi.org/10.4018/JGIM.314226
https://academic-pub.org/ojs/index.php/ijecs/article/view/2279/557?utm_source=chatgpt.com
https://dataloka.id/humaniora/5190/indonesia-masih-jadi-negara-pengguna-tiktok-terbanyak-di-dunia-pada-oktober-2025/
https://dataloka.id/humaniora/5190/indonesia-masih-jadi-negara-pengguna-tiktok-terbanyak-di-dunia-pada-oktober-2025/
https://doi.org/10.1080/02650487.2017.1348035
https://doi.org/10.1002/1520-6793(200011)17:11%3c955::AID-MAR3%3e3.0.CO;2-J
https://doi.org/10.1002/1520-6793(200011)17:11%3c955::AID-MAR3%3e3.0.CO;2-J

144

Djafarova, E., & Rushworth, C. (2017). Exploring the credibility of online
celebrities' Instagram profiles in influencing the purchase decisions of young
female users. Computers in  Human Behavior, 68, 1-7.
https://doi.org/10.1016/j.chb.2016.11.009

Efendi, D. I. (2017). Kecenderungan kontrol diri (self-control) peserta didik [Tesis,

Universitas Pendidikan Indonesia]. Repository UPI.
http://repository.upi.edu/30344/

Elondri, & Mia. (2023). Pengaruh digital marketing terhadap pembelian impulsif di
marketplace. Jurnal Ekonomi dan Bisnis, 12(2), 45-56. Diakses dari
https://ejournal.unsrat.ac.id/v3/index.php/emba/article/view/60554/48668

Eric, J., Lim, S., & Tan, K. (2023). The effect of influencer marketing on consumer
purchase intention in social media platforms. Journal of Marketing Research,
18(3), 210-224.

Erevelles, S., Fukawa, N., & Swayne, L. (2016). Big Data consumer analytics and
the transformation of marketing. Journal of Business Research, 69(2), 897—
904.

Fernandy, A. (2024). Live commerce and impulsive buying behavior among online
consumers. Journal of Digital Commerce, 6(1), 33-44.

Fernandy, M. A. (2023). Pengaruh live streaming, influencer marketing, dan
motivasi belanja hedonis terhadap pembelian impulsif pada Shopee di
Kabupaten Jember (Studi kasus mahasiswa Universitas Muhammadiyah
Jember). Jurnal Sains Manajemen dan Bisnis Indonesia, 13(1), 132-145.

Fernandy, M. A. (2023). Pengaruh live streaming, influencer marketing, dan
motivasi belanja hedonis terhadap pembelian impulsif pada Shopee di
Kabupaten Jember. Jurnal Sains Manajemen dan Bisnis Indonesia, 13(1),
132-145.

Fernandy, M. A. (2024). Pengaruh live streaming, influencer marketing, dan
motivasi hedonis terhadap pembelian impulsif. Jurnal Ekonomi dan Bisnis
Digital, 2(1), 55-68.

Fitri, T. A., & Syaefulloh, S. (2023). Pengaruh Influencer Marketing Dan Viral
Marketing Terhadap Purchase Intention Melalui Online Customer Review
pada Fashion Terkini di TikTok Shop. Al Qalam: Jurnal lImiah Keagamaan
dan Kemasyarakatan, 17(6).

Formosa Publisher+7jurnal.stig-amuntai.ac.id+7ResearchGate+7

Fitriyah, D., Santoso, B., & Maharani, S. (2022). Digital Persuasion and Impulsive
Buying: The Moderating Effect of Self-Control on Gen Z Consumers. Jurnal
Ekonomi dan Bisnis Digital, 2(3), 95-108.

Fokusjabar.id. portalberita online. 2026. Fenomena Thrifting dan Resiko Belanja
Impulsif.  https://fokusjabar.id/2026/02/15/fenomena-thrifting-dan-resiko-
belanja-impulsif/

Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A. (2011). Who are the
social media influencers? A study of public perceptions of personality. Public
Relations Review, 37(1), 90-92.
https://doi.org/10.1016/].pubrev.2010.11.001

Frontiers in Communication. (2025). Examining the impact of parasocial
interaction and social presence on impulsive purchase in live streaming
commerce context. https://doi.org/10.3389/fcomm.2025.1554681



https://doi.org/10.1016/j.chb.2016.11.009
http://repository.upi.edu/30344/
https://ejournal.unsrat.ac.id/v3/index.php/emba/article/view/60554/48668
https://jurnal.stiq-amuntai.ac.id/index.php/al-qalam/article/view/2821?utm_source=chatgpt.com
https://fokusjabar.id/2026/02/15/fenomena-thrifting-dan-resiko-belanja-impulsif/
https://fokusjabar.id/2026/02/15/fenomena-thrifting-dan-resiko-belanja-impulsif/
https://doi.org/10.1016/j.pubrev.2010.11.001
https://doi.org/10.3389/fcomm.2025.1554681

145

GoodStats. (2022, Mei 22). Menilik Preferensi Fesyen Anak Muda Indonesia.
https://goodstats.id/article/menilik-preferensi-fesyen-anak-muda-2022-
sQOFi

GoodStats. (2022, Agustus 23). Thrifting Impor Kini Dilarang di RI, Ini Nilai Impor
Pakaian Bekas Dalam 6 Tahun https://goodstats.id/article/thrifting-impor-
Kini-dilarang-di-ri-ini-nilai-impor-pakaian-bekas-dalam-6-tahun-terakhir-
hyWMU

Ghoazali, 1., & Latan, H. (2015). Partial least squares: Konsep, teknik dan aplikasi
menggunakan program SmartPLS 3.0. Badan Penerbit Universitas
Diponegoro.

