DAFTAR PUSTAKA

Adisel, D., & Prananosa, A. G. (2020). Penggunaan Teknologi Informasi dan
Komunikasi dalam Sistem Manajemen Pembelajaran pada Masa Pandemi Covid
19. Journal Of Administration and Educational Management (ALIGNMENT),
3(1), 1-10. https://doi.org/10.31539/alignment.v3il1.1291

Afif, M. (2020). Pengaruh Motivasi Belanja Hedonis , Gaya Hidup Berbelanja dan
Promosi Penjualan terhadap Pembelian Impulsif pada Konsumen Shopee ID
Pertumbuhan Pengguna Internet. 2, 34-50.

Amri, A. D., Fattahillah, A. Al, Amanda, C., Putri, H. T. M., Adila, N., & Alkautsar,
P. S. (2023). Pengaruh Penggunaan Paylater terhadap Sikap Konsumtif
Mahasiswa Universitas Jambi dalam Perspektif Ekonomi Islam. Jurnal limiah
Universitas Batanghari Jambi, 23(2), 2217.
https://doi.org/10.33087/jiubj.v23i1.3168

Arnold, M. J., & Reynolds, K. E. (2003). Hedonic shopping motivations. 79, 77-95.
https://doi.org/10.1016/S0022-4359(03)00007-1

Babin, B., Darden, W. R., & Griffin, M. (1994). Utilitarian Shopping Value. 20(March
1994), 644-656.

Baumeister, R. O. Y. F. (2002). Reflections and Reviews Yielding to Temptation : Self-
Control Failure , Impulsive Purchasing , and Consumer Behavior. 28(4), 670—
676.

Black, W. C., Ostlund, L. E., Westbrook, R. A., Black, W. C., Ostlund, L. E., &
Westbrook, R. A. (1985). Spatial Demand Models in an Intrabrand Context.
Journal of Marketing, 49(3), 106-113.

Bloch, P., Peter, H., & Nancy, M. (2017). Shopping Motives , Emotional States , and
Retail Outcomes. January 1990.

Chakraborty, S., & Soodan, V. (2019). Examining Utilitarian and Hedonic Motivations
in Online Shopping in India : Moderating Effect of Product Browsing Behavior.
July.

Chandon, P., Wansink, B., & Laurent, G. (2000). A Benefit Congruency Framework of
Sales Promotion Effectiveness. 64(4), 65-81.

Christy, Y. (2018). Pengaruh Komitmen Organisasional Dan Budaya Organisasi
Terhadap Organizational Citizenship Behaviour. Jurnal Akuntansi Maranatha,
10(November), 199-211.

Davis, D. (1989). Perceived Usefulness , Use , and User Acceptance of. MIS Quarterly,



September, 319-340.

Effendi. (2020). Pengaruh Promosi Penjualan , Electronic Word Of Mouth Dan
Hedonic Shopping Motivation Terhadap Pembelian Impulsif Pada Aplikasi
Shopee. 17(02), 22-31.

Fauziah, & Naomi. (2022). Fenomena Belanja Online : Kasus Pengguna Fitur Shopee
Paylater. 2(2), 31-45.

Hanggono, A. A. (2015). “Analisis Atas Praktek Tam (Technology Acceptance Model)
Dalam Mendukung Bisnis Online Dengan Memanfaatkan Jejaring Sosial
Instagram.” Jurnal Administrasi Bisnis S1 Universitas Brawijaya, 26(1), 1-9.

Harmon, N. dan. (2016). Faktor Penentu Perilaku Impulsive Buying Pada Fashion
Business Di Kota Bandung Oleh: Novia MH & Harmon Politeknik Negeri
Bandung. 2(3), 121-133.

Hidayanti, E., Widjayanti, R., Paramita, D., Tinggi, S., Ekonomi, I., & Gama, W.
(2014). Pengaruh Good Corporate Governance Terhadap Praktik. 4(2), 1-16.

