DAFTAR PUSTAKA

2024 Online Shopping Trends: 62% of Gen Z Shop via Live Shopping - Jakpat
Insight. (2025, February 19). https://insight.jakpat.net/2024-online-shopping-
trends-62-of-gen-z-shop-via-live-shopping/

Andika, Anisah, T. N., Najmudin, M., & Sardi, A. E. (2023). From Interaction to
Transaction: Analyzing the Influence of Social Presence on Impulsive
Purchasing in Live Streaming Commerce. Jurnal Manajemen Teori Dan
Terapan| Journal of Theory and Applied Management, 16(3), 454-472.
https://doi.org/10.20473/IMTT.V1613.49490

Angelovska, N., & Josimovski, S. (2021). Application of Gamification as a Driver
for better Business Performances: Case of Grouper. Interdisciplinary
Description of Complex Systems, 19(1), 132-145.
https://doi.org/10.7906/INDECS.19.1.11

Ariffin, N. M., Fikry, A., Diyana, N., Shobri, M., Syarlina, 1., & Ilias, C. (2024). A
Review of Tiktok Livestreaming Commerce. Information Management and
Business Review, 16(3S(Da), 67-77.
https://doi.org/10.22610/imbr.v16i3S(I)a.4121

Average Ecommerce Conversion Rate [Nov 2024 Update] | Oberlo. (2024).
https://www.oberlo.com/statistics/average-ecommerce-conversion-rate

Balogh, Z., & Me¢észéaros, K. (2020). Consumer Perceived Risk by Online
Purchasing: The Experiences in Hungary. Nase Gospodarstvo/Our Economy,
66(3), 14-21. https://doi.org/10.2478/NGOE-2020-0014

Bauer, R. A. (1960). Consumer Behavior as Risk Taking. In Proceedings of the
43rd National Conference of the American Marketing Assocation, June 15, 16,
17, Chicago, Illinois, 1960. American Marketing Association.
https://cir.nii.ac.jp/crid/1572543025452826496

Beatty, S. E., & Elizabeth Ferrell, M. (1998). Impulse buying: Modeling its
precursors. Journal of Retailing, 74(2), 161-167.
https://doi.org/10.1016/S0022-4359(98)90009-4

Beberapa Data Statistik Live Shopping yang Perlu Anda Ketahui di 2023 | Jet
Commerce. (2023, May 16). https://jetcommerce.co.id/update/beberapa-data-
statistik-live-shopping-yang-perlu-anda-ketahui-di-2023/

Chandrruangphen, E., Assarut, N., & Sinthupinyo, S. (2022). The effects of live
streaming attributes on consumer trust and shopping intentions for fashion
clothing. Cogent Business and Management, 9(1).
https://doi.org/10.1080/23311975.2022.2034238

Chang, Y. H., Silalahi, A. D. K., Eunike, 1. J., & Riantama, D. (2024). Socio-
technical systems and trust transfer in live streaming e-commerce: analyzing
stickiness and purchase intentions with SEM-fSQCA. Frontiers in
Communication, 9, 1305409.
https://doi.org/10.3389/FCOMM.2024.1305409/BIBTEX

Chen, L. R., Chen, F. S., & Chen, D. F. (2023). Effect of Social Presence toward
Livestream E-Commerce on Consumers’ Purchase Intention. Sustainability
(Switzerland), 15(4). https://doi.org/10.3390/SU15043571

190

Analisis Pengaruh Social, Amanda Dhiya Dzakiyyah, Universitas Multimedia Nusantara



Chen, N., & Yang, Y. (2023). The Role of Influencers in Live Streaming E-
Commerce: Influencer Trust, Attachment, and Consumer Purchase Intention.
Journal of Theoretical and Applied Electronic Commerce Research, 18(3),
1601-1618. https://doi.org/10.3390/JTAER 18030081

Chen, Y., Lu, Y., Wang, B., & Pan, Z. (2019). How do product recommendations
affect impulse buying? An empirical study on WeChat social commerce.
Information and Management, 56(2), 236-248.
https://doi.org/10.1016/J.1M.2018.09.002

Choose the Right Objective | TikTok Ads Manager. (2025, April).
https://ads.tiktok.com/help/article/choose-right-objective

CNN Indonesia. (2023, December 12). TikTok Shop Comeback, Bagaimana Nasib
UMKM Lokal? . https://www.cnnindonesia.com/ekonomi/20231212070421-
92-1035954/tiktok-shop-comeback-bagaimana-nasib-umkm-
lokal#:~:text=TikTok%20Shop%20kembali%20beroperasi%20dengan,CNN
%?20Indonesia/Adhi%20Wicaksono).&text=TikTok%20Shop%20kembali%2
Oberoperasi%?20di,Senin%20(11/12).

