
 

 101 

DAFTAR PUSTAKA 

Agarwal, V., Manthanam, A., Saini, G., Sanghvi, H., & Patel, K. 2022. Impact of Content, 
Context, and Creator on user engagement on Instagram. International Journal for 
Multidisciplinary Research, 4(6). www.ijfmr.com 

 
Aldhama, P. 2022. Pengaruh  Review dan Affiliate Marketing Produk Marketplace terhadap 

Impulse Buying Konsumen dalam Perspektif Ekonomi Islam. Uiversitas Islam Negri 
Raden Intan Lampung. 

 
Andriany, D., & Arda, M. 2019. Pengaruh Media Sosial Terhadap Impulse Buying Pada 

Generasi Millenial. PROSDING. 
 
Andriyanti, E., & Farida, S. N. 2022. Pengaruh Viral Marketing Shopee Affiliate, Kualitas 

Produk, Dan Harga Terhadap Minat Beli Konsumen Shopee Indonesia (Studi Pada 
Generasi Z Pengguna Tiktok Di Sidoarjo). Jurnal Ilmiah Ekonomi Dan Bisnis 
Universitas Multi Data Palembang, 11. 

 
Annisa, F. N., & Apriyana, N. 2025. Pengaruh Fitur TikTok Affiliate terhadap Pembelian 

Impulsif pada Produk Fast Fashion. Jurnal Bisnis Mahasiswa, 5(2), 578–587. 
https://doi.org/10.60036/jbm.598 

 
Arifianti, R., & Gunawan, W. 2021. Perilaku Impulse Buying dan Interaksi Sosial dalam 

Pembelian di Masa Pandemi. Jurnal Penelitian Dan Penelitian Sosiologi, 5(1), 44. 
 
Arsita, N., & Sanjaya, V. F. 2021. Pengaruh Gaya Hidup dan Trend Fashion terhadap 

Keputusan Pembelian Online Produk Fashion pada Media Sosial Instagram. Jurnal 
Ilmu Manajemen Saburai, 07(02), 2021. 

 
Ashrianto, P. D., & Yustitia, S. 2020. The Use of Social Media in Searching for Information 

about Papua. Jurnal The Messenger, 12(2), 122. 
https://doi.org/10.26623/themessenger.v12i2.1939 

 
Avornyo, P., Fang, J., Odai, R. O., Vondee, J. Ben, & Nartey, M. N. 2021. Factors Affecting 

Continuous Usage Intention of Mobile Banking in Tema and Kumasi. International 
Journal of Business and Social Science, 10(3). https://doi.org/10.30845/ijbss.v10n3p11 

 
Batae, M. M. 2019. Pengaruh Media Sosial Terhadap Keputusan Pembelian Di Toko Kaos 

Nias Gunungsitoli. Jurnal Ekonomi & Ekonomi Syariah, 2(2). 
 
Berliani, A., & Citra, A. 2022. Comedy Content Creation of COVID-19 Awareness on 

@arditerwandha’s Social Media Platform. Jurnal Ilmu Komunikasi, 5(2). 
https://doi.org/10.33021/exp.v5i2.4336 



 

 

102 

 
Chawla, Y., & Chodak, G. 2021. Social media marketing for businesses: Organic 

promotions of web-links on Facebook. Journal of Business Research, 135, 49–65. 
https://doi.org/10.1016/j.jbusres.2021.06.020 

 
Christanti Kwan, M., Studi Manajemen Pemasaran, P., & Ubaya, P. 2023. The Use of 

TikTok Affiliate Marketing for e-Commerce and Online Business. 1(1). https://e-
journal.naureendigition.com/index.php/mj 

 
DataIndonesia.id. 2023, September 4. Pengguna E-commerce RI Diproyeksi Capai 196,47 

Juta pada 2023. Retrieved from DataIndonesia.id: https://dataindonesia.id/ekonomi-
digital/detail/pengguna-ecommerce-ri-diproyeksi-capai-19647-juta-pada-2023 

 
Debora, N., & Setiobudi, A. 2024. Faktor-faktor Yang Mempengaruhi Impulse Buying 

Dengan Emosi Positif Sebagai Variabel Mediasi. JURNAL EKONOMI DAN BISNIS, 
22(1). https://jurnal.ubd.ac.id/index.php/ds 