Ghozali, 1. (2018). Aplikasi Analisis Multivariate dengan Program IBM SPSS 25.
Semarang: Badan Penerbit Universitas Diponegoro.
https://openlibrary.telkomuniversity.ac.id/pustaka/117046/

Ghufron, M. N., & Risnawati, R. S. (2017). Teori-teori psikologi (cet. ke-2).
Yogyakarta: Ar-Ruzz Media.

Hafid, A., Lestari, R. D., & Nugroho, P. (2023). Influencer Marketing Effectiveness
in TikTok Live Commerce: Evidence from Thrift Product Consumers in
Indonesia. Indonesian Journal of Marketing Science, 18(1), 77-90.

Hafid, M., Suhartini, T., & Anggraini, P. (2023). Minat Beli sebagai Variabel
Mediasi Pengaruh Influencer dan Promosi terhadap Pembelian Impulsif.
Jurnal Ekonomi Digital dan Pemasaran, 5(3), 67—75.

Hafid, M., Nugroho, W., & Prasetyo, B. (2023). Persepsi Gen Z terhadap promosi
online dan pengaruhnya terhadap keputusan pembelian di e-commerce.
Jurnal Pemasaran Digital, 5(2), 20-30.

Hajli, N. (2015). Social commerce constructs and consumer’s intention to buy.
International Journal of Information Management, 35(2), 183-191.
https://doi.org/10.1016/].ijinfomqt.2014.12.005

Hamidah, R., Pangaribuan, C. H., & Luhur, C. (2024). Enhancing Purchase
Intention in TikTok Live-Stream: The Roles of Streamers’ Credibility,
Interactivity and Perceived Risk Among Generation Z Buyers. Jurnal Sosial
Humaniora, 15(2), 128-139. ResearchGate+1UNIDA-JUMP+1

Haryono, S. (2016). Metode SEM untuk Penelitian Manajemen dengan AMOS,
LISREL, PLS. Bekasi: Badan Penerbit PT. Intermedia Personalia Utama

Harahap, N. A. E. M. (2018). Hubungan kecerdasan emosional dengan self control
siswa kelas VII SMP Negeri 25 Kota Jambi [Skripsi, Universitas Jambi].
Repository Universitas Jambi. https://repository.unja.ac.id/6151/

Harjadi, D., Fitriani, L. K., Nurhasanah, A., Nugraha, M. F., Ihsan, M., & Firdaus,
G. A. (2025). Digital Marketing. Cirebon: Penerbit PT Arr Rad Pratama.

Harjadi, D., & Fitriani, L. K. (2024). Marketing (Teori dan Konsep). Cirebon:
Penerbit PT Arr Rad Pratama.

Hasyim, Dr. (2020). Understanding the Consumer Behavior Theories (Modul Sesi
11). Modul Relationship Marketing (EBM 962). Universitas Esa Unggul.

Hetti, H., Iskandar.,, & M. Sari. (2024). Influencer Contributions, Hedonic
Browsing And Visual Appeal Against Impulsive Buying Online Shopping
Customers. International Journal Of Economics, Business And Accounting
Research (IJEBAR), 8(1), 455-468.



https://goodstats.id/article/menilik-preferensi-fesyen-anak-muda-2022-sqOFi
https://goodstats.id/article/menilik-preferensi-fesyen-anak-muda-2022-sqOFi
https://goodstats.id/article/thrifting-impor-kini-dilarang-di-ri-ini-nilai-impor-pakaian-bekas-dalam-6-tahun-terakhir-hyWMU
https://goodstats.id/article/thrifting-impor-kini-dilarang-di-ri-ini-nilai-impor-pakaian-bekas-dalam-6-tahun-terakhir-hyWMU
https://goodstats.id/article/thrifting-impor-kini-dilarang-di-ri-ini-nilai-impor-pakaian-bekas-dalam-6-tahun-terakhir-hyWMU
https://openlibrary.telkomuniversity.ac.id/pustaka/117046/
https://doi.org/10.1016/j.ijinfomgt.2014.12.005
https://www.researchgate.net/publication/384839451_Enhancing_Purchase_Intention_in_TikTok_Live-stream_The_Roles_of_Streamers%27_Credibility_Interactivity_and_Perceived_Risk_among_Generation_Z_Buyers?utm_source=chatgpt.com
https://repository.unja.ac.id/6151/

146

Hidayat, R. (2022). Pengaruh Self-Control terhadap Pembelian Impulsif pada
Konsumen E-Commerce. Jurnal Manajemen dan Bisnis Indonesia, 8(2),
101-112.