Cui, Y., Liu, Y., & Gu, M. (2022). Investigating the Key Drivers of Impulsive
Buying Behavior in Live Streaming. Journal of Global Information
Management, 30(1), 1-18. https://doi.org/10.4018/JGIM.314226

Dholakia, U. M. (2000). Temptation and resistance: An integrated model of
consumption impulse formation and enactment. Psychology & Marketing, 17,
955-982. https://doi.org/https://doi.org/10.1002/1520-
6793(200011)17:11<955::aid-mar3>3.0.c0;2-j.

Dinh, T. C. T., & Lee, Y. (2022). “I want to be as trendy as influencers” —how “fear
of missing out” leads to buying intention for products endorsed by social
media influencers. Journal of Research in Interactive Marketing, 16(3), 346—
364. https://doi.org/10.1108/JRIM-04-2021-0127

Dora, G. ElL (2025, August 20). Saham Pop Mart Naik Setelah Lonjakan Laba
Hampir 400% karena Labubu.
https://investor.id/international/406954/saham-pop-mart-naik-setelah-
lonjakan-laba-hampir-400-karena-labubu#goog rewarded

Ecommerce Market Data and Ecommerce Benchmarks for the Toys, Games &
Collectables  Market  for  November 2025. (2025, November).
https://www.irpcommerce.com/en/us/ecommercemarketdata.aspx?Market=1
9

Erwin, E., Saununu, S. J., & Rukmana, A. Y. (2023). The Influence of Social Media
Influencers on Generation Z Consumer Behavior in Indonesia. West Science
Interdisciplinary Studies, 1(10), 1028-1038.
https://doi.org/10.58812/WSIS.V1110.317

Fatika, R. (2024, October 8). 10 Negara dengan Pengguna TikTok Terbesar,
Indonesia  Urutan Berapa? https://data.goodstats.id/statistic/10-negara-
dengan-pengguna-tiktok-terbesar-indonesia-urutan-berapa-xFOgl

Featherman, M. S., & Pavlou, P. A. (2003). Predicting e-services adoption: a
perceived risk facets perspective. International Journal of Human-Computer
Studies, 59(4), 451-474. https://doi.org/10.1016/S1071-5819(03)00111-3

191

Analisis Pengaruh Social, Amanda Dhiya Dzakiyyah, Universitas Multimedia Nusantara



Feng, Z., Al Mamun, A., Masukujjaman, M., Wu, M., & Yang, Q. (2024). Impulse
buying behavior during livestreaming: Moderating effects of scarcity
persuasion and price perception. Heliyon, 10(7).
https://doi.org/10.1016/J. HELIYON.2024.E28347

Flecha-Ortiz, J. A., Feliberty-Lugo, V., Santos-Corrada, M., Lopez, E., & Dones,
V. (2023). Hedonic and Utilitarian Gratifications to the Use of TikTok by
Generation Z and the Parasocial Relationships with Influencers as a Mediating
Force to Purchase Intention. Journal of Interactive Advertising, 23(2), 114—
127. https://doi.org/10.1080/15252019.2023.2195403

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.
https://doi.org/10.3389/FPSYG.2022.881294/FULL

Ghea Septia Atika Refasa, Heriyadi, Bintoro Bagus Purmono, Barkah, & Helma
Malini. (2023). Do TikTok Discounts Livestream Triggers Gen Z Impulse
Buying Behavior. International Journal of Scientific Research and
Management, 11(01), 4439-4449,
https://doi.org/10.18535/IJSRM/V11101.EM04

Global Market Statistics. (2024). Art Toy Market Size | Global Analysis [2025-
2033]. https://www.globalmarketstatistics.com/market-reports/art-toy-
market-11117