 
Deborah, I., Oesman, Y. M., & Yudha, R. T. B. 2022. Social media and impulse buying 

behavior: The role of hedonic shopping motivation and shopping orientation. Jurnal 
Manajemen Maranatha, 22(1), 65–82. https://doi.org/10.28932/jmm.v22i1.5450 

 
Dewi Pratama, S. 2023. Pengaruh Online Costumer Review, Harga, dan Affiliate Marketing 

terhadap Pembelian Implusif Konsumen Fashion pada Pengguna Tiktok di Banyumas. 
UNIVERSITAS ISLAM NEGERI PROF. K.H. SAIFUDIN ZUHRI PURWOKERTO. 

 
Diana Sari, I., & Dwijayati Patrikha, F. 2021. Pengaruh e-gaya hidup, trend fashion, dan 

customer experience terhadap impulse buying produk fashion konsumen. 
AKUNTABEL, 18(4), 2021–2683. 
http://journal.feb.unmul.ac.id/index.php/AKUNTABEL 

 
Dianda, A., & Pandin, M. G. R. 2021. E-Commerce in Strengthening The Economy During 

The Covid-19 Pandemic: A Historical Review. Jurnal Ekonomi & Bisnis 
JAGADITHA, 8(2), 179–186. https://doi.org/10.22225/jj.8.2.2021.179-186 

 
Do, H. N., Shih, W., & Ha, Q. A. 2020. Effects of mobile augmented reality apps on impulse 

buying behavior: An investigation in the tourism field. Heliyon, 6(8). 
https://doi.org/10.1016/j.heliyon.2020.e04667 

 
Dwi, A., Sutarman, Y., Oxcygentri, O., Kusumaningrum, R., Karawang, S., Komunikasi, D. 

I., Singaperbangsa, U., & Abstract, K. 2022. Pengaruh Unggahan Dari Content Creator 
Program Afiliasi E-Commerce Shopee Terhadap Minat Beli (Analisis Regresi Linear 
Berganda pada Konsumen Shopee Indonesia di media sosial Instagram). Jurnal Ilmiah 



 

 

103 

Wahana Pendidikan, Desember, 2022(23), 70–80. 
https://doi.org/10.5281/zenodo.7388329 

 
Dwi Karina, N., Darmansyah, Awwalludin, D., & Samsul Bakhri, A. 2023. Pengaruh 

Affiliate Marketing Dalam Peningkatan Penjualan Pada Belanja Online Terhadap 
Perilaku Konsumen. LPPM STMIK ROSMA / Prosiding Seminar Nasional : Inovasi 
& Adopsi Teknologi. 

 
Fadli Prathama, M., Irfansyah Putra, R., Dahroni, A., & Putra, E. 2021. Penerapan Metode 

Pemasaran Affiliate Pada Digital Marketing Sistem Informasi Penerimaan Mahasiswa 
Baru. Jurnal INTEK, 4(1). 

 
Firmandani, W., Sya’bania, A. F., Abdani, F., & Madani, E. 2021. Analysis of Indonesian 

Consumer Online Shopping Behavior During the Covid-19 Pandemic: A Shopee Case 
Study. In THE INTERNATIONAL JOURNAL OF BUSINESS REVIEW (THE JOBS 
REVIEW (Vol. 4, Issue 2). https://databoks.katadata.co.id/, 

 
Godara Goswami Ganesh Dutta Sanatan, R. 2021. E-commerce Trends Post COVID-19. 

QUARTERLY BI-LINGUAL RESEARCH JOURNAL, 8(29), 187–192. 
https://www.researchgate.net/publication/360928410  

 
GoodStats. 2024. 10 Negara dengan Pengguna Tiktok Terbesar. 

https://data.goodstats.id/statistic/10-negara-dengan-pengguna-tiktok-terbesar-
indonesia-urutan-berapa-xFOgI. 

 
Hanaysha, J. R. 2022. Impact of social media marketing features on consumer’s purchase 

decision in the fast-food industry: Brand trust as a mediator. International Journal of 
Information Management Data Insights, 2(2). 
https://doi.org/10.1016/j.jjimei.2022.100102 

 
Hair Jr, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. 2010. Multivariate data analysis. 

In Multivariate data analysis(pp. 785-785). 
 
Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. 2023. Partial 

Least Squares Structural Equation Modeling ( PLS-SEM ) Using R (1sted.). 
Switzerland: Springer Cham. https://doi.org/https://doi.org/10.1007/978-3-03080519-
7 

 
Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. 2019. When to Use and How to Report 

The Results of PLS-SEM. European Business Review, 31(1), 2–24. 
https://doi.org/10.1108/EBR-11-2018-0203 

 



 

 

104 

Hair, J., Kuppelwieser, V., & Sarstedt, M. 2014. Partial Least Squares Structural Equation 
Modeling ( PLS-SEM ) An Emerging Tool in Business Research. European Business 
Review, 26(2), 106–121. https://doi.org/10.1108/EBR-10-2013-0128 

 
Harahap, D. A., & Amanah, D. 2022. Memahami Impulsif Buying Dalam Proses Keputusan 

Pembelian Konsumen. Jurnal Manajemen Dan Bisnis Performa, 19(01), 31–55. 
https://doi.org/10.29313/performa.v19i01.9719 

 
Hayumarietta, J., Farha, U. M., Salsabila, W. N., Kusuma, Y. R., Studi, P., Program, P., & 

Psikologi, S. 2024. Pengaruh Intensitas Penggunaan Tiktok Terhadap Perilaku 
Impulsive Buying Pada Mahasiswa Di Kota Malang. Jurnal Ilmiah Psikologi, Vol. 16. 
No 02. 2024. 

 
Hendika, F., & Nuraeni, D. 2020. Globalisasi Hooliganisme terhadap Suporter Sepak Bola 

di Indonesia. In Jurnal Hubungan Internasional □ Tahun XIII (Issue 1). 
 
Jacobson, J., Gruzd, A., & Hernández-García, Á. 2020. Social media marketing: Who is 

watching the watchers? Journal of Retailing and Consumer Services, 53. 
https://doi.org/10.1016/j.jretconser.2019.03.001 

 
Jong, D., Chen, S. C., Ruangkanjanases, A., & Chang, Y. H. 2021. The Impact of Social 

Media Usage on Work Efficiency: The Perspectives of Media Synchronicity and 
Gratifications. Frontiers in Psychology, 12. https://doi.org/10.3389/fpsyg.2021.693183 

 
Jyoti Gogoi, B., & Shillong, I. 2020. Do Impulsive Buying Influence Compulsive Buying? 

In Academy of Marketing Studies Journal (Vol. 24, Issue 4). 
 
Karim, M. W., Chowdhury, M. A. M., Al Masud, M. A., & Arifuzzaman, M. 2021. Analysis 

of factors influencing impulse buying behavior towards e-tailing sites. Contemporary 
Management Research, 17(2), 97–126. https://doi.org/10.7903/CMR.20457 

 
Khoiriah, W. I. N., Erliana, E., Koswara, I., Fuady, I., & Maitsi, H. N. 2023. Model motif 

penggunaan dan perilaku membagikan informasi dari aplikasi Tiktok. Comdent: 
Communication Student Journal, 1(1), 1. 
https://doi.org/10.24198/comdent.v1i1.44808 

Khrishananto, R., & Adriansyah, M. A. 2021. Pengaruh Intensitas Penggunaan Media Sosial 
Instagram dan Konformitas Terhadap Perilaku Konsumtif di Kalangan Generasi Z. 
Jurnal Imiah Psikologi, 9(2), 323–336. https://doi.org/10.30872/psikoborneo 

 
Kominfo. 2022. Status Literasi Digital Indonesia. https://www.c2es.org/content/renewable-

energy/ 
 



 

 

105 

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). https://doi.org/10.3390/info12060241 

 
Liu, Q., Zhang, F., Mao, M., Xue, B., & Lin, Z. 2021. An Empirical Study on Factors 

Affecting Continuance Intention of Using Yu’e Bao. Technical Gazette, 25, 1414–
1420. https://doi.org/10.17559/10.17559/TV-20180413122553 

 
Ma, Y., & Hu, Y. 2021. Business Model Innovation and Experimentation in Transforming 

Economies: ByteDance and TikTok. Management and Organization Review, 17(2), 
382–388. https://doi.org/10.1017/mor.2020.69 

 
Maharani Yusna, A. 2024. Pengaruh Media Sosial Tiktok terhadap Perilaku Konsumtif 

Mahasiswa. Universitas Pakuan Bogor. 
 