Hursepuny, C. V., Oktafani, F., Bisnis, P. A., Komunikasi, F., & Telkom, U. (2018).
Pengaruh Hedonic Shopping Motivation Dan Shopping Lifestyle Terhadap
Impulse Buying Pada Konsumen Shopee _ Id The Influence Of Hedonic Shopping
Motivation And Shopping Lifestyle On Impulse Buying At Consumers Shopee _
Id. EProceedings of Management, 5(1), 1041-1048.

lImiyah dan Krishernawan, 2020). (2020). Pengaruh Ulasan Produk, Kemudahan,
Kepercayaan, Dan Harga Terhadap Keputusan Pembelian Pada Marketplace
Shopee Di Mojokerto. 6(June), 31-42.

Kosyu, D. A. (2014). Pengaruh Hedonic Shopping Motives Terhadap Shopping
Lifestyle dan Impulse Buying ( Survei pada Pelanggan Outlet Stradivarius di
Galaxy Mall Surabaya ). 14(2), 1-7.

Kotler, P. (2001). Marketing Management , Millenium Edition. Prientace-Hall., Inc..

Kurnia, R. (2021). The Effect of Online Shopping and E-Wallet on Consumer Impulse
Buying. 3, 231-242. https://doi.org/10.21776/ub.apmba.2021.009.03.3

Kusuma, G. W., Idrus, S., & Djazuli, A. (2013). The Influence of Hedonic Shopping
Motivations on Buying Decision with Gender as Dummy Variable : ( A Study on
Consumers at the Hardy * s Mall Singaraja , Buleleng Regency , Indonesia ).
European Journal of Business and Managemen, 5(31), 241-247.

Michael, G. (2022). Peluang dan potensi berbisnis stiker. Prosiding Working Papers
Series In Management, 14, 403—421. https://doi.org/10.25170/wpm.v14i2.4174

Mothersbaugh, H. dan. (2010). Building Marketing Strategy Consumer Behavior.



Mowen, & Minor. (2002). Perilaku Konsumen. Jakarta : Erlangga, 16-38.

Muruganantham, G., & Bhakat, R. S. (2015). A Review of Impulse Buying Behavior A
Review of Impulse Buying Behavior. April 2013.
https://doi.org/10.5539/ijms.v5n3p149

Nasution, L. M. (2017). Statistik Deskriptif. 14(1), 49-55.

Nguyen, T. T., Nguyen, T. D., & Barrett, N. J. (2007). Hedonic Shopping Motivations,
Supermarket Attributes, and Shopper Loyalty in Transitional Markets — Evidence
from Vietnam. 1-27.

Nirmalapurie, N. A. (2021). Perlindungan Hukum Bagi Para Pihak Dalam
Penggunaan Fitur Paylater Pada Aplikasi Gojek.

Oliviana, M., Mananeke, L., & Christoffel, M. (2017). Pengaruh Brand Image Dan
Wom (Word Of Mouth) Terhadap Loyalitas Konsumen Pada Rm.Dahsyat Wanea.
Jurnal EMBA, 5(2), 1081-1092.

Ozen, H., & Engizek, N. (2017). Shopping online without thinking : being emotional
or rational ? March. https://doi.org/10.1108/APJML-06-2013-0066

Park, D. (2014). Information Overload and its Consequences in the Context of Online
Consumer Information Overload and its Consequences in the Context of Online
Consumer Reviews. July.

Parsons, A. G. (2002). Non-functional motives for online shoppers : why we click.
19(5), 380-392. https://doi.org/10.1108/07363760210437614

Pramesti, A. D., & Dwiridotjahjono, J. (2022). Pengaruh Hedonic Shopping
Motivation Dan Shopping Lifestyle Terhadap Perilaku Impulse Buying Pada
Pengguna Shopee Di Surabaya. 3(5), 945-962.

Prasetia, K. (2020). Pengaruh Hedonic Shopping Motivation , Promotion , Dan
Shopping Lifestyle Terhadap Impulse Buying Pada Konsumen Shopee ( Studi
Empiris Pada Mahasiswa UM Magelang ).

Purnomo, H., & Riani, L. P. (2018). Analisis Hedonic Shopping Motives Terhadap
Impulse Buying Toko Daring pada Masyarakat Kota Kediri. Ekspektra : Jurnal
Bisnis Dan Manajemen, 2, 68-88. https://doi.org/10.25139/ekt.v2i1.719

Putri, F. A., & Iriani, S. S. (2020). Pengaruh kepercayaan dan kemudahan terhadap
keputusan pembelian menggunakan pinjaman online shopee paylater. Jurnal limu
Manajemen, 8(2019), 818-828.
https://doi.org/https://doi.org/10.26740/jim.v8n3.p818-828

Putu, N., & Risnawati, D. (2021). Peran Hedonic Shopping Motivation , Store
Atmosphere , dan Price Discount Dalam Meningkatkan Impulse Buying. 1(2),



530-540.