Gong, X., & Jiang, X. (2023). Understanding consumer impulse buying in
livestreaming commerce: The product involvement perspective. Frontiers in
Psychology, 14. https://doi.org/10.3389/FPSYG.2023.1104349/FULL

Gunawan, C. M., Rahmania, L., & Kenang, I. H. (2023). THE INFLUENCE OF
SOCIAL INFLUENCE AND PEER INFLUENCE ON INTENTION TO
PURCHASE IN E-COMMERCE. Review of Management and
Entrepreneurship, 7(1), 61-84. https://doi.org/10.37715/RME.V711.3683

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S.
(2021). Partial Least Squares Structural Equation Modeling (PLS-SEM)
Using R. Springer International Publishing. https://doi.org/10.1007/978-3-
030-80519-7

Hamidah, R., Pangaribuan, C. H., & Luhur, C. (2024). Enhancing Purchase
Intention in tiktok Live-Stream: The Roles of Streamers’ Credibility,
Interactivity, and Perceived Risk among Generation Z Buyers. Jurnal Sosial
Humaniora, 15(2), 128-141. https://doi.org/10.30997/JSH.V1512.10539

Hoang, V. T., & Dang, H. P. (2024). Exploring How the Characteristics of Live
Streaming Affect Impulse Buying Behaviour in Live Streaming Commerce:
The Mediating Effect of Trust and Flow Experience. Journal of Business
Science and Applied Management, 19(1), 2024.

Hu, X., Chen, X., & Davidson, R. (2019). Social Support, Source Credibility, Social
Influence, and Impulsive Purchase Behavior in Social Commerce.
International  Journal of Electronic Commerce, 23(3), 297-327.
https://doi.org/10.1080/10864415.2019.1619905

192

Analisis Pengaruh Social, Amanda Dhiya Dzakiyyah, Universitas Multimedia Nusantara



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.VI7N5P16

Huang, Z., Zhu, Y., Hao, A., & Deng, J. (2023). How social presence influences
consumer purchase intention in live video commerce: the mediating role of
immersive experience and the moderating role of positive emotions. Journal
of  Research in Interactive ~ Marketing, 17(4), 493-509.
https://doi.org/10.1108/JRIM-01-2022-0009

Hwang, J., & Youn, S. yi. (2023). From brick-and-mortar to livestream shopping:
product information acquisition from the uncertainty reduction perspective.
Fashion and Textiles, 10(1). https://doi.org/10.1186/S40691-022-00327-3

IMARC Group. (2025). Indonesia Toys Market Size, Share Analysis, Statistics,
2033. https://www.imarcgroup.com/indonesia-toys-market

1t’s showtime! How live commerce is transforming the shopping experience
Blending entertainment with instant purchasing, live commerce offers
retailers, brands, and digital platforms a new channel with enormous scope
for creating value. (2021).

Jacoby, J., & Kaplan, L. B. (1974). Components of perceived risk in product
purchase: A cross-validation. Journal of Applied Psychology, 59(3), 287-291.
https://doi.org/10.1037/H0036657

Ji, S., & Lin, P. S. (2022). Aesthetics of Sustainability: Research on the Design
Strategies for Emotionally Durable Visual Communication Design.
Sustainability (Switzerland), 14(8). https://doi.org/10.3390/SU14084649

Jiao, Y., Sarigolli, E., Lou, L., & Huang, B. (2023). How Streamers Foster
Consumer Stickiness in Live Streaming Sales. Journal of Theoretical and
Applied  Electronic  Commerce  Research,  18(3), 1196-1216.
https://doi.org/10.3390/JTAER 18030061

Jodén, H., & Strandell, J. (2022). Building viewer engagement through interaction
rituals on Twitch.tv. Information Communication and Society, 25(13), 1969—
1986. https://doi.org/10.1080/1369118X.2021.1913211

Ju, J., Teo, P. C., & Adnan, H. (2025). Navigating the Chinese purchase intent in
fresh agricultural product live streaming: anchor features, perceived risk and
consumer confidence. Asia Pacific Journal of Marketing and Logistics.
https://doi.org/10.1108/APIJML-05-2024-0657/1248598

