
74 
 

 
 

REFERENCES 

Akram, U., Hui, P., Kaleem Khan, M., Tanveer, Y., Mehmood, K., & Ahmad, W. 

(2018). How website quality affects online impulse buying: Moderating 

effects of sales promotion and credit card use. Asia Pacific Journal of 

Marketing and Logistics, 30(1), 235–256. https://doi.org/10.1108/APJML-04-

2017-0073 

Al Mutanafisa, T., & Retnaningsih. (2021). The Effect of Sales Promotion and 

Knowledge on Impulsive Buying of Online Platform Consumers. Journal of 

Consumer Sciences, 6(1), 77–91. https://doi.org/10.29244/jcs.6.1.77-91 

Aliansyah, D., Utama, R., Fikri, M. A., & Rini, P. L. (2022). The Effect Perceived 

Of Service Quality , Perceived Of Website Quality , And Perceived Of 

Website Reputation On Purchase Intention : The Mediation Role Of Trust IN. 

2022(2), 836–846. 

Astuti, S. R. T., Khasanah, I., & Yoestini, Y. (2020). Study of impulse buying on 

Instagram users in Indonesia. Diponegoro International Journal of Business, 

3(1), 47–54. https://doi.org/10.14710/dijb.3.1.2020.47-54 

Burton, J. L., Gollins, J., McNeely, L. E., & Walls, D. M. (2019). Revisiting the 

relationship between ad frequency and purchase intentions how affect and 

cognition mediate outcomes at different levels of advertising frequency. 

Journal of Advertising Research, 59(1), 27–39. https://doi.org/10.2501/JAR-

2018-031 

Business, E. (2019). On Purchase Intention For Young. 30, 391–399. 

Chang, H. J., Yan, R. N., & Eckman, M. (2014). Moderating effects of situational 

characteristics on impulse buying. International Journal of Retail and 

Distribution Management, 42(4), 298–314. https://doi.org/10.1108/IJRDM-

04-2013-0074 

Dharmajaya, M. A., Arijanto, A., Suroso, A., & Setyanto, R. (2020). How The 

Impact Of Website Quality, Security and Brand Image On Purchase Decisions 

in The Online Buying and Selling Aplication. IOSR Journal of Business and 

Management (IOSR-JBM), 22(9). 

Fataron, Z. A. (2020). Online Impulse Buying Behaviour: Case Study On Users Of 

Tokopedia. Journal of Digital Marketing and Halal Industry, 1(1), 47. 

https://doi.org/10.21580/jdmhi.2019.1.1.4762 

Firdausy, C. M., & Fernanda, M. (2021). The effects of sales promotion, 

attractiveness of internet advertising, and website quality on impulse buying 

of consumers of Tokopedia in Indonesia. International Journal of 

Management and Enterprise Development, 20(1), 34–48. 

https://doi.org/10.1504/IJMED.2021.113641 

Giao, H. N. K., Vuong, B. N., & Quan, T. N. (2020). The influence of website 

quality on consumer’s e-loyalty through the mediating role of e-trust and e-

satisfaction: An evidence from online shopping in Vietnam. Uncertain Supply 

Chain Management, 8(2), 351–370. 



75 
 

 
 

https://doi.org/10.5267/j.uscm.2019.11.004 

Hasim, M. A., Hassan, S., Ishak, M. F., & Razak, A. A. (2020). Factors influencing 

gen-Y in Malaysia to purchase impulsively: A mediating effect of perceived 

enjoyment. International Journal of Innovation, Creativity and Change, 11(5), 

385–396. 

Hayu, R. S., Surachman, Rofiq, A., & Rahayu, M. (2020). The effect of website 

quality and government regulations on online impulse buying behavior. 