Rachmawati, 1. (2018). Hedonic Shopping Motivation Terhadap Impulse Buying Pada
Konsumen Tokopedia. 11(2), 59-65.

Rook, D. W., Fisher, R. J., & Fisher, R. J. (1995). Linked references are available on
JSTOR for this article: Normative Influences on Impulsive Buying Behavior.
22(3), 305-313.

Sari, R. (2021). Pengaruh Penggunaan Paylater Terhadap Perilaku Impulse Buying
Pengguna E-Commerce di Indonesia. 7(1), 44-57.

Scarpi, D. (2021). A construal-level approach to hedonic and utilitarian shopping
orientation. 261-271.

Sultan. (2012). Building consumer self-control : The effect of self-control exercises on
impulse buying urges Author (s ): Abdullah J . Sultan , Jeff Joireman and David
E ) Sprott Published by : Springer Stable URL :
https://www.jstor.org/stable/41488767 REFERENCES Link. 23(1), 61-72.
https://doi.org/10.1007/S11002-011-9135-4

Syahrum, & Salim. (2014). Metodologi Penelitian Kuantitatif. Citapustaka Media.

Tangke, N. (2004). Analisa Penerimaan Penerapan Teknik Audit Berbantuan
Komputer ( TABK ) Dengan Menggunakan Technology Acceptance Model (
TAM ) Pada Badan Pemeriksa Keuangan ( BPK ) RI. Jurnal Akuntansi Dan
Keuangan, 1(6), 10-30.

Tarantang, J., Awwaliyah, A., Astuti, M., & Munawaroh, M. (2019). Perkembangan
Sistem Pembayaran Digital Pada Era Revolusi Industri 4.0 Di Indonesia. 4, 60—
75.

Thompson, R. A. (1991). Emotional Regulation and Emotional Development (Issue
December 1991). https://doi.org/10.1007/BF01319934

To, P., Liao, C., & Lin, T. (2007). Shopping motivations on Internet : A study based on
utilitarian and hedonic value. 21, 774-787.
https://doi.org/10.1016/j.technovation.2007.01.001

Trisnawati, E., Suroso, A., & Kumorohadi, U. (2012). Analisis faktor-faktor kunci dari
niat pembelian kembali secara. 19(2), 126-141.

Wahyuni, R. S., & Setyawati, H. A. (2020). Pengaruh Sales Promotion , Hedonic
Shopping Motivation dan Shopping Lifestyle Terhadap Impulse Buying pada E-
Commerce Shopee. 2(April), 144-154.

Wulandari, W. E. (2023). Pengaruh Paylater Dan Hedonic Shopping Motivation
Terhadap Impulse Buying Dan Minat Beli Ulang. 1(4).



Yeng, H., & Leonardo, V. (2022). The Influence of the Paylater Feature on the
Consumptive Shopping Characteristics of Teenagers in Batam City. 6(2), 1-9.

Yuniarti, Y., & Syafri, R. A. (2022). The Effect of Price Promotion Time Limit on
Consumer Impulse Buying Through Situational Factors as Intervening Variables.
Atlantis Press SARL. https://doi.org/10.2991/978-2-38476-110-4

Zayusman, F., & Septrizola, W. (2019). Pengaruh Hedonic Shopping Value dan
Shopping Lifestyle Terhadap Impulse Buying pada Pelaggan Tokopedia di Kota
Padang. 01, 360-368.

Zhabrina, N., Ramlan, D., Isa, A., & Ismail, Y. L. (2022). YUME : Journal of
Management Pengaruh Penggunaan Paylater Dan Flashsale Terhadap Perilaku
Impulse Buying Pada Pengguna Shopee ( Studi pada Mahasiswa Pengguna
Shopee Jurusan Manajemen Universitas Negeri Gorontalo ). 5(3), 358-363.
https://doi.org/10.2568/yum.v5i3.3067



