DAFTAR PUSTAKA

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

Albert Mehrabian & James A. Russell. (1974). An Approach to Environmental
Psychology. The MIT Press.

Asosiasi Penyelenggara Jasa Internet Indonesia (APJII). (2025). Survei Penetrasi
Internet dan Perilaku Penggunaan Internet Indonesia 2025.

Badan Pusat Statistik. (2025). Statistik Telekomunikasi Indonesia 2024.

Bartels, D. M., & Parker, J. R. (2015). On the Mental Accounting of Restricted-Use
Funds: How Gift Cards Change What People Purchase NICHOLAS
REINHOLTZ.

Beatty, S. E., & Ferrell, M. E. (1998). Impulse Buying: Modeling Its Precursors.

Chen, W. K., Chen, C. W., & Lin, Y. C. (2023). Understanding the influence of
impulse buying toward consumers’ post-purchase dissonance and return
intention: an empirical investigation of apparel websites. Journal of Ambient
Intelligence and ~ Humanized =~ Computing, 14(11), 14453-14466.
https://doi.org/10.1007/s12652-020-02333-z

Creswell, J. W. ,. (2024). RESEARCH DESIGN Qualitative, Quantitative,
and Mixed Methods Approaches (J. D. Creswell, Ed.; 6th ed.).

Deepa, C., Chandana, C., Drakshavali, D., Vaishnavi, D., Prasad, N. I., Kumari, P.
S., & Rohan, R. (2025). INTERNATIONAL JOURNAL OF PROGRESSIVE
RESEARCH IN ENGINEERING MANAGEMENT AND SCIENCE
(IJPREMS) (Int Peer Reviewed CONSUMER BEHAVIOR TOWARDS
ONLINE SHOPPING. In Journal Of Progressive Research In Engineering
Management And Science (Vol. 05).
www.ijprems.comSorcidid:https://orcid.org/0009-0009-5548-

5088, 7orcidid:https://orcid.org/0009-0003-7547-
81567orcidid:https://orcid.org/0000-0001-8418-5767

Dennis W. Rook. (1987). The Buying Impulse . The Journal of Consumer Research
, 14, 189—-199.

Donovan & Rossiter. (1982). Store Atmosphere: An Environmental Psychology
Approach. Journal of Retailing, 58.

156



157

Ekonomi Digital Indonesia Tetap ‘Ngacir.” (2023, January). Komdigi.
https://www.komdigi.go.id/berita/artikel/detail/ekonomi-digital-indonesia-
tetap-ngacir

Eroglu, S. A., Machleit, K. A., & Davis, L. M. (2001). Atmospheric qualities of
online retailing A conceptual model and implications. In Journal of Business
Research (Vol. 54).

GoodStats. (2023, January). Produk Fashion Jadi Produk yang Paling Banyak
Dibeli di Online Shop. GoodStats.

Google Indonesia. (2025). e-Conomy SEA 2025: Ekonomi digital Indonesia
mendekati GMV $100 miliar tahun ini. Google Indonesia.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). MULTIVARIATE
DATA ANALYSIS EIGHTH EDITION. www.cengage.com/highered

Hou, L., Hsueh, S. C., & Zhang, S. (2021). Digital Payments and Households’
Consumption: A Mental Accounting Interpretation. Emerging Markets
Finance and Trade, 57(7), 2079-2093.
https://doi.org/10.1080/1540496X.2021.1887727

Huebner, J., Fleisch, E., & Tlic, A. (2020). Assisting mental accounting using
smartphones: Increasing the salience of credit card transactions helps
consumer reduce their spending. Computers in Human Behavior, 113.
https://doi.org/10.1016/j.chb.2020.106504

Imam Suhartadi. (2025, July). Tingginya Angka RTS Masih Jadi Tantangan E-
commerce di RI. Investor.Id.

Ita Wahyu Lestari. (2025, August). Daftar E-commerce Paling Sering Diakses
2025, Shopee Masih Juara. GoodStats.

Janakiraman, N., Syrdal, H. A., & Freling, R. (2016a). The Effect of Return Policy
Leniency on Consumer Purchase and Return Decisions: A Meta-analytic
Review. Journal of Retailing, 92(2), 226-235.
https://doi.org/10.1016/j.jretai.2015.11.002

Janakiraman, N., Syrdal, H. A., & Freling, R. (2016b). The Effect of Return Policy
Leniency on Consumer Purchase and Return Decisions: A Meta-analytic
Review. Journal of Retailing, 92(2), 226-235.
https://doi.org/10.1016/j.jretai.2015.11.002

Kahneman, D., & Tversky, A. (1979). Accessibility support: If you experience
accessibility issues with this file, report them here Prospect Theory: An
Analysis  of  Decision under  Risk (Vol. 47, Number 2).
https://about.jstor.org/terms



