
65 
 

DAFTAR PUSTAKA 

 

Aday, J. B., & Phelan, K. V. (2015). Competitive advantage or market saturation: An 

in-depth comparison of flash-sale sites through content analysis. Journal of 

Hospitality Marketing & Management, 24(3), 287-313. 

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), 192-195. 

Andarini, S. (2021). Pengaruh flash sale dan cashback terhadap perilaku impulse 

buying pada pengguna shopee. Jurnal Bisnis Dan Kajian Strategi 

Manajemen, 5(1). 

Belch, George E., Belch, Michal, A. (2020). Advertising and Promotion: An Integrated 

Marketing Communication Perspective, 12 th Edition. New York: Pearson 

Education 

Chen, T. Y., Yeh, T. L., & Wang, Y. J. (2021). The drivers of desirability in scarcity 

marketing. Asia Pacific Journal of Marketing and Logistics, 33(4), 924-944.  

Chen, C. C., & Lin, Y. C. (2018). What drives live-stream usage intention? The 

perspectives of flow, entertainment, social interaction, and 

endorsement. Telematics and Informatics, 35(1), 293-303. 

Chin, W. W. (1998). The Partial Least Squares Aproach to Structural Equation 

Modeling. Modern Methods for Business Research, 295, 336  

Dan, C. (2014). Electronic commerce: state-of-the-art. American Journal of Intelligent 

Systems, 4(4), 135-141.World Trade Organization. (2018) Electronic 

commerce. [Online]. Available: https://www.wto.org/english/thewto e/ 

minist e/mc11 e/briefing notes e/bfecom e.htm 

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

Impulsive Buying Konsumen Marketplace. Journal of Economic Education 

and Entrepreneurship Studies, 1(2), 58-64. 

Geng, X. R., & Hao, Z. R. (2021). E-commerce direct marketing system architecture 

from the perspective of retail digital transformation. J. Commer. Econ, 13, 

79-82. 

Ghozali, I. (2016) Aplikasi Analisis Multivariete Dengan Program IBM SPSS 23. Edisi 

8. Semarang: Badan Penerbit Universitas Diponegoro.  

https://www.wto.org/english/thewto%20e/%20minist%20e/mc11%20e/briefing%20notes%20e/bfecom%20e.htm
https://www.wto.org/english/thewto%20e/%20minist%20e/mc11%20e/briefing%20notes%20e/bfecom%20e.htm


66 
 

Gierl, H., Plantsch, M., & Schweidler, J. (2008). Scarcity effects on sales volume in 

retail. International Review of Retail, Distribution and Consumer Research, 

18(1), 45-61 

Global Web Index, The ecommerce trends to know in 2019. 2019. Diakses pada  29 

Januari 2024. https://www.gwi.com/reports/commerce-2019  

Gong, X., Ye, Z., Liu, K., & Wu, N. (2020). The effects of live platform exterior design 

on sustainable impulse buying: Exploring the mechanisms of self-efficacy 

and psychological ownership. Sustainability, 12(6), 2406. 

Guven, H. (2020). Industry 4.0 and marketing 4.0: in perspective of digitalization and 

E-Commerce. In Agile Business Leadership Methods for Industry 4.0 (pp. 

25-46). Emerald Publishing Limited. 

 

Hair, Jr., Joseph F., et. al. (2011). Multivariate Data Analysis. Fifth Edition. New 

Jersey: PrenticeHall, Inc. 

 

Hashmi, H., Attiq, S., & Rasheed, F. (2019). Factors affecting online impulsive buying 

behavior: A stimulus organism response model approach. Market 

forces, 14(1).  

 

Hilvert-Bruce, Z., Neill, J.T., Sj€oblom, M. and Hamari, J. (2018), “Social motivations 

of live-streaming viewer engagement on twitch”, Computers in Human 

Behavior, Vol. 84, pp. 58-67. 

 

Kannan, N., Babu, K., Hu, Y. J., & Narasimhan, S. (2016). Social Media, Flash 

Sales,  and the Maker Movement: An Empirical Analysis.  

  

Kotler, P., Kartajaya, H., & Setiawan, I. (2019). Marketing 3.0: From products to 

customers to the human spirit (pp. 139-156). Springer Singapore. 

  

Liu, X., Zhou, Y. W., Shen, Y., Ge, C., & Jiang, J. (2021). Zooming in the impacts of 

merchants’ participation in transformation from online flash sale to mixed 

sale e-commerce platform. Information & Management, 58(2), 103409. 

