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ABSTRAK 

 

Live-streaming e-commerce (Shopee Live dan TikTok Live) mendorong 

keputusan belanja yang cepat sehingga berpotensi membentuk niat pembelian ulang 

melalui kecenderungan belanja impulsif, nilai etika (khususnya pada konsumen 

Muslim), serta emosi pascapembelian seperti penyesalan dan rasa senang/puas. 

Namun, riset sebelumnya masih terbatas dalam mengintegrasikan Impulsive Buying 

Tendency, Islamic Ethic, dan emosi pascapembelian (Regret dan Rejoice) sebagai 

mekanisme yang menjelaskan repurchase intention pada konteks live streaming.  

Penelitian ini bertujuan menganalisis pengaruh Impulsive Buying Tendency 

dan Islamic Ethic terhadap repurchase intention pada konsumen live-streaming e-

commerce, menguji pengaruh Impulsive Buying Tendency terhadap Regret dan 

Rejoice, menguji pengaruh Regret dan Rejoice terhadap repurchase intention, serta 

menguji peran mediasi Regret dan Rejoice pada hubungan Impulsive Buying 

Tendency terhadap repurchase intention.  

Metode penelitian menggunakan pendekatan kuantitatif asosiatif kausal pada 

konteks live streaming e-commerce (Shopee dan TikTok). Populasi penelitian 

adalah konsumen Muslim di Kota Surabaya yang pernah melakukan pembelian 

melalui live-streaming e-commerce dan teknik sampling yang digunakan adalah 

non-probability sampling dengan purposive sampling dan jumlah responden yang 

dianalisis sebanyak 210. Data primer dikumpulkan melalui kuesioner daring 

(Google Forms). Analisis data dilakukan dengan SEM-PLS menggunakan 

SmartPLS.  

Hasil penelitian menunjukkan bahwa Impulsive Buying Tendency 

berpengaruh positif dan signifikan terhadap repurchase intention, serta 

berpengaruh positif dan signifikan terhadap Regret dan Rejoice. Islamic Ethic juga 

berpengaruh positif dan signifikan terhadap repurchase intention. Sementara itu, 

Regret tidak berpengaruh signifikan terhadap repurchase intention dan tidak 

memediasi hubungan Impulsive Buying Tendency terhadap repurchase intention. 

Sebaliknya, Rejoice berpengaruh positif dan signifikan terhadap repurchase 

intention serta memediasi secara signifikan (mediasi parsial) hubungan Impulsive 

Buying Tendency terhadap repurchase intention.  

Kesimpulannya, niat pembelian ulang pada live-streaming e-commerce 

dipengaruhi oleh kecenderungan belanja impulsif dan persepsi etika Islam, dengan 

mekanisme emosi positif (Rejoice) sebagai jalur penjelas yang lebih kuat dibanding 

emosi negatif (Regret). Temuan ini menegaskan pentingnya membangun 

pengalaman pascapembelian yang menyenangkan dan etis dalam sesi live 

streaming agar mendorong pembelian ulang. Selain itu, meskipun kecenderungan 

belanja impulsif dapat memunculkan Regret setelah pembelian, Regret tidak 

terbukti memengaruhi repurchase intention dan tidak berperan sebagai mediator, 

sehingga emosi negatif berupa penyesalan belum cukup kuat untuk mengubah niat 

konsumen membeli ulang pada konteks live-streaming e-commerce 

 

Kata Kunci: Impulsive Buying Tendency, Islamic Ethic, Repurchase intention, 

Regret, Rejoice, Live-Streaming E-Commerc



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 

 

124 

DAFTAR PUSTAKA 

 

Aisyah Zulsa Fitri. (2025). Pengaruh Diskon Dan Live Streaming Shopping 

Terhadap Hedonic Shopping Motivation, Perilaku Impulsive Buying, Dan 

Post-purchase Regret Pengguna E-commerce. Institut Pertanian Bogor. 

Akmala, Z., & Ridlwan, A. A. (2022). Pengaruh Etika Pemasaran Islami Dan 

Kualitas Layanan Terhadap Loyalitas Pelanggan Fashion Muslim E-

Commerce Shopee Dengan Kepuasan Sebagai Variabel Mediasi. 5. 

Anas Hidayat, Nasuka, M., Wijaya, T., & Hidayat, A. (2021). The role of Islamic 

marketing ethics for customer loyalty in Islamic banking through customer 

satisfaction. Economic Annals-ХХI, 187(1–2), 189–196. 

https://doi.org/10.21003/ea.V187-18 

Anna Pebrita. (2022). Online  Repurchase  Intention  Ditinjau  dari  Perceived  

Enjoyment  pada  Konsumen Shopee. 