158

Kathuria, A., & Bakshi, A. (2025). Unveiling the dynamics that shape online
impulse buying behavior. Journal of Research in Interactive Marketing, 19(5),
770-786. https://doi.org/10.1108/JRIM-03-2024-0147

Lamis, S. F., Handayani, P. W., & Fitriani, W. R. (2022). Impulse buying during
flash sales in the online marketplace. Cogent Business and Management, 9(1).
https://doi.org/10.1080/23311975.2022.2068402

Lee, C. Y., & Morewedge, C. K. (2023). Mental accounting of product returns.
Journal of Consumer Psychology, 33(3), 583-590.
https://doi.org/10.1002/jcpy.1354

Li, M., Choudhury, A. H., & Du, J. (2026). Impact of impulse buying on product
return in online shopping. Journal of Retailing and Consumer Services, 89.
https://doi.org/10.1016/j.jretconser.2025.104608

Martaleni, M., Hendrasto, F., Hidayat, N., Dzikri, A. A., & Yasa, N. N. K. (2022).
Flash sale and online impulse buying: Mediation effect of emotions.
Innovative Marketing, 18(2), 49-59.
https://doi.org/10.21511/im.18(2).2022.05

Masa Depan Ekonomi Digital Indonesia, Strategi Menuju 2030. (2024, August).
Komdigi. https://www.komdigi.go.id/berita/ekonomi-digital/detail/masa-
depan-ekonomi-digital-indonesia-strategi-menuju-2030

Ngo, T. T. A., Nguyen, H. L. T., Nguyen, H. P., Mai, H. T. A.,, Mai, T. H. T., &
Hoang, P. L. (2024). A comprehensive study on factors influencing online
impulse buying behavior: Evidence from Shopee video platform. Heliyon,
10(15). https://doi.org/10.1016/j.heliyon.2024.e35743

Philip Kotler & Gary Armstrong. (2018). Principles of Marketing 17¢ Global
Edition (17th ed.).

PROF. DR. SUGIYONO. (2023). METODE PENELITIAN KUANTITATIF,
KUALITATIF, DAN R&D (M. Dr. Ir. Sutopo. S.Pd, Ed.; 5th ed.). ALFABETA

Rafdinal, W., Hardiyanto, N., & Juniarti, C. (2025). Introducing the cognitive
impulse model: a cognitive framework for impulse buying behavior in flash

sale live streaming. International Journal of Quality and Service Sciences.
https://doi.org/10.1108/1JQSS-07-2025-0161

Shopee. (2026). Flash Sale Shopee.

Shopee. (2026). Tentang Pengembalian Barang/Dana.



159

Silva, E. M., Moreira, R. de L., & Bortolon, P. M. (2023). Mental Accounting and
decision making: a systematic literature review. Journal of Behavioral and
Experimental Economics , 107. https://doi.org/10.1016/j.socec.2023.102092

Skwara, F. (2023). Effects of mental accounting on purchase decision processes: A
systematic review and research agenda. In Journal of Consumer Behaviour
(Vol. 22, Number 5, pp. 1265-1281). John Wiley and Sons Ltd.
https://doi.org/10.1002/cb.2193

Solomon, M. R. (2020). Consumer Behavior Buying, Having, and Being Thirteenth
Edition. www.pearson.com/mylab/marketing

Sussman & O’Brien. (2016). Knowing When to Spend: Unintended Financial
Consequences of Earmarking to Encourage Savings. Journal of Marketing
Research, LIII.

Thaler, R. H. (1999). Mental Accounting Matters.

Tversky, A., & Kahneman, D. (1991). LOSS AVERSION IN RISKLESS CHOICE:
A REFERENCE-DEPENDENT MODEL*.

Uma Sekaran and Roger Bougie. (2016). Research Methods for Business A Skill-
Building Approach Seventh Edition (7th ed.).

Verplanken, B., & Sato, A. (2011). The Psychology of Impulse Buying: An
Integrative Self-Regulation Approach. Journal of Consumer Policy, 34(2),
197-210. https://doi.org/10.1007/s10603-011-9158-5

Wang, Y., Yu, B., & Chen, J. (2025). Factors affecting customer intention to return
in online shopping: the roles of expectation disconfirmation and post-purchase
dissonance.  Electronic =~ Commerce  Research, 25(4), 2729-2763.
https://doi.org/10.1007/s10660-023-09769-3

Wu, Y., Xin, L., Li, D., Yu, J., & Guo, J. (2021). How does scarcity promotion lead
to impulse purchase in the online market? A field experiment. Information and
Management, 58(1). https://doi.org/10.1016/j.im.2020.103283

Zhang, C. Y., & Sussman, A. B. (2018). Perspectives on mental accounting: An
exploration of budgeting and investing. In Financial Planning Review (Vol. 1,
Numbers 1-2). John Wiley and Sons Inc. https://doi.org/10.1002/cfp2.1011