  

Lee I, Lee K (2012) Social shopping promotions from a social merchant’s perspective. 

Business Horizons 55: 441-451.  

Manzoor, A. (2010). E-commerce: an introduction. Amir Manzoor. 

 

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

influences impulse buying behavior in live streaming commerce? The role 

https://www.gwi.com/reports/commerce-2019


67 
 

of SOR theory. International Journal of Web Information Systems, 17(4), 

300–320. 

McLeod Pearson. 2008. Sistem Informasi Manajemen. Salemba. Jakarta.  

Palazon, M., & Delgado‐Ballester, E. (2009). Effectiveness of price discounts and 

premium promotions. Psychology & Marketing, 26(12), 1108-1129. 

  

Piccoli G, Dev C (2012) Emerging marketing channels in hospitality: A global study 

of internet-enabled flash sales and private sales. Cornell Hospitality Report 

12: 4-19. 

 Rahma, N. A., Dirgantara, I. M. B., & Almadana, A. V. A. (2022). Analisis pengaruh 

pesan kelangkaan dan live commerce terhadap perilaku pembelian impulsif 

(Studi Empiris Pada Mahasiswa Pelanggan Marketplace Shopee di Kota 

Semarang). Diponegoro Journal of Management, 11(5). 

Rook, D. W. (1987). The Buying Impulse. Journal of Consumer Research, 189-197  

 

Santini, F. D. O., Sampaio, C. H., Perin, M. G., & Vieira, V. A. (2015). An analysis of 

the influence of discount sales promotion in consumer buying intent and the 

moderating effects of attractiveness. Revista de Administração (São Paulo), 

50, 416-431. 

  

Sigala, M. (2013). A framework for designing and implementing effective online 

coupons in tourism and hospitality. Journal of Vacation Marketing. 19: 165-

180. 

  

Sudiatmika, I. M. A., & Purwanti, P. A. P. (2020). The effect of Fintech transactions, 

e-commerce, and human resources quality on the competitiveness of small 

medium apparel industries in Denpasar City. American Journal of 

Humanities and Social Sciences Research (AJHSSR), 4(3), 184-192. 

  

Suhyar, S. V., & Pratminingsih, S. A. (2023). Pengaruh live streaming dan trust 

terhadap impulsive buying dalam pembelian produk skincare skintific. 

Management Studies and Entrepreneurship Journal (MSEJ), 4(2), 1427-

1438. 

Sundjaja, A. M., Arisanto, G. V., & Fatimah, S. (2020). The Determinant Factors of E-

Commerce Usage Behavior During Flash Sale Program. CommIT 

(Communication and Information Technology) Journal, 14(2), 65-72. 

Taufik, A. M. I. (2020). Pengaruh Persepsi Harga, Keterlibatan Produk, dan Tekanan 

Waktu terhadap Minat Beli Flash Sale di Shopee. In Prosiding Industrial 

Research Workshop and National Seminar (Vol. 11, No. 1, pp. 1022-1029). 

Varmaat, S. C. (2007). Discovering Computers: Menjelajah Dunia Komputer 

Fundamental Edisi 3. Jakarta: Salemba Infotek. 



68 
 

Vakeel, K. A., Sivakumar, K., Jayasimha, K. R., & Dey, S. (2018). Service failures 

after online flash sales: role of deal proneness, attribution, and emotion. 

Journal of Service Management, 29(2), 253-276. 

World Trade Organization. World Trade Report 2018. 2018. Diakses pada 8 Februari 

2024. 

https://www.wto.org/english/res_e/publications_e/world_trade_report18_e.

pdf  

 

Zhang, M., Zhang, J., Cheng, T. C. E., & Hua, G. (2018). Why and how do branders 

sell new products on flash sale platforms? European Journal of Operational 

Research, 270(1), 337-351. 

  

Zhang, X., Xiang, Y., & Hao, L. (2019). Virtual gifting on China’s live streaming 

platforms: Hijacking the online gift economy. Chinese Journal of 

Communication, 12(3), 340-355. 

Zhang, Z., Zhang, N., & Wang, J. (2022). The influencing factors on impulse buying 

behavior of consumers under the mode of hunger marketing in live commerce. 

Sustainability, 14(4), 2122. 

 

  

https://www.wto.org/english/res_e/publications_e/world_trade_report18_e.pdf
https://www.wto.org/english/res_e/publications_e/world_trade_report18_e.pdf