Management Science Letters, 10(5), 961–968. 

https://doi.org/10.5267/j.msl.2019.11.015 

Journal, E. (2019). Online impulse buying: who had suggested you to buy on 

instagram. Management and Economics Journal, 3(3), 231–244. 

https://doi.org/10.18860/mec-j.v3i3.7042 

Kempa, S., Kempa, S., & Bendjeroua, H. (2020). Sales Promotion, Hedonic 

Shopping Value, and Impulse Buying on Online Consumer Websites. SHS 

Web of Conferences. doi:https://doi.org/10.1051/shsconf/20207601052 

Khedhaouria, A., & Beldi, A. (2014). Perceived enjoyment and the effect of gender 

on continuance intention for mobile internet services. International Journal of 

Technology and Human Interaction, 10(2), 1–20. 

https://doi.org/10.4018/ijthi.2014040101 

Kim, J., Ahn, K., & Chung, N. (2013). Examining the Factors Affecting Perceived 

Enjoyment and Usage Intention of Ubiquitous Tour Information Services: A 

Service Quality Perspective. Asia Pacific Journal of Tourism Research, 18(6), 

598–617. https://doi.org/10.1080/10941665.2012.695282 

Kline, R. B. (2015). Principles and Practice of Structural Equation Modeling (4th 

ed.). Guilford Publications. 

Kusumatrisna, A. L., Amri, K., & Anggraini, L. (2023). Statistik eCommerce 

2022/2023. Jakarta: Badan Pusat Statistik. 

L. BASHSHUR, R. (2009). On the Definition and Evaluation of Telemedicine. 

Telemedicine Journal, 1(1). 

https://www.liebertpub.com/doi/abs/10.1089/tmj.1.1995.1.19 

Ling, L. P., & Yazdanifard, R. (2015). What Internal and External Factors Influence 

Impulsive Buying Behavior in online Shopping? Global Journal of 

Management and Business Research: E Marketing, 15(5), 25–32. 

Liu, D.-N., & Xie, J.-A. (2020). Effect of sales promotion on impulse buying 

behaviours of generation Y consumers in omni-channel retail contexts. 

Archives of Business Research, 8(11), 258–270. 

https://doi.org/10.14738/abr.811.9224 

Makarewicz, A. (2013). Consumer behavior as a fundamental requirement for 

effective operations of companies. Journal of International Studies, 6(1), 103–

109. https://doi.org/10.14254/2071-8330.2013/6-1/10 



76 
 

 
 

Morales-Vargas, A., Codina, L., & Pedraza-Jiménez, R. (2020). Website quality: 

An analysis of scientific production. Profesional de la información, 29. 

doi:https://doi.org/10.3145/epi.2020.sep.08 

Muruganantham, G., & Bhakat, R. S. (2013). A Review of Impulse Buying Behavior. 

5(3). https://doi.org/10.5539/ijms.v5n3p149 

Nadya, A. (2019). and Sales Promotion Towards the Impulse Buying of Shopee. 

Jurnal Ilmiah Mahasiswa FEB Universitas Brawijaya, 8((1)), 1–10. 

Omotoyinbo, C. (2017). S ECTION : R Eview In C Onsumer Modelling C Onsumer 

Behaviour Modelling : A Myth Or Heuristic Device. 17(2). 

Paul, J., & Bhukya, R. (2021). Forty- ­ five years of International Journal of 

Consumer Studies : A bibliometric review and directions for future research. 

June, 937–963. https://doi.org/10.1111/ijcs.12727 

Rizaldi, A., & Madany, Z. (2021). Impact of E-Commerce in Industry. 

International Journal of Research and Applied Technology, 1(2), 59–64. 

https://doi.org/10.34010/injuratech.v1i2.5914 

Rodica, B. (2009). Consumer Behavior and Enterprise Agility - a Model of the 

Surveyed Indicators. Annals of the University of Oradea, Economic Science 

Series, 18(4), 600–603. 

http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=48589578

&site=ehost-live 

Samat, N. A., Gisip, I. A., Mara, U. T., & Branch, U. S. (2022). Examining Factors 

Affecting Online Impulse Buying of Apparels Among Consumers in Kota 

Kinabalu. 9(2), 1–9. 

