
 

74 

DAFTAR PUSTAKA 

 

Ayu, G., Netrawati, O., Gusti, I., Oka Netrawati, A., Nuada, W., & Syakbani, B. 

(2022). The Influence of Live Streaming Video on Consumer Decisions. 

Sentralisasi, 11(2), 159–168. 

Cakanlar, A., & Nguyen, T. (2019). The influence of culture on impulse buying. 

Journal of Consumer Marketing, 36(1), 12–23. https://doi.org/10.1108/JCM-

03-2017-2139 

Carrasco, J. L. (2010). Structural Equation Model. Encyclopedia of 

Biopharmaceutical Statistics, 8(3), 1300–1305. 

https://doi.org/10.3109/9781439822463.209 

Chan, T. K. H., Cheung, C. M. K., & Lee, Z. W. Y. (2017). The state of online 

impulse-buying research: A literature analysis. Information and Management, 

54(2), 204–217. https://doi.org/10.1016/j.im.2016.06.001 

Choirul, A., & Artanti, Y. (2019). Millennials’s Impulse Buying Behaviour: Why 

Positive Emotion Does not Mediate? Journal of Economics, Business & 

Accountancy Ventura, 22(2), 223–236. 

https://doi.org/10.14414/jebav.v22i2.1738 

Erika Katherine Johnson, S. C. H. (2020). Instagramming social presence: A test of 

social presence theory and heuristic cues on Instagram sponsored posts. 

International Journal of Business Communication. 

Fitriyani, Nanda, A. S., & Aristyanto, E. (2021). Peran Impulsive Buying Saat Live 

Streaming Pada Masa Pandemi Covid-19 (Studi Kasus E-Commerce Shopee). 

Jurnal Ekonomi Dan Perbankan Syariah, 6(2), 542–555. http://journal.um-

surabaya.ac.id/index.php/Mas/index 

Gao, H., Chen, X., Gao, H., & Yu, B. (2022). Understanding Chinese Consumers’ 

Livestreaming Impulsive Buying: An Stimulus-Organism-Response 

Perspective and the Mediating Role of Emotions and Zhong Yong Tendency. 

Frontiers in Psychology, 13(July). https://doi.org/10.3389/fpsyg.2022.881294 



 

75 

 

Graa, A., & Dani-Elkebir, M. (2012). Application of stimulus & response model to 

impulse buying behavior of Algerian consumers. Serbian Journal of 

Management, 7(1), 53–64. https://doi.org/10.5937/sjm1201053g 

Hazrini, N., Zahari, M., Nuraisyah, N., Azmi, N., Nur, W., Wan, I., Kamar-Bodian, 

A., & Othman, M. S. (2021). Impact of Live Streaming on Social Media on 

Impulse Buying. Asian Journal of Behavioural Sciences, 3(1), 13–23. 

http://myjms.mohe.gov.my/index.php/ajbs 

Ho, C. I., Liu, Y., & Chen, M. C. (2022). Factors Influencing Watching and 

Purchase Intentions on Live Streaming Platforms: From a 7Ps Marketing Mix 

Perspective. Information (Switzerland), 13(5), 1–19. 

https://doi.org/10.3390/info13050239 

Huang, Y., & Suo, L. (2021). Factors Affecting Chinese Consumers’ Impulse 

Buying Decision of Live Streaming E-Commerce. Asian Social Science, 17(5), 

16. https://doi.org/10.5539/ass.v17n5p16 

Ilmawan, M. D., Wulandari, D. S., & Fitriani, F. (2017). Peran Gaya 

Kepemimpinan dan Kompensasi dalam Mempengaruhi Kinerja yang 

Dimediasi oleh Kepuasan Kerja. Jurnal Ekonomi Modernisasi, 13(1), 37. 

https://doi.org/10.21067/jem.v13i1.1745 

Kelly, K., & Febriyantoro, M. T. (2022). Peranan Perception Of Digital Celebrities 

Terhadap Live-Stream Shopping Intentions. Jurnal Ecodemica Jurnal 

Ekonomi Manajemen Dan Bisnis, 6(1), 33–44. 

https://doi.org/10.31294/eco.v6i1.11766 

Kim, H., Lee, Y., & Park, M. (2021). Factors Boosting Impulse Buying Behavior 

in Live-streaming Commerce : Roles of Para-social Interactions, Task 

Complexity and Perceived Amount of Information. Fashion & Textile 

Research Journal, 23(1), 70–83. https://doi.org/10.5805/sfti.2021.23.1.70 

Kusumasondjaja, S., & Tjiptono, F. (2019). Endorsement and visual complexity in 

food advertising on Instagram. Internet Research, 29(4), 659–687. 



 

76 

https://doi.org/10.1108/IntR-11-2017-0459 

Le, T. Q., Wu, W. Y., Liao, Y. K., & Phung, T. T. T. (2022). The Extended S-O-R 

Model Investigating Consumer Impulse Buying Behavior in Online Shopping: 

A Meta-Analysis. Journal of Distribution Science, 20(2), 1–9. 

https://doi.org/10.15722/jds.20.02.202202.1 

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 

Li, C., Jiang, H., Huang, A., Chen, H., & Yu, J. (2022). Online Impulse Buying: 

Impact of Internet Celebrity Endorsement and Peer Pressure. Proceedings of 

the 2021 3rd International Conference on Economic Management and 

Cultural Industry (ICEMCI 2021), 203(Icemci), 922–925. 

https://doi.org/10.2991/assehr.k.211209.150 

Li, M., Wang, Q., & Cao, Y. (2022). Understanding Consumer Online Impulse 

Buying in Live Streaming E-Commerce: A Stimulus-Organism-Response 

Framework. International Journal of Environmental Research and Public 

Health, 19(7). https://doi.org/10.3390/ijerph19074378 

Li Yan a, K. B. M. (2022). The motivational dynamics of arousal and values in 

promoting sustainable behavior: A cognitive energetics perspective. 