Hidayatulloh, Y. (2025). Tren e-commerce di Indonesia tahun 2026: Analisa
mendalam beserta data. https://www.yusufhidayatulloh.com/

Hsu, M.-H., Chang, C.-M., Chu, K.-K., & Lee, Y.-J. (2017). Determinants of
repurchase intention in online group-buying: The perspectives of DeLone &
McLean IS success model and trust. Computers in Human Behavior, 36, 234—
245. https://doi.org/10.1016/j.chb.2014.03.065

Huang, L., Qiu, C,, Yang, S., & Luo, W. (2021). How livestreaming influences
consumers’ purchase intentions in social commerce: A stimulus—organism—
response perspective. Aslib Journal of Information Management, 73(4), 547—
568. https://doi.org/10.1108/AJIM-01-2021-0025

Indriastuti, H., Hidayati, T., et al. (2024). How Real-Time Interactivity Influences
Impulse Buying Behaviour in Generation Z’s During Live Streaming
Shopping: The Mediating Role of Perceived Enjoyment. Economics —
Innovative and Economics Research Journal. https://doi.org/10.2478/eoik-
2024-0047

Indrawati, 1., & Nurbasary, A. (2024). The Influence Of Influencer Marketing And
Brand Image On The TikTok App On Fast Fashion Product Purchase
Decisions. Management Studies and Entrepreneurship Journal (MSEJ), 5(2),
8676-8691. E-Journal UAC+2YRPI Journal+2AMH International+2

Influencer Marketing Hub. (2023). The State of Influencer Marketing 2023:
Benchmark Report. Retrieved from https://influencermarketinghub.com

Influencer Marketing Hub. (2025). The State of Influencer Marketing 2025:
Benchmark Report. Retrieved from https://influencermarketinghub.com

Irbah, A. H., Alfifto, A., & Salqaura, S. A. (2025). Pengaruh live streaming dan
flash sale terhadap pembelian impulsif produk Skintific di TikTok Shop pada
mahasiswa FEB UMSU. Jurnal Bisnis Mahasiswa, 5(2), 713-724.
https://doi.org/10.60036/jbm.559

Kaye, D. B. V., & Gray, K. (2021). Doing TikTok: Interrogating 7TikTok’s functions
and features and what they mean for young users. Social Media + Society,
7(4), 1-11.
https://doi.org/10.1177/20563051211033870

Kompas.com (2023). Jenis dan Aspek Kontrol Diri.

KajianPustaka.com (2018). Pengertian, Aspek, Jenis, dan Ciri Kontrol Diri.

Ki,C.W. C., Cuevas, L. M., Chong, S. M., & Lim, H. (2020). Influencer marketing:
Social media influencers as human brands attaching to followers and yielding
positive marketing results by fulfilling needs. Journal of Retailing and
Consumer Services, 55, 102133.

Kim, J., & Kim, S. (2023). Emotional arousal in live streaming: The trigger of
impulsive buying. International Journal of Internet Marketing and
Advertising, 17(1), 15-32.

Kim, H. J., & Chan-Olmsted, S. M. (2022). Influencer Marketing and Social
Commerce: Exploring the Role of Influencer Communities in Predicting
Usage Intent. Journal of Interactive Advertising, 22(3), 249-268.
https://doi.org/10.1080/15252019.2022.2111243



https://www.yusufhidayatulloh.com/?utm_source=chatgpt.com
https://doi.org/10.1016/j.chb.2014.03.065
https://doi.org/10.2478/eoik-2024-0047
https://doi.org/10.2478/eoik-2024-0047
https://journal.yrpipku.com/index.php/msej/article/view/5741?utm_source=chatgpt.com
https://influencermarketinghub.com/
https://influencermarketinghub.com/
https://doi.org/10.60036/jbm.559
https://doi.org/10.1177/20563051211033870
https://doi.org/10.1080/15252019.2022.2111243

147

Kuncoro, M. (2013). Metode Riset untuk Bisnis dan Ekonomi (4th ed.). Jakarta:
Erlangga.

Kurniawati, D., Saleh, M., & Rahmat, A. (2024). Pengaruh live streaming dan
hedonic browsing terhadap impulse buying pada pengguna Shopee. Jurnal
Manajemen Digital dan Pemasaran, 5(1), 77-89.

Kotler, P. & Keller, K. L. (2009). Manajemen Pemasaran. Edisi 13. Jakarta:
Erlangga.

Kotler, Philip & Gary Armstrong. (2008). Prinsip-prinsip Pemasaran. Edisi 12.
Jakarta: Erlangga.

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

Kotler, P., & Armstrong, G. (2018). Principles of Marketing (17th ed.). Pearson.

Latan, H., & Ghozali, I. (2015). Structural equation modeling: Metode alternatif
dengan partial least squares (PLS). Badan Penerbit Universitas Diponegoro.
https://openlibrary.telkomuniversity.ac.id/pustaka/107442/

Li, H., Fang, Y., Lim, K. H., & Wang, Y. (2021). Platform-based function
repertoire, reputation, and sales performance of e-marketplace sellers.
Journal of Management Information Systems, 38(1), 130-161.
https://doi.org/10.1080/07421222.2021.1880825

Li, J. (2024). Research on the Influence Mechanism of Social Presence on
Consumers’ Impulse Buying Behavior in Livestream Shopping: ELM Model
Perspective. Advances in Economics, Management and Political Sciences,
73. https://doi.org/10.54254/2754-1169/73/20231732

Lin, H., & Liu, Z. (2023). Scarcity and decision shortcuts in live shopping.
Electronic Commerce Research and Applications, 55, 101226.

Liu, C., Chou, H. M., & Liao, W. (2020). Factors influencing purchase intention in
live streaming commerce. Journal of Retailing and Consumer Services, 55,
102-117.