Kamkankaew, P., Thongyoy, P., & Phonracharnon, Y. (2024). Assessing the Impact
of Digital Celebrities and Content Marketing on TikTok’s Impulse Purchases
in Lampang, Thailand. International Journal of Sociologies and
Anthropologies Science Reviews, 4(3), 259-276.
https://doi.org/10.60027/ijsasr.2024.4201

Kaniati, S. P., Sosianika, A., & Setiawati, L. (2024). Factors Driving Consumer
Impulse Buying On Fashion Products at Tiktok Live. Journal of Marketing
Innovation (JMI), 4(1). https://doi.org/10.35313/IMI1.V411.109

Khoa, B. T., Tuan, N. M., & Duy Phuong, N. (2025). Exploring the Impact of Fear
of Missing Out (FoMO) on Youth Shopping Intentions in Social Commerce
Landscape. Qubahan Academic Journal, 5(1), 598-610.
https://doi.org/10.48161/QAJ.V5N1A1403

193

Analisis Pengaruh Social, Amanda Dhiya Dzakiyyah, Universitas Multimedia Nusantara



Kim, J., He, N., & Miles, I. (2023). Live Commerce Platforms: A New Paradigm
for E-Commerce Platform Economy. Journal of Theoretical and Applied
Electronic Commerce Research, 18(2), 959-975.
https://doi.org/10.3390/jtacr18020049

Koay, K. Y., Teoh, C. W., & Soh, P. C. H. (2021). Instagram influencer marketing:
Perceived social media marketing activities and online impulse buying. First
Monday, 26(9). https://doi.org/10.5210/FM.V2619.11598

Kostadinov, D., Beau, M., Pozo, M. B., & Hausser, M. (2019). Predictive and
reactive reward signals conveyed by climbing fiber inputs to cerebellar
Purkinje cells. Nature Neuroscience, 22(6), 950-962.
https://doi.org/10.1038/S41593-019-0381-8

Kusuma, A. 1., & Muliya, D. (2024, September 19). Mengenal Labubu, Boneka
yang Viral Gara-gara Lisa Blackpink.
https://www.kompas.tv/lifestyle/539486/mengenal-labubu-boneka-yang-
viral-gara-gara-lisa-blackpink?page=all

Kuzmin, E. A., Faminskaya, M. V., Rodionova, E. A., & Zinatullina, E. R. (2022).
DIGITAL EFFECT: RELATIONSHIP BETWEEN BRAND MEDIA IMAGE
AND COMPANY PERFORMANCE. Jurnal llmiah Peuradeun, 10(2), 491—
508. https://doi.org/10.26811/PEURADEUN.V10I12.785

Larsen, R. J., & Diener, E. (1987). Affect intensity as an individual difference
characteristic: A review. Journal of Research in Personality, 21(1), 1-39.
https://doi.org/10.1016/0092-6566(87)90023-7

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

Lee, Y., & Park, S. (2025). Classifying and Characterizing Fandom Activities: A
Focus on Superfans’ Posting and Commenting Behaviors in a Digital Fandom
Community. Applied Sciences (Switzerland), 1509).
https://doi.org/10.3390/APP15094723

Li, G, Jiang, Y., & Chang, L. (2022). The Influence Mechanism of Interaction
Quality in Live Streaming Shopping on Consumers’ Impulsive Purchase
Intention. Frontiers in Psychology, 13.
https://doi.org/10.3389/FPSYG.2022.918196

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, X., Tian, L., & Wang, S. (2023). Impact of Social Interaction on Customer
Engagement in China’s Social Commerce—A Moderated Chain Mediation
Model. Behavioral Sciences, 13(7). https://doi.org/10.3390/BS13070541

Li, Y. (2022). A Study on the Influence of External Stimuli and Psychological
Processes on Stationery Purchase Behavior Based on SOR. Proceedings of
Business and Economic Studies, 5(4), 79-87.
https://doi.org/10.26689/PBES.V514.4285

Li, Z.,Sha, Y., Song, X., Yang, K., ZHao, K., Jiang, Z., & Zhang, Q. (2020). Impact
of risk perception on customer purchase behavior: a meta-analysis. Journal of