Marga Pratama, S., & Muchlis. 2020. Pengaruh Aplikasi Tiktok terhadap Ekspresi 

Komonikasi Mahasiswa Universitas Islam Negeri (UIN) Sunan Ampel Surabaya 
Tahun 2020. INTERNATIONAL JOURNAL OF EDUCATION RESOURCES, 01. 

 
Marquerette, L. U., & Hamidah, S. F. 2023. The Impact of Affiliate Marketing and Service 

Features on E-Commerce Consumers Buying Interest. Almana : Jurnal Manajemen 
Dan Bisnis, 7(1), 49–55. https://doi.org/10.36555/almana.v7i1.2088 

 
Masri, N. W., Ruangkanjanases, A., & Chen, S. C. 2021. The effects of product monetary 

value, product evaluation cost, and customer enjoyment on customer intention to 
purchase and reuse vendors: Institutional trust‐based mechanisms. Sustainability 
(Switzerland), 13(1), 1–20. https://doi.org/10.3390/su13010172 

 
Moghavvemi, S., Sharabati, M., Paramanathan, T., & Rahin, N. M. 2017. The impact of 

perceived enjoyment, perceived reciprocal benefits and knowledge power on students’ 
knowledge sharing through Facebook. International Journal of Management 
Education, 15(1), 1–12. https://doi.org/10.1016/j.ijme.2016.11.002 

 
Moreno, D. E., Fabre, E., & Pasco, M. 2022. Atmospheric Cues Roles: Customer’s Online 

Trust, Perceived Enjoyment, and Impulse Buying Behavior. Open Journal of Business 
and Management, 10(01), 223–244. https://doi.org/10.4236/ojbm.2022.101014 

 
Muhtar, Z., Hamid, H., & Firdaus, D. F. 2022. Pengaruh Intensitas Penggunaan Media 

Sosial Instagram Terhadap Body Image Pada Mahasiswa di Kota Makassar. Jurnal 
Psikologi Talenta Mahasiswa, 2(2). 

 
Mumtaha, H. A., & Khoiri, H. A. 2019. Analisis Dampak Perkembangan Revolusi Industri 

4.0 dan Society 5.0 Pada Perilaku Masyarakat Ekonomi (E-Commerce). PILAR 



 

 

106 

TEKNOLOGI: Jurnal Ilmiah Ilmu-Ilmu Teknik. 
http://pilar.unmermadiun.ac.id/index.php/pilarteknologi 

 
Narayan, G., & Narayan Singh, A. 2022. A Study On Awareness And Perception Of 

Customers Towards Affiliate Marketing With Special Reference To Agra Region. In 
Journal of Positive School Psychology (Vol. 2022, Issue 6). http://journalppw.com 

 
Nazwa, N., Hrp, P., Sabrina, H., Dewi, E., & Trg, S. 2024. Pengaruh Promosi Shopee 

Affiliate dan Promosi Bellow The Lineterhadap Impulse Buying. Jurnal Ekonomi Dan 
Perbankan Syariah, 9. https://doi.org/10.30651/jms.v9i5.24246 

 
Novita, D., Herwanto, A., Cahyo Mayndarto, E., Anton Maulana, M., & Hanifah, H. 2023. 

Penggunaan Media Sosial TikTok Sebagai Media Promosi Pemasaran Dalam Bisnis 
Online. Jurnal Minfo Polgan, 12(2), 2543–2550. 
https://doi.org/10.33395/jmp.v12i2.13312 

 
Nurul, A., Abidah, S. El, & Alfredo, R. 2024. Impulsive Buying Behavior In Affiliate 

Marketing Trends On Tiktok Shop Perilaku Impulsive Buying dalam Tren Affiliate 
Marketing Di Tiktok Shop. JURNAL ILMU KOMONIKASI, Vol 03. No 02. 
https://doi.org/10.30598/JIKPvol3iss2pp616 

 
Nwogu, C. U. K. 2019. Affiliate Marketing Concept and Performance of Online Businesses 

in Nigeria. Journal of Marketing and Consumer Research, 52. 
https://doi.org/10.7176/JMCR 

 
Nwokah, N. G., & Ngirika, D. 2020. Online Advertising and Customer Satisfaction of E-

Tailing Firms in Nigeria. Intelligent Information Management, 10(01), 16–41. 
https://doi.org/10.4236/iim.2018.101002 

 
Pratama Hafidz, G., & Tamzil, F. 2021. Faktor yang Mempengaruhi Impulse Buying In 

Jurnal Ekonomi (Vol. 12). 
 