Athalla, A. B., Nabila, H. T. A., Samudra, E. G., Rizal, M. S., & Aulia, V. R. 

(2025). Mengungkap Kecenderungan Belanja Impulsif di TikTok Shop: 

Sinergi Antara Frekuensi Menonton dan Emosi Antisipatif dalam Konteks 

Promo Terbatas. Jurnal Profesi Insinyur (JPI), Vol 6 No 1. 

Auliarahman, L. (2025). From impulse to loyalty: Examining drivers of 

continuous purchase intention on the Tiktok live shopping platform. 17(2). 

Bakar, R. M., Fauziyah, N., & Rahmat, A. (2025). Do Consumers Perceive 

Impulsive Buying and Pain of Payment? E-Commerce Transactions Using 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 

 

Pay Later, E-Wallet, and Cash-On-Delivery. Gadjah Mada International 

Journal of Business, 27(1), 31. https://doi.org/10.22146/gamaijb.81568 

Barta, S., Gurrea, R., & Flavián, C. (2023). Consequences of consumer regret 

with online shopping. Journal of Retailing and Consumer Services, 73, 

103332. https://doi.org/10.1016/j.jretconser.2023.103332 

Beatty, S. E., & Ferrell, M. E. (1998). Impulse buying: Modeling its precursors. 

Journal of Retailing, 74(2), 169–191. https://doi.org/10.1016/S0022-

4359(99)80092-X 

Beikverdi, L., Sipilä, J., & Tarkiainen, A. (2023). Post‐purchase effects of 

impulse buying: A review and research agenda. 

Çeli̇K, Z., & Dülek, B. (2023). The Effect Of Happiness On Customers’ 

Repurchase Intention In Online Shopping. International Journal of 

Management Economics and Business. 

https://doi.org/10.17130/ijmeb.1191299 

Chandrasekhar, P. V. S., Capra, C. M., Moore, S., Noussair, C., & Berns, G. S. 

(2008). Neurobiological regret and rejoice functions for aversive 

outcomes. NeuroImage, 39(3), 1472–1484. 

https://doi.org/10.1016/j.neuroimage.2007.10.027 

Chin, W. W. (1998). The partial least squares approach for structural equation 

modeling. Modern Methods for Business Research., 295–336. 

Christine, K., & Berlianto, M. P. (2022). Influencing Factors of Repurchase 

Intention on Online Food Delivery Service in Indonesia. 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 

 

Cohen, J. (1998). Statistical power analysis for the behavioral sciences (2. ed., 

reprint). Psychology Press. 

Creswell, J. W. (2014). Research design: Qualitative, quantitative, and mixed 

methods approaches (4th ed., international student ed). SAGE; WorldCat. 

Darmayanti, K. K. H. (2023). The Relationship between Impulse Buying and Post 

Purchase Regret in Female Students Who Shop on E-Commerce. 3(2). 

Dillman, D., Smyth, J., & Christian, L. (2024). Internet, Phone, Mail, and Mixed‐

Mode Surveys: The Tailored Design Method. 

https://doi.org/10.1002/9781394260645 

Egia Etha, Pijar Suciati, & Ajenk N. Citra. (2024). Factors Influencing Online 

Repurchase Intention In Indonesia’s E-Commerce Market: A Structural 

Equation Modeling Approach. Jurnal Sosial Humaniora Terapan, 6(2). 

https://doi.org/10.7454/jsht.v6i2.1127 

Faraz. (2016). Memahami Perilaku Konsumen Dengan Teori Regret. UNISIA, 

Vol. XXXVIII No. 84. 

Fauzana, S. N. (2024). Analisis Pengaruh Product Quality, Discount & 

Interactivity terhadap Repurchase Intention melalui Customer Satisfaction 

pada Live Streaming Shopping. 13. 

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models with 

Unobservable Variables and Measurement Error. Journal of Marketing 

Research, 18(1), 39–50. https://doi.org/10.1177/002224378101800104 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 

 

Fujii, Y., Okura, M., & Osaki, Y. (2016a). Regret, rejoicing, and mixed insurance. 

Economic Modelling, 58, 126–132. 

https://doi.org/10.1016/j.econmod.2016.05.026 

Fujii, Y., Okura, M., & Osaki, Y. (2016b). Regret, rejoicing, and mixed insurance. 

Economic Modelling, 58, 126–132. 

https://doi.org/10.1016/j.econmod.2016.05.026 

Ghozali, I. (2018). Aplikasi analisa multivariat melalui program IBM-SPSS. 

Semarang: UNDIP. 

