DAFTAR PUSTAKA

Adaba, G. B., Frimpong, F., & Mwainyekule, L. (2025). Empirical Analysis of Social Media
Influencers’ Effect on Consumer Purchase Intentions and Behavior. Platforms, 3(3), 11.
https://doi.org/10.3390/platforms3030011

Adriansyah, M. A., & Rahman, M. T. (2022). Shopping Orientation and Trust in Online
Stores Towards Impulse Buying. Indonesian Journal of Business and Entrepreneurship,
8(3), 441-451. https://doi.org/10.17358/ijbe.8.3.441

Al-abdallah, G., & Khair, N. (2026). The Impact of Followers ’ Social Identity on Fashion
Purchase Intention : The Mediating Role of Source Credibility. January 2024, 1-29.

Appel, G., Grewal, L., Hadi, R., & Stephen, A. T. (2020). The future of social media in
marketing. Journal of the Academy of Marketing Science, 48(1), 79-95.
https://doi.org/10.1007/s11747-019-00695-1

Cao, N, Isa, N. M., Perumal, S., & Chen, C. (2025). Perceived Value, Consumer
Engagement, and Purchase Intention in Virtual Influencer Marketing: The Role of
Source Credibility and Generational Cohort. Journal of Theoretical and Applied
Electronic Commerce Research , 20(2). https://doi.org/10.3390/jtaer20020150

Casald, L. V, Flavian, C., & Ibafez-sanchez, S. (2020). In fl uencers on Instagram :
Antecedents and consequences of opinion leadership. 117, 510-5109.
https://doi.org/10.1016/j.jbusres.2018.07.005

Chandra, E., Rizki Pradipta, O., Gilisen, S. G., & Layman, C. V. (2025). Jurnal Studi
Manajemen dan Bisnis Implusiv Buying Behavior with Technology Acceptance Model
and Pro-motions in E-Commerce Among Gen-Z Indonesians. Jurnal Studi Manajemen
Dan Bisnis, 12(2), 61-70. http://journal.trunojoyo.ac.id/jsmb

Dima, J., Magdalena, M., Sogen, B., Tallo, C. G., Ndun, R., & Taneo, R. E. (2025). The
Influence of Social Media on Gen Z Consumer Behavior in E-Commerce. 10(2), 603—
604.

Francis, T., & Hoefel, F. (2018). ‘ True Gen ’: Generation Z and its implications for
companies.

Gunawan, J., Audrianto, R., & Wuisan, D. (2023). THE IMPACT OF SOCIAL MEDIA
INFLUENCERS ON THE CONSUMPTIVE. 3(2), 101-1009.

Hair et al. (2021). Introduction SEM.pdf.

Igbal, S., Bilal, A., & Shirazi, S. (2025). Decoding Influence Marketing: The Interplay of
Credibility. Informativeness, and Entertainment in Shaping Consumer Behavior on SNS,
10(2), 80-93.

Ivanlie, M., & Kurniawati, M. (2024). Pengaruh Persepsi Kepercayaan dan Kredibilitas
Beauty Influencer terhadap Pembelian Impulsif Produk Makeup. Jurnal Serina Sosial
Humaniora, 2(2), 65-72. https://doi.org/10.24912/jssh.v2i2.34264

lyer, G. R., Blut, M., Xiao, S. H., & Grewal, D. (2020). Impulse buying : a meta-analytic
review. 384-404.

Lavenia, G., & Erdiansyah, R. (2022). Analisis Pengaruh Influencer Marketing dan
Perceived Trust terhadap Impulsive Buying Menantea. 328-333.



Lim, X. J. (2017). The Impact of Social Media Influencers on Purchase Intention and the
Mediation Effect of Customer Attitude. 7(2), 19-36.
https://doi.org/10.14707/ajbr.170035

Liu, X., & Zheng, X. (2024). The persuasive power of social media influencers in brand
credibility and purchase intention. Humanities and Social Sciences Communications,
11(1), 1-12. https://doi.org/10.1057/s41599-023-02512-1

Lou, C., & Yuan, S. (2019). Influencer Marketing: How Message Value and Credibility
Affect Consumer Trust of Branded Content on Social Media. Journal of Interactive
Advertising, 19(1), 58-73. https://doi.org/10.1080/15252019.2018.1533501

Mazen Mohammed Farea, & Sajid Hussain. (2025). Applying the S-O-R Model to
Understand Impulsive Buying Behavior Among Pakistani Online Shoppers. Social
Science Review Archives, 3(1), 895-914. https://doi.org/10.70670/sra.v3i1.383

Mcknight, D. H., Choudhury, V., & Kacmar, C. (2002). Developing and Validating Trust
Measures for E-Commerce : An Integrative Typology. 0(0), 1-26.

