
77 
 

 
 

DAFTAR PUSTAKA 

 

Agrawal, S., & Sareen, S. A. (2016). Flash Sales – the Game Changer in Indian E-

Commerce Industry. International Journal of Advance Research and 

Innovation, 4(1), pp. 343–348. 

Al Fajri, M. A., AM, T., & Yamalay, F. (2023). Pengaruh Flash Sale dan Tagline 

"Gratis Ongkir" terhadap Pembelian Impulsif melalui Variabel Intervening 

Emosi Positif pada Marketplace di Kota Palembang. Jurnal Nasional 

Manajemen Pemasaran & Sumber Daya Manusia, 4(3), pp. 1–14. 

Asysifa, S., & Turasih, T. (2025). Pengaruh Live Streaming dan Flash Sale 

Terhadap Impulse Buying pada Pengguna E-Commerce Shopee (Studi 

Kasus Mahasiswa Universitas Dharma Andalas). Journal of Business 

Economics and Management (JBEM), 2(1), pp. 1615–1620. 

Budianto, A. Z., & Kusuma, Y. B. (2024). The Influence of Live Streaming Selling, 

Discounts, and Product Quality on Impulsive Buying in Shopee E-

Commerce Users in the City of Surabaya. COSTING: Journal of Economic, 

Business and Accounting, 7(4), pp. 7768–7780. 

Chen, H., Xu, X., & Phillips, P. (2018). Emotional Intelligence and Conflict 

Management Styles. Department of Marketing, DIT. Ireland. 

Darwina, D., & Syam, A. (2020). Pengaruh Program Flash Sale terhadap Perilaku 

Impulsive Buying Konsumen Marketplace. Journal of Economic Education 

and Entrepreneurship Studies (JE3S), 1(1), pp. 58–64. 

Dewi, F., dkk. (2024). The Influence Of Live Streaming And Flash Sale On Impulse 

Buying Among Shopee App Users In Bengkulu City. Jurnal Ekonomi 

Manajemen Bisnis Dan Akuntansi, 3(2). 

Dinova, & Suharyati. (2023). Pengaruh Live Streaming Shopping dan Flash Sale 

Terhadap Pembelian Impulsif Pengguna Shopee di Kecamatan Jatinegara. 

Jurnal Riset Manajemen dan Bisnis. 

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

Analysis (8th ed.). United Kingdom: Cengage Learning. 

Hodge, R. (2018). Factors Influencing Impulse Buying During an Online Purchase 

Transaction (Master's thesis). University of Waterloo, Ontario, Canada. 

Imamah, I., Zuorny, E., & Anzie, L. P. (2025). The Impact of Hedonic Shopping 

Motivation, Live Streaming, and Flash Sales on Impulse Buying Behavior: 



78 
 

 
 

A Study of Shopee E-Commerce Users in Semarang. Jurnal Informatika 

Ekonomi Bisnis, 7(3), pp. 757–762. 

Irbah, A. H., Alfito, & Salmaura, S. A. (2025). Pengaruh Live Streaming dan Flash 

Sale Terhadap Pembelian Impulsif Produk Skintific di Tiktok Shop pada 

Mahasiswa FEB UMSU. Jurnal Bisnis Mahasiswa (JBM), 5(2), pp. 218–

229. 

Kotler, P., & Keller, K. L. (2019). Marketing Management (15th ed.). United 

Kingdom: Pearson Education Limited. 

Oktavianti, A. R., Prihapsari, D., & Purnomo, W. (2023). Pengaruh Streamer 

Product Knowledge dan Streamer Image Terhadap Minat Beli Konsumen 

pada Live Shopping. Jurnal Ilmiah Manajemen dan Bisnis, 4(2), pp. 2964–

2927. 

Phuong Duy, N. B., & Thanh Khoa, B. (2022). Consumer behavior in Online Flash 

Sale: Partial least squares structural equation modeling (PLS-SEM) 

analysis. 2022 International Conference on Decision Aid Sciences and 

Applications (DASA). Institute of Electrical and Electronics Engineers Inc., 

pp. 88–93. 

Risnawati, R., & Chamidah, N. (2022). Pengaruh Word of Mouth Mengenai Live 

Streaming Tiktok Shop Terhadap Keputusan Pembelian Konsumen. Jurnal 

Komunikasi Pemberdayaan, 1(2). 

Savitri, R. R., & Rivali, A. R. (2024). The Influence Of Flash Sale, Live Streaming 

And Electronic Word Of Mouth On Impulse Buying Among Shopee Users. 

Management Studies and Entrepreneurship Journal (MSEJ), 5(1), pp. 

1026–1033. 

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

Alfabeta. 

Tumanggor, S., Hadi, P., & Sembiring, R. (2022). Pembelian impulsif pada e-

commerce shopee (studi pada konsumen shopee di Jakarta Selatan). Journal 

of Business & Banking, 11(2), pp. 251–270. 

Verhagen, T., & van Dolen, W. (2011). The influence of online store beliefs on 

consumer online impulse buying: A model and empirical application. 

Information and Management, 48(8), pp. 320–327. 

Naswa, N., et al. (2025). Pengaruh live streaming marketing dan flash sale terhadap 

perilaku impulse buying pengguna platform Shopee. Jurnal Manajemen 

dan Bisnis Digital, 4(1), 112–125. 



79 
 

 
 

Gumilang, R. R., Sumiati, A., & Tresnadi, A. (2024). Pengaruh flash sale dan live 

streaming terhadap impulse buying behavior pada platform TikTok. 

Coopetition: Jurnal Ilmiah Manajemen, 15(3), 479–488. 

 

  