Guritno, A. (2024). The Influence Of Menu Diversity, Prices, And Islamic 

Business Ethics On Consumer Loyalty With Satisfaction As An 

Intervening Variable(Customer Study of Mr. H. Masyhudi’s Young 

Kambing Sate Restaurant, Blotongan Salatiga). 5(1). 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate 

Data Analysis. Cengage. 

https://books.google.co.id/books?id=0R9ZswEACAAJ 

Hair, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M. (2016). A Primer on Partial 

Least Squares Structural Equation Modeling (PLS-SEM). SAGE 

Publications. https://books.google.co.id/books?id=C_EmjgEACAAJ 

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 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 

 

Hakiki, R. K., & Yasmin, M. (2023). Hubungan Impulsive Buying dengan Post-

Purchase Regret Produk Make Up secara Online pada Pegawai Wanita. 

Jurnal Riset Psikologi, 6(3), 145. https://doi.org/10.24036/jrp.v6i3.15159 

Handayani, P. W., Eka Ariantana, I. M., & Pinem, A. A. (2020). How To Increase 

Customer Repurchase Intention In An Online Retailing Store? An 

Extended Expectation Confirmatory Model. International Journal of 

Electronic Commerce Studies, 11(1), 13–32. 

https://doi.org/10.7903/ijecs.1721 

Hardiono, H. (2020). Sumber Etika Dalam Islam. Jurnal Al-Aqidah, 12(2), 26–36. 

https://doi.org/10.15548/ja.v12i2.2270 

Hellier, P. K., Geursen, G. M., Carr, R. A., & Rickard, J. A. (2003). Customer 

repurchase intention: A general structural equation model. European 

Journal of Marketing, 37(11/12), 1762–1800. 

https://doi.org/10.1108/03090560310495456 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing 

discriminant validity in variance-based structural equation modeling. 

Journal of the Academy of Marketing Science, 43(1), 115–135. 

https://doi.org/10.1007/s11747-014-0403-8 

Herabadi, A., Verplanken, B., & Knippenberg, A. (2009). Consumption 

experience of impulse buying in Indonesia: Emotional arousal and 

hedonistic considerations. Asian Journal of Social Psychology, 12, 20–31. 

https://doi.org/10.1111/j.1467-839X.2008.01266.x 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 

 

Ilham S., W., Andriansyah, Y., & Sobirov, B. (2024). Application of Islamic 

business ethics in online marketplace: A study among Bukalapak users in 

Yogyakarta, Indonesia. Journal of Islamic Economics Lariba, 10(1), 593–

622. https://doi.org/10.20885/jielariba.vol10.iss1.art30 

Indrawan, R., & Yaniawati, R. P. (2016). Metodologi penelitian: Kuantitatif, 

kualitatif dan campuran untuk manajemen, pembangunan, dan pendidikan. 

Ipsos. (2022). Livestream Selling in Indonesia Market is Growing. 

https://www.ipsos.com/en-id/livestream-selling-indonesia-market-growing 

Kalengkongan, R. V. J., & Mandey, S. L. (2024). Pengaruh E-Commerce Live 

Streaming Service Dan Keterlibatan Pelanggan Terhadap Loyalitas 

Pelanggan Pada Toko Kanino Premium Clothing Manado. 

Keaveney, S. M., Huber, F., & Herrmann, A. (2007). A model of buyer regret: 

Selected prepurchase and postpurchase antecedents with consequences for 

the brand and the channel. Journal of Business Research, 60(12), 1207–

1215. https://doi.org/10.1016/j.jbusres.2006.07.005 

Kotler, P., & Keller, K. L. (2015). Marketing Management, Global Edition. 

Pearson Education. 

https://books.google.co.id/books?id=o5YZCgAAQBAJ 

Kumar, S., & Taneja, N. (2024). Enchanted but Regretful: Exploring the Impact 

of Flow Induced Impulse Buying and Return Intention in the Domain of 

Live Streaming Commerce. Journal of Small Business Strategy, 34(2). 

https://doi.org/10.53703/001c.117663 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 

 

Lee, S. H., & Cotte, J. (2009). Post-purchase consumer regret: Conceptualization 

and development of the PPCR scale. Advances in Consumer Research, 36, 

456–462. 

Li, X., Huang, D., Dong, G., & Wang, B. (2024). Why consumers have impulsive 

purchase behavior in live streaming: The role of the streamer. BMC 

Psychology, 12(1), 129. https://doi.org/10.1186/s40359-024-01632-w 

Liao, C., Lin, H.-N., Luo, M. M., & Chea, S. (2017). Factors influencing online 

shoppers’ repurchase intentions: The roles of satisfaction and regret. 

Information & Management, 54(5), 651–668. 

https://doi.org/10.1016/j.im.2016.12.005 

Likert, R. (1932). A Technique for the Measurement of Attitudes. Columbia 

university. https://books.google.co.id/books?id=9rotAAAAYAAJ 

Lin, T. T., Yeh, Y.-Q., & Hsu, S.-Y. (2022). Analysis of the Effects of Perceived 

Value, Price Sensitivity, Word-of-Mouth, and Customer Satisfaction on 

Repurchase Intentions of Safety Shoes under the Consideration of 

Sustainability. 