Rahmani, A., Senalasari, W., & Alty Amalia, F. 2022. Prosiding The 13th Industrial 

Research Workshop and National Seminar Bandung. Prosding, 13–14. 
 
Ramadhani, N., Salam, N. E., & Yozani, R. E. 2023. Pemanfaatan Konten Tiktok Sebagai 

Media Komonikasi Pemasaran Digital Shoppe Aaffiliate Pada Akun Tiktok 
“INDISYINDI.” Jurnal Ilmiah Pendidikan Dasar, 8(1). https://kompas.com 

 
Regita Cahyani, S., & Artanti, Y. 2023. Pengaruh online customer trust dan online store 

environment terhadap online impulse buying produk fashion melalui perceived 
enjoyment pada konsumen TikTok shop. 11(2). 

 



 

 

107 

Rizqi Cahya Putri, F., & Artanti, Y. 2022. Pembelian Implusif Pada Marketplace: Pengaruh 
Personality, Price Discount dan Media Sosial. SIBATIK JOURNAL: Jurnal Ilmiah 
Bidang Sosial, Ekonomi, Budaya, Teknologi, Dan Pendidikan, 1(5), 509–522. 
https://doi.org/10.54443/sibatik.v1i5.59 

 
Sabraz Nawaz, S., & Kaldeen, M. 2020. Impact of Digital Marketing on Purchase Intention. 

International Journal of Advanced Science and Technology, 29(4), 1113–1120. 
 
Salsa Bila, Y. 2023. Tesis Pengaruh  Media Sosial Instagram, Content Affliate Marketing 

dan Lifestyle Compatibility Terhadap Online Impulse Buying Pada Mahasiswa 
Musllim Melalui Perceived Enjoyment. Universitas Islam Negeri Raden Mas Said 
Surakarta. 

 
Samat, N. A., & Gisip, I. A. 2022. Examining Factors Affecting Online Impulse Buying Of 

Apparel Among Consumer in Kota Kinabalu. INSIGHT JOURNAL, 9(2). 
 
Septiadi, B., & Agus, I. 2024. Transformasi Bisnis di Era Digital: Analisis Sistematis 

Terhadap E-Bisnis di Indonesia Pada Konteks UMKM. Journal of Digital Literacy and 
Volunteering, 2(1), 38–43. https://doi.org/10.57119/litdig.v2i1.80 

 
Shadrina, R. N., & Sulistyanto, Y. 2022. Analisis Pengaruh Content Marketing, Influencer, 

dan Media Sosial Terhadap Keputusan Pembelian Konsumen (Studi pada Pengguna 
Instagram dan Tiktok di Kota Magelang). DIPONEGORO JOURNAL OF 
MANAGEMENT, 11(1). http://ejournal-s1.undip.ac.id/index.php/dbr 

 
Similar Sites. 2023. Ecommerce and Shopping. Retrieved July 28, 2023, from 

https://pro.similarweb.com/#/digitalsuite/websiteanalysis/overview/competitive-
landscape/*/999/3m?key=shopee.co.id 

 
Sofi, S. A., & Nika, F. A. 2021. Role of intrinsic factors in impulsive buying decision: An 

empirical study of young consumers. Arab Economic and Business Journal, 12(1), 29–
43. https://doi.org/10.1016/j.aebj.2016.12.002 

 
Solichin, J., Hamsal, M., Furinto, A., & Kartono, R. 2022. A Literature Review on Affiliate 

Marketing in E-commerce. IEOM Society International. 
 
Sri, C., Ratih, H. *, & Sudradjat, H. 2022. SEIKO : Journal of Management & Business 

Pemanfaatan Tik Tok Sebagai Platform Digital Marketing dalam Upaya Peningkatan 
Brand Awareness Butik Aishable. SEIKO : Journal of Management & Business, 4(3), 
415–426. https://doi.org/10.37531/sejaman.v4i3.2785 

 



 

 

108 

Sudono, F. S., Adiwijaya, M., & Siagian, H. 2020. The Influence of Perceived Security and 
Perceived Enjoyment on Intention To Use with Attitude Towards Use as Intervening 
Variable on Mobile Payment Customer in Surabaya. Petra International Journal of 
Business Studies, 3(1), 37–46. https://doi.org/10.9744/ijbs.3.1.37-46 

 
Sugandini, D., Irhas Effendi, M., Istanto, Y., Arundati, R., & Rahmawati, E. D. 2020. 