194

Analisis Pengaruh Social, Amanda Dhiya Dzakiyyah, Universitas Multimedia Nusantara



Business and Industrial Marketing, 35(1), 76-96.
https://doi.org/10.1108/JBIM-12-2018-0381

Lin, S. C., Tseng, H. T., Shirazi, F., Hajli, N., & Tsai, P. T. (2023). Exploring factors
influencing impulse buying in live streaming shopping: a stimulus-organism-
response (SOR) perspective. Asia Pacific Journal of Marketing and Logistics,
35(6), 1383-1403. https://doi.org/10.1108/APJML-12-2021-0903

Ling, S., Zheng, C., Cho, D., Kim, Y., & Dong, Q. (2024). The Impact of
Interpersonal Interaction on Purchase Intention in Livestreaming E-
Commerce: A Moderated Mediation Model. Behavioral Sciences, 14(4).
https://doi.org/10.3390/BS14040320

Liu, B. (2023). How Social Presence Affects Viewers’ Impulse Buying Behavior
in Live Streaming Commerce. Journal of Economics, Business and
Management, 11(3), 100-112.
https://doi.org/10.18178/JOEBM.2023.11.3.745

Liu, F., Wang, Y., Dong, X., & Zhao, H. (2022). Marketing by live streaming: How
to interact with consumers to increase their purchase intentions. Frontiers in
Psychology, 13. https://doi.org/10.3389/FPSYG.2022.933633/FULL

Liu, J., & Zhang, M. (2024). Formation mechanism of consumers’ purchase
intention in multimedia live platform: a case study of taobao live. Multimedia
Tools and Applications, 83(2), 3657-3680. https://doi.org/10.1007/S11042-
023-15666-6

Liu, X., Zhang, L., & Chen, Q. (2022). The effects of tourism e-commerce live
streaming features on consumer purchase intention: The mediating roles of
flow  experience and trust.  Frontiers in  Psychology, 13.
https://doi.org/10.3389/FPSYG.2022.995129/FULL

Liu, Z., Lei, S. hui, Guo, Y. lang, & Zhou, Z. ang. (2020). The interaction effect of
online review language style and product type on consumers’ purchase
intentions. Palgrave Communications, 6(1). https://doi.org/10.1057/S41599-
020-0387-6

Loureiro, S. M. C., Bilro, R. G., & Japutra, A. (2020). The effect of consumer-
generated media stimuli on emotions and consumer brand engagement.
Journal of Product and Brand Management, 29(3), 387-408.
https://doi.org/10.1108/JPBM-11-2018-2120

Lu, B., Fan, W., & Zhou, M. (2016). Social presence, trust, and social commerce
purchase intention: An empirical research. Computers in Human Behavior, 56,
225-237. https://doi.org/10.1016/J.CHB.2015.11.057

Lu, Y., Pan, T., Liu, J., & Wu, J. (2021). Does Usage of Online Social Media Help
Users With Depressed Symptoms Improve Their Mental Health? Empirical
Evidence From an Online Depression Community. Frontiers in Public Health,
8. https://doi.org/10.3389/FPUBH.2020.581088/FULL

Luo, X., Lim, W. M., Cheah, J. H., Lim, X. J., & Dwivedi, Y. K. (2023). Live
Streaming Commerce: A Review and Research Agenda. Journal of Computer
Information Systems, 65(3), 376-399.
https://doi.org/10.1080/08874417.2023.2290574

Ma, L., Zhang, X., Ding, X., & Wang, G. (2021). How social ties influence
customers’ involvement and online purchase intentions. Journal of

195

Analisis Pengaruh Social, Amanda Dhiya Dzakiyyah, Universitas Multimedia Nusantara



Theoretical and Applied Electronic Commerce Research, 16(3), 395-408.
https://doi.org/10.3390/JTAER 16030025

Malhotra, N. K. . (2020). Marketing research : an applied orientation. Pearson.