International Journal of Research in Marketing. 

https://doi.org/10.1016/j.ijresmar.2022.12.004 

Lidwina, F., Sindoro, Y., & Ratna, S. (2022). Pengaruh Sanctification Terhadap 

Kepuasan Pernikahan: Peran Mediasi Oleh Positive Dyadic Coping. 39–46. 

Lo, P. S., Dwivedi, Y. K., Wei-Han Tan, G., Ooi, K. B., Cheng-Xi Aw, E., & Metri, 

B. (2022a). Why do consumers buy impulsively during live streaming? A deep 

learning-based dual-stage SEM-ANN analysis. Journal of Business Research, 

147(April), 325–337. https://doi.org/10.1016/j.jbusres.2022.04.013 

Lo, P. S., Dwivedi, Y. K., Wei-Han Tan, G., Ooi, K. B., Cheng-Xi Aw, E., & Metri, 

B. (2022b). Why do consumers buy impulsively during live streaming? A deep 



 

77 

learning-based dual-stage SEM-ANN analysis. Journal of Business Research, 

147(April), 325–337. https://doi.org/10.1016/j.jbusres.2022.04.013 

Malhotra, N. K. (2010). Marketing Research an apllied orientation (6th ed.). 

Pearson. 

Min, Y., & Tan, C. C. (2022). A Stimulus-Organism-Response ( S-O-R ) Framework 

for Live Streaming Commerce with a Socio-Technical Perspective. 5(4), 118–

140. 

Ming, J., Jianqiu, Z., Bilal, M., Akram, U., & Fan, M. (2021). How social presence 

influences impulse buying behavior in live streaming commerce? The role of 

S-O-R theory. International Journal of Web Information Systems, 17(4), 300–

320. https://doi.org/10.1108/IJWIS-02-2021-0012 

Muktaf, Z. M. (2016). Paradigma Klasik dan Paradigma Alternatif dalam sebuah 

Penelitian. Repossitory Universitas Muhammadiyah Yogyakarta, 2013, 1–5. 

Rosyida, S., & Anjarwati, A. L. (2016). Pengaruh Store Atmosfer Dan Promosi 

Penjualan Terhadap Pembelian Impulsif Dengan Emosi Positif Sebagai 

Variabel Intervening. Jurnal Riset Ekonomi Dan Manajemen, 16(1), 105. 

https://doi.org/10.17970/jrem.16.160107.id 

Situmorang, M. K. (2018). Pengaruh Kesenangan (Pleasure), Kegairahan (Arousal) 

Dan Dominasi (Dominance) Terhadap Pembelian Tidak Terencana (Studi …. 

Jurnal Regionomic, 1–9. 

http://portaluniversitasquality.ac.id:5388/ojssystem/index.php/REGIONOMI

C/article/view/134 

Song, C., & Liu, Y. (2021). The Effect of Live-Streaming Shopping on The 

Consumer’s Perceived Risk and Purchase Intention in China. 1–18. 

Srivastava, Shirish C. Chandra, S. (2018). Social presence in virtual world 

collaboration: an uncertainty reduction perspective using a mixed methods 

approach. MIS Quarterly, 42. 

https://doi.org/https://doi.org/10.25300/MISQ/2018/11914 



 

78 

Sugiyono. (2009). Metode Penelitian Kuantitatif Kualitatif dan R&D. 

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

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

of Business and Banking, 11(2), 251. https://doi.org/10.14414/jbb.v11i2.2733 

Waluyo, M. (2016). Mudah Cepat Tepat Penggunaan Tools Amos Dalam Aplikasi 

Penerbit Upn Veteran. UPN Jatim Repository, 130. 

Wang, X., Chen, S., Wang, X., Li, X., Chen, S., Guo, M., & Huang, D. (2022). 

Association for Information Systems AIS Electronic Library ( AISeL ) 

Research on the Influence of E-commerce Live Streaming on Consumers ’ 

Purchase Intention —— Based on SOR Theory Research on the Influence of 

E-commerce Live Streaming on Consumers ’ Purc. 

Wang, Y., Lu, Z., Cao, P., Chu, J., Wang, H., & Wattenhofer, R. (2022). How Live 

Streaming Changes Shopping Decisions in E-commerce: A Study of Live 

Streaming Commerce. Computer Supported Cooperative Work: CSCW: An 

International Journal, 0123456789, 701–729. https://doi.org/10.1007/s10606-

022-09439-2 

Wells, J. D., Parboteeah, D. V., & Valacich, J. S. (2011). Online impulse buying: 

Understanding the interplay between consumer impulsiveness and website 

quality. Journal of the Association for Information Systems, 12(1), 32–56. 

https://doi.org/10.17705/1jais.00254 

Xu, X., Wu, J. H., & Li, Q. (2020). What drives consumer shopping behavior in 

live streaming commerce? Journal of Electronic Commerce Research, 21(3), 

144–167. 

Yuanyuan Guo a, Kexin Zhang b, C. W. c. (2021). Way to success: Understanding 

top streamer’s popularity and influence from the perspective of source 

characteristics. Journal of Retailing and Consumer Services, 64. 

https://doi.org/10.1016/j.jretconser.2021.102786 

 



 

79 

Zhang, X., Cheng, X., & Huang, X. (2022). “Oh, My God, Buy It!” Investigating 

Impulse Buying Behavior in Live Streaming Commerce. International Journal 

of Human-Computer Interaction, 7, 1377–1383. 

https://doi.org/10.1080/10447318.2022.2076773 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