Lim, X. J., Radzol, A. M., Cheah, J.-H., & Wong, M. W. (2017). The impact of
social media influencers on purchase intention and the mediation effect of
customer attitude. Asian Journal of Business Research, 7(2), 19-36.
https://doi.org/10.14707/ajbr.170035

Lu, C., Fan, W., & Zhou, M. (2016). Social presence, trust, and social commerce
purchase intention: An empirical research. Computers in Human Behavior,
56, 225-237.
https://doi.org/10.1016/j.chb.2015.11.057

Lubis, A. (2024). Pengaruh live streaming terhadap keputusan pembelian dan
impulsive buying pada TikTok Shop. Jurnal Sosial Teknologi, 4(3), 210-222.

Lou, C., & Yuan, S. (2019). Influencer marketing: How message value and
credibility affect consumer trust of branded content on social media. Journal
of Interactive Advertising, 19(2), 58-73.
https://doi.org/10.1080/15252019.2018.1533501

Luo, X., & Bhattacharya, C. B. (2006). Corporate Social Responsibility, Customer
Satisfaction, and Market Value. Journal of Marketing, 70(4), 1-18.
https://doi.org/10.1509/jmkg.70.4.001



https://openlibrary.telkomuniversity.ac.id/pustaka/107442/
https://doi.org/10.1080/07421222.2021.1880825
https://doi.org/10.54254/2754-1169/73/20231732
https://doi.org/10.14707/ajbr.170035
https://doi.org/10.1016/j.chb.2015.11.057
https://doi.org/10.1080/15252019.2018.1533501

148

Mabhidah, A., Lubis, A. Y., & Agustina, H. (2023). Enhancing Purchase Intention
in TikTok Live-Stream: The Roles of Streamers’ Credibility, Interactivity, and
Perceived Risk. Jurnal Komunikasi, 15(2), 120-131.

Marsela, R. D., & Supriatna, M. (2019). Kontrol Diri: Definisi dan Faktor dalam
Journal of Innovative Counseling.

Mawardi, M. K., Kusumawati, A., & Mawardi, M. C. (2023). Pengaruh TikTok live
streaming dan promosi terhadap impulsive buying dengan minat beli sebagai
mediasi. Jurnal Manajemen Pemasaran, 11(3), 43-55.

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology.
MIT Press.

Ming, J., Jian, W., & Liu, Y. (2021). The impact of live streaming interaction on
consumer purchase behavior in social commerce. Electronic Commerce
Research, 21(3), 1-18.

Ming, J., et al. (2021). The effect of social presence on impulse buying during live
streaming commerce. Journal of Retailing and Consumer Services, 63,
102733. https://doi.org/10.1016/j.jretconser.2021.102733

Miraja, B. A., & Nadlifatin, R. (2022). Understanding generation Z purchase
behavior in social media influenced by influencers. Sustainability, 14(2), 1-
15. https://doi.org/10.3390/su14010278

Morris, M. H., Schindehutte, M., & LaForge, R. W. (2002). Entrepreneurial
marketing: A construct for integrating emerging entrepreneurship and
marketing perspectives. Journal of Marketing Theory and Practice, 10(4), 1—
19.
https://doi.org/10.1080/10696679.2002.11501922

Mulyani, S. (2023). Pengaruh Interaksi Influencer pada Live Streaming terhadap
Minat Beli. Jurnal Bisnis Online.

Nielsen. (2015). Global Trust in Advertising: Winning Strategies for an Evolving
Media Landscape. Nielsen Holdings._https://www.nielsen.com

NielsenlQ. (2024). How Gen Z consumer behavior is reshaping retail. Retrieved
from https://nielsenig.com/global/en/insights/analysis/2024/how-gen-z-
consumer-behavior-is-reshaping-retail/

Nurjanah, I., & Nursyam, H. (2021). Thrifting sebagai Gaya Hidup Konsumtif
Mahasiswa Gen Z. Jurnal Sosiologi Reflektif, 15(2), 233-248.

Nugroho, J. (2022). Pengaruh Social Presence pada Live Streaming terhadap
Pembelian Impulsif. Jurnal Bisnis Digital.

Ohanian, R. (1990). Construction and validation of a scale to measure celebrity
endorsers' perceived expertise, trustworthiness, and attractiveness. Journal of
Advertising, 19(3), 39-52.

Oktapiani, N. D., & Febrianta, E. (2024). The Influence of Live Streaming Features
on Purchase Intention through Functional and Emotional Trust. SEAN
Journal of Economics, 10(1), 45-58.

Park, H., & Lin, L. (2020). Exploring attitude—behavior gap in sustainable
consumption: Comparison of recycled and upcycled fashion products.
Journal of Business Research, 117, 623-628.

Pratama, D. (2022). Pengaruh Live Streaming Commerce terhadap Minat Beli
Konsumen. Jurnal Riset Manajemen.



https://doi.org/10.1016/j.jretconser.2021.102733
https://doi.org/10.3390/su14010278
https://www.nielsen.com/

149

Pratama, 1. M. A., & Dewi, N. P. L. C. (2020). Hedonic shopping motivation on
impulse buying: Evidence on Indonesian e-commerce users during Covid-19.
Revenue: Jurnal Manajemen, 1(2), 100-112. Undiknas University.