Perceived Enjoyment, Compatibility dan Social Influence dalam Adopsi Media Sosial. 
Jurnal EKSOS, 2(1).  

 
Sugiyono. 2019. Metode Penelitian Kuantitatif. (Setiyawami, Ed.) (2nd ed.). Bandung: 

ALFABETA. 
 
Susilawati, T., Maesaroh, S. S., Prehanto, A., & Artikel, I. 2023. Analysis of the Effect of 

Shopee Affiliate Marketing on Increasing Consumer Purchase Interest A B S T R A K. 
Indonesian Journal of Digital Business, 3. https://ejournal.upi.edu/index.php/IJDB 

 
Thoyib, O., Wijaya, H., Tinggi, S., Ekonomi, I., & Mulia Indonesia, P. 2023. E-Commerce: 

Perkembangan, Tren, dan Peraturan Perundang-Undangan. JURNAL EKONOMI 
DAN BISNIS, 16(1), 41–47. https://doi.org/10.51903/e-bisnis.v16i1 

 
To, A. T., & Trinh, T. H. M. 2021. Understanding behavioral intention to use mobile wallets 

in vietnam: Extending the tam model with trust and enjoyment. Cogent Business and 
Management, 8(1). https://doi.org/10.1080/23311975.2021.1891661 

 
Ul Haq, Z. 2022. Affiliate marketing programs: A study of consumer attitude towards 

affiliate marketing programs among Indian users. International Journal of Research 
Studies in Management, 1(1). https://doi.org/10.5861/ijrsm.2012.v1i1.84 

 
Umboh, Z., Mananeke, L., & Samadi, R. 2021. Pengaruh Shopping Lifestyle, Fashion 

Invloment dan Sales Promotion terhadap Impulse Buying Behaviour Konsumen 
Wanita Di MTC Manado. Jurnal EMBA (Vol. 6, Issue 3). 

 
Ummah, N., & Siti Azizah Rahayu. 2020. Fashion Involvement, Shopping Lifestyle dan 

Pembelian Impulsif Produk Fashion. Jurnal Penelitian Psikologi, 11(1), 33–40. 
https://doi.org/10.29080/jpp.v11i1.350 

 
Venugopal, K., Saumedendra, D., & Dr M, N. 2023. Business Made Easy By Affiliate 

Marketing. Journal of Business Management & Social Sciences Research, 2(6). 
www.borjournals.com 

 
Wetzels, M., Odekerken-Schröder, G., & Van Oppen, C. 2009. Using PLS Path Modeling 

for Assessing Hierarchical Construct Models: Guidelines and Empirical Illustration. 



 

 

109 

MIS Quarterly: Management Information Systems, 33(1), 177–196. 
https://doi.org/10.2307/20650284 

 
Yamin, S. 2021. Seri Ebook Statistik; Olah Data Statistik: SmartPLS 3, AMOS & Stata 

(Mudah dan Praktis). (A. Rasyid, Ed.) (1st ed.). Bekasi: PT. Dewangga Energi 
Internasional. 

 
Yanuar, M., Savitri, C., Faddila, S. P., Buana, U., & Karawang, P. 2024. The Influence of 

Marketing Communication and Affiliate Marketing on Product Purchase Intention on 
Instagram @swulann01. In West Science Business and Management (Vol. 2, Issue 02). 

 
Zhang, M., & Shi, G. 2022. Consumers’ Impulsive Buying Behavior in Online Shopping 

Based on the Influence of Social Presence. Computational Intelligence and 
Neuroscience, 2022. https://doi.org/10.1155/2022/6794729 

 
Zulfa, V. R. 2020. Anteseden Urge to Buy Impulsively: Studi Beauty Vlog pada Sosial 

Media Youtube. Jurnal Manajemen Teori Dan Terapan | Journal of Theory and Applied 
Management, 13(1), 16. https://doi.org/10.20473/jmtt.v13i1.15351. 
  