Maria Boaler. (2025). Digital Touchpoints in Fashion: Impact of Online store
Interactivity on Consumer Choices. Power System Technology, 49(2), 766—
790. https://doi.org/10.52783/PST.1843

Mehrabian, A., & A. Russel, J. (1974). An Approach to Environmental Psychology.
In The MIT Press. The MIT Press.
https://archive.org/details/approachtoenviroOOalbe

Meliana, P. (2025, April 25). Live shopping & TikTok Shop in Indonesia’s e-
commerce boom. https://www.contentgrip.com/indonesia-ecommerce-tiktok-
live-shopping/

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

Muhammad, N. (2024, November 19). Jumlah Pengguna TikTok Global
Bertambah Lagi pada Kuartal il 2024.
https://databoks.katadata.co.id/teknologi-
telekomunikasi/statistik/673¢c19a8937df/jumlah-pengguna-tiktok-global-
bertambah-lagi-pada-kuartal-iii-
2024#:~:text=Menurut%20data%20Business%200f%20Apps,dunia%20pada
%20kuartal%20111%202024

Nash, B. (2025, October 13). 93+ Tiktok Shop Statistics 2025: GMV by country,
AOYV, CR & more - Marketing LTB.
https://marketingltb.com/blog/statistics/tiktok-shop-statistics/

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.HELTYON.2024.E35743

Nurcahyani, 1., Khotimah, F., & Meirina, Z. (2024, July 19). Pop Mart resmi hadir
di Indonesia, gerai pertama buka di Gandaria City - ANTARA News.
Antaranews.Com.  https://www.antaranews.com/berita/4205766/pop-mart-
resmi-hadir-di-indonesia-gerai-pertama-buka-di-gandaria-city

Ou, C.C., Chen, K. L., Tseng, W. K., & Lin, Y. Y. (2022). A Study on the Influence
of Conformity Behaviors, Perceived Risks, and Customer Engagement on
Group Buying Intention: A Case Study of Community E-Commerce
Platforms. Sustainability (Switzerland), 14(4).
https://doi.org/10.3390/SU14041941

Phan, T. A., & Hoai, T. T. (2025). Chasing the scarcity: How fear of missing out
and motivations drive willingness to pay in collectible markets. Journal of
Marketing Communications. https://doi.org/10.1080/13527266.2025.2461143

POP MART: A New Toy for Gen Z | INSEAD Publishing. (n.d.).
https://publishing.insead.edu/case/pop-mart-a-new-toy-gen-z

Prasanna, M., & Priyanka, L. (2024). Marketing to Gen Z: Understanding the
Preferences and Behaviors of Next Generation. International Journal For

196

Analisis Pengaruh Social, Amanda Dhiya Dzakiyyah, Universitas Multimedia Nusantara



Multidisciplinary Research, 6(4).
https://doi.org/10.36948/IJFMR.2024.V06104.26612

Rainer, P. (2023, August 29). Sensus BPS: Saat Ini Indonesia Didominasi Oleh Gen
Z - GoodStats Data. https://data.goodstats.id/statistic/sensus-bps-saat-ini-
indonesia-didominasi-oleh-gen-z-n9kqv

Salam, K. N., Singkeruang, A. W. T. F., Husni, M. F., Baharuddin, B., & A.R, D.
P. (2024). Gen-Z Marketing Strategies: Understanding Consumer Preferences
and Building Sustainable Relationships. Golden Ratio of Mapping Idea and
Literature Format, 4(1), 53—77. https://doi.org/10.52970/GRMILF.V4I11.351

Setyani, V., Zhu, Y. Q., Hidayanto, A. N., Sandhyaduhita, P. 1., & Hsiao, B. (2019).
Exploring the psychological mechanisms from personalized advertisements to
urge to buy impulsively on social media. International Journal of Information
Management, 48, 96-107.
https://doi.org/10.1016/J.IJINFOMGT.2019.01.007

Shao, Z., Nik Hashim, N. M. H., Bao, W., & Zhao, N. (2025). Leveraging social
presence to drive impulsive buying in live shopping: the roles of self-efficacy,
psychological ownership and perceived scarcity. Asia Pacific Journal of
Marketing and Logistics, 1-27. https://doi.org/10.1108/APJML-12-2024-
2003

Sharma, W., Lim, W. M., Kumar, S., Verma, A., & Kumra, R. (2024). Game on! A
state-of-the-art overview of doing business with gamification. Technological
Forecasting and Social Change, 198.
https://doi.org/10.1016/J. TECHFORE.2023.122988

Shi, W., Xie, T., & Lin, K. (2025). How anchor characteristics affect consumers’
impulsive buying behavior in the context of live streaming of agricultural
products. Asia Pacific Journal of Marketing and Logistics, 1-20.
https://doi.org/10.1108/APJML-03-2025-0427/1271699

Short, John., Williams, Ederyn., & Christie, Bruce. (1976). The social psychology
of telecommunications. Wiley.