Peeters & Harpe, 2020; Heale & Twycross, 2015, dalam Putu Gede Subhaktiyasa,
Evaluasi Validitas dan Reliabilitas Instrumen Penelitian Kuantitatif, Journal
of Education Research, vol. 5 no. 4, 5599-5609, 2024

Perpustakaan Nasional Republik Indonesia. (n.d.). Detail OPAC: Partial least
squares.
https://opac.perpusnas.go.id/DetailOpac.aspx?id=1174154

Persada, S., et al. (2022). Peran influencer marketing dalam mendorong pembelian
impulsif pada konsumen generasi Z. Jurnal Manajemen Pemasaran Digital,
6(1), 34-46.

Prasetya, H. A. (2024). Pengaruh brand ambassador dan kualitas produk terhadap
keputusan pembelian melalui minat beli sebagai variabel intervening pada
produk Scarlett Whitening (Tesis, Universitas Jenderal Soedirman).
http://repository.unsoed.ac.id/26631/

Putra, R. (2023). Pengaruh Self-Control sebagai Moderator dalam Pembelian
Impulsif pada E-Commerce. Jurnal Psikologi Industri.

Putra, W. B. T. S. (2024). Modul pembelajaran SEM-PLS: Permasalahan,
kepercayaan umum, tahapan spesifikasi dan evaluasi model PLS-SEM,
HCMs, serta PLS-MGA. Indonesian School of
Research.https://zenodo.org/records/12594488

Putri, A. (2023). Peran Minat Beli sebagai Mediasi Pengaruh Influencer Instagram
pada Pembelian Impulsif. Jurnal llmu Ekonomi dan Bisnis.

Putri, F. R., Santoso, H. B., & Sari, N. A. (2023). Green consumer behavior pada
generasi Z dalam pembelian produk fashion bekas. Jurnal Green Marketing,
6(2), 58-67.

Putri, R. K., & Sari, D. M. (2024). Pengaruh fear of missing out terhadap impulse
buying dalam belanja live TikTok. YUME: Journal of Management, 7(1).

Putri, L. A., & Santoso, T. (2024). Utilitarian and Hedonic Shopping Motives and
Attitude towards Online Shopping of Generation Z in Indonesia. llomata
International Journal of Management, 5(1), 55-68.

Putri, N., & Fikriyah, K. (2023). Pengaruh content marketing, live streaming, dan
influencer endorser terhadap impulsive buying. Jurnal Ekonomi dan Bisnis
Digital, 2(3), 215-228.

Qin, Y., & Lee, Y.-C. (2023). The effect of live streaming commerce quality on
customers’ purchase intention: extending the elaboration likelihood model
with herd behaviour. Behaviour & Information Technology, 43(5), 907-928.
https://doi.org/10.1080/0144929X.2023.2196355

Ramadhani, S. A. (2018). Analisis kemampuan pemecahan masalah matematika
siswa SMP pada materi SPLDV ditinjau dari gaya belajar (Skripsi,
Universitas Pendidikan Indonesia). http://repository.upi.edu/29292/

Rahmadi, A. I. (2020). Peran self-control sebagai moderator dalam pengaruh
influencer marketing terhadap intensi membeli. Jurnal Manajemen
Pemasaran, 8(2), 102-111.

Ramdhani, H. (2024). Fenomena Thrifting Fashion di Masyarakat Lokal Kampung
Sukasih Kota Bandung (Skripsi Sarjana). UIN Sunan Gunung Djati Bandung.



https://opac.perpusnas.go.id/DetailOpac.aspx?id=1174154
http://repository.unsoed.ac.id/26631/
https://zenodo.org/records/12594488
https://doi.org/10.1080/0144929X.2023.2196355
http://repository.upi.edu/29292/

150

Rahmadani, A. (2022). Pengaruh customer experience dan electronic word of
mouth terhadap keputusan pembelian di marketplace Shopee (Studi pada
mahasiswa Universitas Andalas) (Skripsi, Universitas Andalas).
http://scholar.unand.ac.id/113391/

Rahmatillah, M. (2023). Analisis pengaruh kepuasan kerja dan motivasi kerja
terhadap kinerja karyawan (Studi pada PT Bank Sumut Cabang Kabanjahe)
(Skripsi, Universitas Jambi).
https://repository.unja.ac.id/74348/

Ramadhani, F., & Nugroho, A. (2024). Pengaruh live streaming, flash sale, dan
hedonic shopping motivation terhadap impulsive buying. Jurnal Manajemen
Pemasaran dan Perilaku Konsumen, 3(1), 66-79.

Ramadhani, T., et al. (2025). Pengaruh influencer marketing dan live streaming
terhadap perilaku pembelian di TikTok Shop. Jurnal Bisnis Digital
Indonesia, 4(2), 101-115.

Rahmawati, S. (2023). Pengaruh Live Streaming Shopping terhadap Perilaku
Pembelian Impulsif. Jurnal Ekonomi dan Bisnis.

Rahmi, D. A., & Astuti, R. (2023). Pengaruh kontrol diri terhadap keputusan
pembelian impulsif produk fashion melalui media sosial. Jurnal Psikologi dan
Manajemen, 9(1), 74-83.

Ratnawati & Hanoky (2023). Analisis Pengaruh Digital Influencer dan Social
Presence Terhadap Purchase Intention yang Dimediasi oleh Customer Trust
pada Live Streaming Commerce. JPEK, 7(2), 652—660.

Ratnawati, S., & Hanoky, H. (2023). Psychological mediating factors in influencer
marketing and consumer purchase intention. Journal of Marketing Analytics,
11(2), 145-156.