Odunayo, W. A. (2025). Does Social Media Influencer Marketing Change Consumers
Perception of Energy Drinks ? A Case Study of Monster Energy Drink. 8(9), 561-596.

Pertiwi, D., & Wibowo, B. S. (2023). Analisis Perilaku Online Impulsive Buying: Shopping
Lifestyle, Sales Promotion, Hedonic Shopping Motivation Dan Pay Later. Jurnal
Ekonomi Dan Bisnis, 16(2), 115-123. https://doi.org/10.53916/jeb.v17i2.25

Pop, R. A., Saplacan, Z., Dabija, D. C., & Alt, M. A. (2025). The impact of social media
influencers on travel decisions: the role of trust in consumer decision journey. Current
Issues in Tourism, 25(5), 823-843. https://doi.org/10.1080/13683500.2021.1895729

Putri, A. R., Priyadi, U., & Candra Maulana. (2025). Analisis perilaku impulsif pembayaran
paylater pada mahasiswa Universitas Islam Indonesia. Jurnal Kebijakan Ekonomi Dan
Keuangan, 3(2), 124-135. https://doi.org/10.20885/jkek.vol3.iss2.art2

Qastholany, H., Alfanur, F., & Management, I. B. (2024). the Influence of Celebrity Effect ,
Perceived Usefulness , Trust on Attitude Toward Influencers. 3(1), 1-14.

Rahadian, D., Yolanda Masnita, Kurniawati, & Anggi Puspita, L. (2025). Influencer
Authenticity: The Key to Triggering Impulsive Online Purchases. Jurnal Iimiah
Ekonomi Global Masa Kini, 16(2), 157-167.
https://doi.org/10.36982/jiegmk.v16i2.6106

Rahayu, N. P., Dwatra, F. D., & Padang, U. N. (2024). The Influence of Trust on Impulsive
Buying Among Early Adult Consumers of Live Streaming Shopping in Padang City.
4(April), 367-375.

Sanina, S. W., Religia, Y., & Sutiono, H. T. (2025). The Impact of Influencer Credibility on
Impulsive Buying: The Mediating Roles of Customer Trust and Product Fit (Evidence
from Skintific Customers in Indonesia). American Journal of Economic and
Management Business (AJEMB), 4(9), 1581-1590.
https://doi.org/10.58631/ajemb.v4i9.343

Setyanta, B., Suryaningtiyas, Y. D., Arum, M. P., Ula, R., Fauzi, A., Citaningtyas, D., &
Kadi, A. (2026). The power of credibility : How influencer credibility impacts impulsive
buying in live-streaming commerce. 6(1), 103-119.
https://doi.org/10.20885/AMBR.vol6.iss1.art7



Shamim, K., & Azam, M. (2024). The power of social media influencers: unveiling the
impact on consumers’ impulse buying behaviour. Humanities and Social Sciences
Communications, 11(1), 1-11. https://doi.org/10.1057/s41599-024-03796-7

Timbuleng, C. O., Walean, R. H., & Mandagi, D. W. (2026). Advances : Jurnal Ekonomi &
Bisnis Influencer Credibility and FOMO as Drivers of Impulsive Buying : Mediating
Role of Trust and Hedonic Motivation Advances : Jurnal Ekonomi & Bisnis. 4(2), 322—
341.

Trivedi, J., & Sama, R. (1987). The Impulse Buying. In Journal of the American Dietetic
Association (Vol. 14, pp. 189-199). https://doi.org/10.1016/0002-8223(94)92568-2

Wicaksono, T. B. (2024). From Likes to Purchases: Analyzing the Impact of Instagram
Marketing on Online Shoppers. Journal of Business, Management, and Social Studies,
3(2), 105-116. https://doi.org/10.53748/jbms.v3i2.73



	DAFTAR PUSTAKA