Silva, S. C., Rocha, T. V., De Cicco, R., Galhanone, R. F., & Manzini Ferreira
Mattos, L. T. (2021). Need for touch and haptic imagery: An investigation in
online fashion shopping. Journal of Retailing and Consumer Services, 59.
https://doi.org/10.1016/J.JRETCONSER.2020.102378

Song, C., & Liu, Y.-L. (2021). The effect of live-streaming shopping on the
consumer’s  perceived risk and purchase intention in China.
https://hdl.handle.net/10419/238054

Song, Z., Liu, C., & Shi, R. (2022). How Do Fresh Live Broadcast Impact
Consumers’ Purchase Intention? Based on the SOR Theory. Sustainability
(Switzerland), 14(21). https://doi.org/10.3390/SU142114382/S1

Suen, H. Y., & Hung, K. E. (2025). Enhancing learner affective engagement: The
impact of instructor emotional expressions and vocal charisma in
asynchronous video-based online learning. Education and Information
Technologies, 30(3), 4033—4060. https://doi.org/10.1007/S10639-024-12956-
W

197

Analisis Pengaruh Social, Amanda Dhiya Dzakiyyah, Universitas Multimedia Nusantara



Surcinelli, P., Giovagnoli, S., & Montebarocci, O. (2023). Affect Intensity and
Subjective Ratings of Emotional Pictures and Sounds. American Journal of
Applied Psychology. https://doi.org/10.11648/J.AJAP.20231201.11

Tao, M., Alam, F., Lahuerta-Otero, E., & Mengyuan, C. (2024). Get Ready to Buy
With Me: The Effect of Social Presence Interaction and Social Commerce
Intention on S-commerce Live Streaming. SAGE Open, 14(1).
https://doi.org/10.1177/21582440241232751

TikTok Shop Success Metrics: What to Track (and Why it Matters) - A 2025
Marketing  Agency | GrowMojo Corporation. (2025, May 23).
https://growmojo.com/tiktok-shop-success-metrics-what-to-track-and-why-
it-matters/

van Brakel, V., Barreda—Angeles, M., & Hartmann, T. (2023). Feelings of presence
and perceived social support in social virtual reality platforms. Computers in
Human Behavior, 139. https://doi.org/10.1016/J.CHB.2022.107523

Verhagen, T., & Van Dolen, W. (2011). The influence of online store beliefs on
consumer online impulse buying: A model and empirical application.
Information and Management, 48(8), 320-327.
https://doi.org/10.1016/J.1M.2011.08.001

Vonkeman, C., Verhagen, T., & van Dolen, W. (2017). Role of local presence in
online impulse buying. Information and Management, 54(8), 1038—1048.
https://doi.org/10.1016/J.IM.2017.02.008

Wongkitrungrueng, A., & Assarut, N. (2020). The role of live streaming in building
consumer trust and engagement with social commerce sellers. Journal of
Business Research, 117, 543-556.
https://doi.org/10.1016/J.JBUSRES.2018.08.032

Wu, Y. Y., Batool, H.,, & Yang, Y. J. (2024). Relationship between the
Characteristics of e-Commerce Live Streaming and Purchase Intentions:
Moderating Effect of Hedonistic Shopping Value. Emerging Science Journal,
8(3), 1097-1117. https://doi.org/10.28991/ESJ-2024-08-03-018

Xia, Y. X., Chae, S. W., & Xiang, Y. C. (2024). How social and media cues induce
live streaming impulse buying? SOR model perspective. Frontiers in
Psychology, 15, 1379992.
https://doi.org/10.3389/FPSYG.2024.1379992/ENDNOTE