Republika. (2023, Mei 23). Disperindag Jabar Data Pasar Thrifting.
https://rejabar.republika.co.id/berita/rs694b432/disperindag-jabar-data-
pasar-thrifting

Retnosari, M. C., & Nadlifatin, R. (2024). The Effect of Purchase Intention on
TikTok E-Commerce Live Streaming: Generation Z Perspective with
Customer Engagement. Research Horizon, 4(3), 129-136. LifeSciFi
Journal+1LifeSciFi Journal+1

Rimbasari, A., & Thahira, A. (2024). Consumer Purchase Decisions in TikTok
Live: Analyzing the Role of Influencer Credibility, Immersion and
Engagement. CAPITAL: Jurnal Ekonomi dan Manajemen, 8(1), 156-167.
ResearchGate+1e-journal.unipma.ac.id+1

Rizkya, A., Andini, R., & Prasetya, A. (2023). Pengaruh e-WOM dan kualitas
informasi terhadap minat beli dan keputusan pembelian pada marketplace
Shopee. Jurnal Riset Ekonomi dan Bisnis, 8(4), 97-109.

Ryan, D. (2016). Understanding Digital Marketing: Marketing Strategies for
Engaging the Digital Generation (4th ed.). Kogan Page.

Sari, Santoso, N. C., Mahyuni, L. P., Santoso, B. C., & Priyono Budi Santoso, R.
T. (2025). The Long-Term Effectiveness of Live Streaming Marketing:
Analysing Factors Affecting Purchase Intention and Customer Loyalty.
Journal of Management World, 2025(1), 191-197.
https://doi.org/10.53935/jomw.v2024i4.635



http://scholar.unand.ac.id/113391/
https://repository.unja.ac.id/74348/
https://rejabar.republika.co.id/berita/rs694b432/disperindag-jabar-data-pasar-thrifting
https://rejabar.republika.co.id/berita/rs694b432/disperindag-jabar-data-pasar-thrifting
https://journal.lifescifi.com/index.php/RH/article/view/420?utm_source=chatgpt.com
https://journal.lifescifi.com/index.php/RH/article/view/420?utm_source=chatgpt.com
https://www.researchgate.net/publication/383771055_CONSUMER_PURCHASE_DECISIONS_IN_TIKTOK_LIVE_ANALYZING_THE_ROLE_OF_INFLUENCER_CREDIBILITY_IMMERSION_AND_ENGAGEMENT?utm_source=chatgpt.com
https://doi.org/10.53935/jomw.v2024i4.635

151

Sari, A. M., & Putra, R. S. (2023). Pengaruh Adventure Shopping, Value Shopping,
dan ldea Shopping terhadap Impulse Buying pada Konsumen Online Shop
Instagram di Samarinda. Jurnal Ekonomi & Bisnis (JEB) Mulawarman,
17(1), 33-45.

Sarafino, E. P., & Smith, T. W. (2014). Health Psychology: Biopsychosocial
Interactions.

Schouten, A. P., Janssen, L., & Verspaget, M. (2020). Celebrity vs. Influencer
endorsements in advertising: The role of identification, credibility, and
Product-Endorser fit. International Journal of Advertising, 39(2), 258-281.
https://doi.org/10.1080/02650487.2019.1634898

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill-Building
Approach (7th ed.). West Sussex: Wiley.

Sekolah Pascasarjana Universitas Kuningan. (2024). Pedoman operasional
penulisan tesis. Universitas Kuningan.

Setiawan, B. (2022). Peran Self-Control dalam Hubungan antara Influencer
Marketing dan Pembelian Impulsif. Jurnal Psikologi Konsumen.

Shao, Z. (2024). How the Characteristics of Social Media Influencers and Live
Content Influence Consumers' Impulsive Buying in Live Streaming
Commerce? The Role of Congruence and Attachment. Journal of Research in
Interactive Marketing, 18(3), 506-527. https://doi.org/10.1108/JRIM-
08-2023-0277

Simanjuntak, R., & Gunawan, S. (2024). The Influence of Hedonic Shopping
Motivation and Shopping Lifestyle on Generation Y Impulse Buying at TikTok
Shop in Batam City. Jurnal Indonesia Sosial Teknologi, 4(2), 72-80.

Singgih, S. (2011). Structural Equation Modeling (SEM): Konsep dan Aplikasi
dengan AMOS 18. Jakarta: PT Elex Media Komputindo.

Sipur, S., & Amadi, J. (2024). Impulsive Buying in Live Streaming Commerce: The
Role of Flow Experience, Parasocial Interaction and Immersion
Relationship.  Journal ~ of  Science and  Education  (JSE).
https://doi.org/10.58905/jse.v5i2.403

Statista. (2023). Distribution of TikTok users worldwide by age and gender.
Retrieved from https://www.statista.com

Statista. (2024). Global digital advertising market - statistics & facts. Retrieved
from https://www.statista.com/topics/1164/online-advertising/

Statista (2025). Live commerce growth in Southeast Asia: Statistics & facts.
https://www.statista.com/topics/9627/social-commerce-in-southeast-asia/

Suara.com. (2022). Tren thrifting menjamur, Bagaimana dengan Dampak
Lingkungannya?.
https://www.suara.com/bisnis/2022/09/26/095711/tren-thrifting-menjamur-
bagaimana-dengan-dampak-lingkungannya

Sudha, M., & Sheena, K. (2017). Impact of Influencers in Consumer Decision
Process: the Fashion Industry. SCMS Journal of Indian Management, 14(3),
14-30.