Shah, R., & Goldstein, S. M. (2006). Use of Structural Equation Modeling in 

Operations Management Research: Looking Back and Forward. Journal 

of Operations Management, 24(2), 148-169. 

Sharpe, L., & Tarrier, N. (1993). Towards a cognitive-behavioural theory of 

problem gambling. British Journal of Psychiatry, 162(MAR.), 407–412. 

https://doi.org/10.1192/bjp.162.3.407 

Sinha, S. K., & Verma, P. (2020). Journal of Retailing and Consumer Services 

Impact of sales Promotion ’ s bene fi ts on perceived value : Does product 

category moderate the results ? Journal of Retailing and Consumer Services, 

52(July 2019), 101887. https://doi.org/10.1016/j.jretconser.2019.101887 

Sofi, S. A., & Nika, F. A. (2016). The Role of Personality in Impulse Buying 

Behavior. Jindal Journal of Business Research, 5(1), 26–50. 

https://doi.org/10.1177/2278682116674079 

Surapati, U., & Mahsyar, S. (2020). No Title. 2020(1), 197–203. 

Suryani, T., Fauzi, A. A., & Nurhadi, M. (2020). the Determinant of Website 

Quality and E- Service Quality At Sme in Indonesia. Jurnal Manajemen Dan 

Kewirausahaan, 22(2), 131–141. https://doi.org/10.9744/jmk.22.2.131-141 

Syafi’ah, S. A., Suroso, A., & Setyanto, R. P. (2020). Factor’s that influence 



77 
 

 
 

purchase intention in Shopee marketplace flash sale programs with trust as a 

mediating variable. Icore, 5(1). 

Turkyilmaz, C. A., Erdem, S., & Uslu, A. (2015a). The Effects of Personality Traits 

and Website Quality on Online Impulse Buying. Procedia - Social and 

Behavioral Sciences, 175, 98–105. 

https://doi.org/10.1016/j.sbspro.2015.01.1179 

Turkyilmaz, C. A., Erdem, S., & Uslu, A. (2015b). The Effects of Personality Traits 

and Website Quality on Online Impulse Buying. Procedia - Social and 

Behavioral Sciences, 175(August), 98–105. 

https://doi.org/10.1016/j.sbspro.2015.01.1179 

Ulaan, R. V, Pangemanan, S. S., & Lambey, L. (2016). The Effect Of Perceived 

Enjoyment On Intention To Shop Online (The Study of Faculty of Economics 

and Business Sam Ratulangi University Manado). Maret, 4(1), 1137–1146. 

Ullman, J. B. (2012). Structural Equation Modeling In B. G. Tabachnick & L. S. 

Fidell (Eds.), Using Multivariate Statistics (6th ed., pp. 676-780). Pearson. 

Wahab, Z., Shihab, M. S., Hanafi, A., & Mavilinda, H. F. (2018). The influence of 

online shopping motivation and product browsing toward impulsive buying of 

fashion products on a social commerce. Jurnal Manajemen Motivasi, 14(1), 

32. https://doi.org/10.29406/jmm.v14i1.1030 

Wahyudin, M., Yuliando, H., & Savitri, A. (2021). Consumer Behavior Intentions 

to Purchase Daily Needs through Online Store Channel. AgriTECH, 40(4), 

306. https://doi.org/10.22146/agritech.49232 

Willman-Iivarinen, H. (2017). The future of consumer decision making. European 

Journal of Futures Research, 5(1). https://doi.org/10.1007/s40309-017-0125-

5 

Yulianto, Y., Sisko, A., & Hendriana, E. (2021). The Stimulus Of Impulse Buying 

Behavior On E-Commerce Shopping Festival: A Moderated-Mediated 

Analysis. Journal of Business and Management Review, 2(10), 692–714. 

https://doi.org/10.47153/jbmr210.2152021 

 

 

 

  