Xu, P, Cui, B. J., & Lyu, B. (2022). Influence of Streamer’s Social Capital on
Purchase Intention in Live Streaming E-Commerce. Frontiers in Psychology,
12. https://doi.org/10.3389/FPSYG.2021.748172/FULL

Yang, L., Garcia de Frutos, N., & Ortega Egea, J. M. (2025). Impulse Buying
Behavior in Live Streaming E-Commerce: A Systematic Literature Review.
https://doi.org/10.2139/SSRN.5081713

Yang, Y., Asaad, Y., & Dwivedi, Y. (2017). Examining the impact of gamification
on intention of engagement and brand attitude in the marketing context.
Computers in Human Behavior, 73, 459-469.
https://doi.org/10.1016/J.CHB.2017.03.066

Yi, Q., Khan, J., Su, Y., Tong, J., & Zhao, S. (2023). Impulse buying tendency in
live-stream commerce: The role of viewing frequency and anticipated
emotions influencing scarcity-induced purchase decision. Journal of Retailing

198

Analisis Pengaruh Social, Amanda Dhiya Dzakiyyah, Universitas Multimedia Nusantara



and Consumer Services, 75.
https://doi.org/10.1016/J.JRETCONSER.2023.103534

Yin, X., Wang, H., Xia, Q., & Gu, Q. (2019). How social interaction affects
purchase intention in social commerce: A cultural perspective. Sustainability
(Switzerland), 11(8). https://doi.org/10.3390/SU11082423

Zanger, V., MeiBiner, M., & Rauschnabel, P. A. (2022). Beyond the gimmick: How
affective responses drive brand attitudes and intentions in augmented reality
marketing. Psychology and  Marketing, 39(7), 1285-1301.
https://doi.org/10.1002/MAR.21641

Zhang, N. (2023). Product presentation in the live-streaming context: The effect of
consumer perceived product value and time pressure on consumer’s purchase
intention. Frontiers in Psychology, 14.
https://doi.org/10.3389/FPSYG.2023.1124675/FULL

Zhang, Q., Wang, Y., & Ariffin, S. K. (2024). Consumers purchase intention in
live-streaming e-commerce: A consumption value perspective and the role of
streamer popularity. PLOS ONE, 19(2), ¢0296339.
https://doi.org/10.1371/JOURNAL.PONE.0296339

Zhang, S., Ji, T., Liang, K., Wei, L., & Pan, Y. (2025). Why do users stay?
Emotional vs. functional attachment in pan-entertainment live streaming
platforms. Frontiers in Psychology, 16.
https://doi.org/10.3389/FPSYG.2025.1623568

Zhang, X., Cheng, X., & Huang, X. (2023). “Oh, My God, Buy It!” Investigating
Impulse Buying Behavior in Live Streaming Commerce. I[nternational
Journal  of  Human-Computer  Interaction, 39(12), 2436-2449.
https://doi.org/10.1080/10447318.2022.2076773

Zhang, X., & Yu, X. (2020). The Impact of Perceived Risk on Consumers’ Cross-
Platform Buying Behavior. Frontiers in Psychology, 11, 592246.
https://doi.org/10.3389/FPSYG.2020.592246/BIBTEX

Zhang, Y., Zhou, H., & Qin, J. (2022). Research on the effect of uncertain rewards
on impulsive purchase intention of blind box products. Frontiers in Behavioral
Neuroscience, 16. https://doi.org/10.3389/FNBEH.2022.946337

Zheng, X., Men, J., Yang, F., & Gong, X. (2019). Understanding impulse buying
in mobile commerce: An investigation into hedonic and utilitarian browsing.
International  Journal of Information Management, 48, 151-160.
https://doi.org/10.1016/J.1IJINFOMGT.2019.02.010

Zoting S, & Shivarkar A. (2025, June 23). Livestream E-Commerce Market Size,
Share and Trends 2025 to 2034.
https://www.precedenceresearch.com/livestream-e-commerce-
market#:~:text=Report%20Co0de%20%3 A%205714-
,Livestream%20E%2DCommerce%20Market%20Size%20and%20Forecast
9%202025%20t0%202034,33.01%25%20from%202025%20t0%202034.

199

Analisis Pengaruh Social, Amanda Dhiya Dzakiyyah, Universitas Multimedia Nusantara