Sugiyono. (2017). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Bandung:
Alfabeta. Sugiyono. (2019). Metode Penelitian Kuantitatif, Kualitatif, dan
R&D. Bandung: Alfabeta.



https://doi.org/10.1080/02650487.2019.1634898
https://doi.org/10.1108/JRIM-0820230277
https://doi.org/10.1108/JRIM-0820230277
https://doi.org/10.58905/jse.v5i2.403
https://www.statista.com/
https://www.statista.com/topics/1164/online-advertising/
https://www.statista.com/topics/9627/social-commerce-in-southeast-asia/
https://www.suara.com/bisnis/2022/09/26/095711/tren-thrifting-menjamur-bagaimana-dengan-dampak-lingkungannya
https://www.suara.com/bisnis/2022/09/26/095711/tren-thrifting-menjamur-bagaimana-dengan-dampak-lingkungannya

152

Suhardi, M. (2023). Metode Penelitian dan Definisi Operasional Variabel.
Universitas Pendidikan Indonesia. Diakses dari repository.upi.edu.

Suharno,Yudi Sutarso, Marketing In Practice ( Yogyakarta: Graha 1imu,2010) h.2

Suhartini, L. (2023). Pengaruh Live Streaming terhadap Keputusan Pembelian
Konsumen. Jurnal Ekonomi Digital.

Sumarwan, U. (2015). Perilaku Konsumen: Teori dan Penerapannya dalam
Pemasaran (Edisi Revisi). Bogor: Ghalia Indonesia

Susi et al. (2024). Pengaruh Live Streaming dan Flash Sale terhadap Pembelian
Impulsif. Jurnal Bisnis Mahasiswa.

Sutarno. (2012). Serba-Serbi Manajemen Bisnis. Yogyakarta: Graha IImu.

Tangney, J. P., Baumeister, R. F., & Boone, A. L. (2004). High self-control predicts
good adjustment, less pathology, better grades, and interpersonal success.
Journal of Personality, 72(2), 271-324. https://doi.org/10.1111/].0022-
3506.2004.00263.x

Tiago, M. T. P. M. B., & Verissimo, J. M. C. (2014). Digital marketing and social
media:  Why  bother?  Business  Horizons, 57(6), 703-708.
https://doi.org/10.1016/j.bushor.2014.07.002

Tian, H. (2024). Influence of Mobile App Live Streaming Characteristics on
Clothing Impulse Purchase Intention: Mediation of Swift Guanxi and
Perceived Trust. SAGE Open, X(X).
https://doi.org/10.1177/21582440241290005

TikTok Marketing Science. (2023). The power of trends: How TikTok drives
discovery and conversion. TikTok for Business.

TikTok for Business. (2023). 2023 Global Live Shopping Trend Report. TikTok
Marketing Science. Retrieved from https://www.tiktok.com/business

Tjiptono, F. (2020). Strategi Pemasaran (4th ed.). Yogyakarta: Andi.

Tugubandung.2023. Peluang Usaha Thrifting di Kota Tasikmalaya Menggiurkan,
Seiring Tren Fashion dan Kebutuhan Gaya Hidup.
https://tugubandung.id/peluang-usaha-thrifting-di-kota-tasikmalaya-
menggiurkan-seiring-tren-fashion-dan-kebutuhan-gaya-hidup/

Utami, D. (2022). Pengaruh Influencer Marketing terhadap Keputusan Pembelian
Konsumen di Instagram. Jurnal Manajemen Indonesia.

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User Acceptance
of Information Technology: Toward a Unified View. MIS Quarterly, 27(3),
425-478. https://doi.org/10.2307/30036540

Vera Maria, & Janah, R. (2024). Analisis Peran TikTok Shop dalam Mendorong
Ekonomi UMKM di Indonesia. Sammajiva: Jurnal Penelitian Bisnis dan
Manajemen, 2(2), 138—146.
https://doi.org/10.47861/sammajiva.v2i2.992

Virginia, S., Sulianti, T., & Natanael, M. (2024). Pengaruh self-control terhadap
perilaku konsumtif di era digital. Jurnal Psikologi Konsumen, 5(1), 23-34.

Wahyuni, D., & Setyawati, M. (2020). Perilaku Konsumen: Teori dan Aplikasinya
dalam Pemasaran. Yogyakarta: Deepublish.

Wardhana, A. (2025). Strategi Influencer Marketing dalam Pemasaran Digital.
Jakarta: Penerbit Digital Insight Press.



https://doi.org/10.1111/j.0022-3506.2004.00263.x
https://doi.org/10.1111/j.0022-3506.2004.00263.x
https://doi.org/10.1016/j.bushor.2014.07.002
https://doi.org/10.1177/21582440241290005
https://tugubandung.id/peluang-usaha-thrifting-di-kota-tasikmalaya-menggiurkan-seiring-tren-fashion-dan-kebutuhan-gaya-hidup/
https://tugubandung.id/peluang-usaha-thrifting-di-kota-tasikmalaya-menggiurkan-seiring-tren-fashion-dan-kebutuhan-gaya-hidup/
https://doi.org/10.47861/sammajiva.v2i2.992

153

Wang, Y., Sun, S., & Chen, H. (2022). Impulse Buying in Live Streaming E-
commerce: The Stimulus—Organism—Response Perspective. Sustainability,
14(6), 3401. https://doi.org/10.3390/su14063401

Wang, Y., Zhang, L., & Li, H. (2024). Stimulus factors in live commerce and their
impact on impulse buying behavior. Journal of Retail and Consumer Studies,
72,103-118.

Wandira, R., et al. (2024). Pengaruh content marketing, hedonic motivation, dan e-
WOM terhadap impulsive buying pada TikTok Live Shop. Surplus: Jurnal
Ekonomi dan Bisnis.

We Are Social, & Meltwater. (2025). Digital 2025:Global overview report.
2025.https://wearesocial.com/id/blog/2025/02/digital-2025/

Wedel, M., & Kannan, P. K. (2016). Marketing analytics for data-rich
environments. Journal of Marketing, 80(6), 97-121.

Widiyaningsih & Nugroho (2024). Pengaruh Live Streaming terhadap Purchase
Intention pada Thrift Shop dengan Consumers Attitudes sebagai Variabel
Mediasi. Jurnal Manajemen Pemasaran, 18(1), 40-57.

Widyaningrum, F. A., & Yulianto, E. (2023). Motivasi Belanja Hedonis, Gaya
Hidup, dan Keterlibatan Fashion pada Pembelian Impulsif. Competitive
Journal, 12(1), 45-56. STIM Y KPN Yogyakarta.

Wongkitrungrueng, A., & Assarut, N. (2020). The role of live streaming in building
consumer trust and engagement with social commerce sellers. Journal of
Business Research, 117, 543-556.
https://doi.org/10.1016/j.jbusres.2018.08.032

Wulandari, F. (2023). Pengaruh Kepercayaan terhadap Pembelian Impulsif pada
Live Streaming Shopee. Jurnal Manajemen Pemasaran.

Woulandari, I. G. A., & Purnamasari, Y. (2023). Faktor-faktor yang memengaruhi
keputusan pembelian produk thrifting pada generasi Z. Jurnal Ekonomi dan
Bisnis, 7(1), 55-64.

Xu, X., Wu, J., & Li, Q. (2020). What drives consumer shopping behavior in live
streaming commerce?. Journal of Electronic Commerce Research, 21(3),
144-167. http://www.jecr.org/sites/default/files/2020vol21no3 Paper2.pdf

Xu, X., & Pratt, S. (2021). Social media influencers and consumer engagement:
The role of credibility and emotional attachment. Journal of Hospitality and
Tourism Management, 48, 321-330.

Yuliana, N. (2023). Pengaruh Influencer Marketing terhadap Pembelian Impulsif
dengan Minat Beli sebagai Mediasi. Jurnal Pemasaran Digital.

Yulita, Arwani Raharjo, A., Arnold, & Sari, I. P. (2025). Pendampingan UMKM
Thrift Store Fashion dalam Mengoptimalkan Pemasaran di TikTok.
SENADA: Semangat Nasional Dalam Mengabdi, 5(3), 108-115.
https://doi.org/10.56881/senada.v5i3.256

Yuliyanto, A. H. (2022). Pengaruh citra merek, harga, dan kualitas produk
terhadap keputusan pembelian smartphone Xiaomi pada mahasiswa FEB
UNDIP (Skripsi, Universitas Diponegoro).
https://repofeb.undip.ac.id/7172/

Yusuf, A. (2022). Pengaruh Influencer Marketing dan Live Streaming terhadap
Pembelian Impulsif. Jurnal Manajemen Pemasaran.



https://doi.org/10.3390/su14063401
http://www.jecr.org/sites/default/files/2020vol21no3_Paper2.pdf
https://doi.org/10.56881/senada.v5i3.256
https://repofeb.undip.ac.id/7172/

154

Zeinalpour, S. (2020). Effect of Job Stress on the Employees Performance.
Annamalai International Journal of Business Studies and Research, 6(1), 47—
55.

Zafar, A., Qiu, J., & Shahzad, M. (2020). Influencer marketing and consumer
purchase intention: The mediating role of trust. Journal of Business Research,
118, 107-115. https://doi.org/10.1016/j.jbusres.2020.06.001

Zafar, A., Qiu, J., & Shahzad, M. (2020). The impact of digital influencers on
purchase intention. International Journal of Market Research, 62(5), 578-
592.

Zhang, M., Qin, F., Wang, G. A., & Luo, C. (2018). The impact of live video
streaming on online purchase intention. The Service Industries Journal,
38(15-16), 1113-1134.

Zhang, M., Qin, F., Wang, G. A., & Luo, C. (2022). The impact of live streaming
commerce on impulsive buying: A stimulus-organism-response perspective.
Information & Management, 59(2), 103543.

Zhang, Y., et al. (2025). Influencing mechanisms of live streaming influencer
characteristics on purchase intention. Journal of Retailing and Consumer
Services, 82, 104012. https://doi.org/10.1016/].jretconser.2024.104012

Zhou, H., Li, J., & Chen, Y. (2024). Impulse buying behaviour in e-commerce: a
bibliometric review. Humanities and Social Sciences Communications, 11,
Article 55. https://doi.org/10.1057/s41599-024-03473-9



https://doi.org/10.1016/j.jbusres.2020.06.001
https://doi.org/10.1016/j.jretconser.2024.104012
https://doi.org/10.1057/s41599-024-03473-9