Liu, M., Chen, X., Yang, B., & Gao, Y. (2025). The role of social presence in 

impulsive buying during live streaming E-commerce: Exploring the 

mechanisms of customer inspiration and positive emotion. BMC 

Psychology. https://doi.org/10.1186/s40359-025-03743-4 

Loomes, G., & Sugden, R. (1982). Regret Theory: An Alternative Theory of 

Rational Choice Under Uncertainty. The Economic Journal, 92(368), 805–

824. https://doi.org/10.2307/2232669 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 

 

Luo, X., Cheah, J.-H., Hollebeek, L. D., & Lim, X.-J. (2024). Boosting 

customers’ impulsive buying tendency in live-streaming commerce: The 

role of customer engagement and deal proneness. Journal of Retailing and 

Consumer Services, 77, 103644. 

https://doi.org/10.1016/j.jretconser.2023.103644 

M. Samsul Ma’arif. (2024). Determinants Of Repurchase Intention: An Islamic 

Business Ethics Perspective. 

Marlinton, D. P., Sari, D. K., & Sudarso, S. (2024). [Live Streaming, Content 

Marketing, dan Experiential Marketing terhadap Keputusan Pembelian 

pada E-commerce Shopee di Sidoarjo]. 

Mellers, B. A., Schwartz, A., Ho, K., & Ritov, I. (1997). Decision Affect Theory: 

Emotional Reactions to the Outcomes of Risky Options. Psychological 

Science, 8(6), 423–429. JSTOR. 

Mordor Intelligence. (2025). Indonesia E-commerce Market Size & Share 

Analysis—Growth Trends & Forecasts (2025—2030). 

https://www.mordorintelligence.com/industry-reports/indonesia-

ecommerce-market? 

Neuman, W. L. (2013). Social Research Methods: Qualitative and Quantitative 

Approaches. Pearson Education. 

https://books.google.co.id/books?id=Ybn3ngEACAAJ 

Nunnally, J. C. (1994). Psychometric Theory 3E. Tata McGraw-Hill Education. 

https://books.google.co.id/books?id=_6R_f3G58JsC 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 

 

Nuraisah, S., Nadlifatin, R., Subriadi, A. P., & J. Gumasing, Ma. J. (2024). Live 

Streaming Commerce is considered as Shoppertaiment: A Systematic 

Literature Review. Procedia Computer Science, 234, 1020–1028. 

https://doi.org/10.1016/j.procs.2024.03.092 

Nurohman, F., & Aziz, A. (2020). Impulse Buying dan Post Purchase Regret pada 

Mahasiswa. Intuisi : Jurnal Psikologi Ilmiah, 12(2), 155–165. 

https://doi.org/10.15294/intuisi.v12i2.28612 

Nursaima, A. R., Masnita, Y., & Sari, D. M. (2024). Efektivitas Live Streaming 

Dalam E-commerce guna Meningkatkan Pembelian Konsumen secara 

Impulsif: Studi TRA. 02. 

O’Connor, H., & Madge, C. (2004). ‘Cyber-Mothers: Online Synchronous 

Interviewing using Conferencing Software.’ Sociological Research 

Online, 9, 1–17. https://doi.org/10.1177/136078040400900205 

Oliver, R. L. (1997). Satisfaction: A Behavioral Perspective on the Consumer. 

McGraw Hill. https://books.google.co.id/books?id=iCeQQgAACAAJ 

Owusu, P., Li, Z., & Omari-Sasu, A. Y. (2025). Optimizing consumer 

engagement and repurchase intentions: The role of strategic post-purchase 

communication. Journal of Retailing and Consumer Services, 82, 104095. 

https://doi.org/10.1016/j.jretconser.2024.104095 

Prof. Dr. H. Muhammad Djakfar, S. H. M. A. (2012). Etika Bisnis: Menangkap 

Spirit Ajaran Langit dan Pesan Moral Ajaran Bumi. Penebar Plus. 

https://books.google.co.id/books?id=78UYCgAAQBAJ 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 

 

Qu, Y., 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 and Consumer Services, 75, 103534. 

https://doi.org/10.1016/j.jretconser.2023.103534 

Rachman, E., & Amarullah, D. (2024). Halal cosmetics repurchase intention: 

Theory of consumption values perspective. Journal of Islamic Marketing, 

15. https://doi.org/10.1108/JIMA-08-2022-0226 

Raeva, D., Mittone, L., & Schwarzbach, J. (2010). Regret now, take it now: On 

the role of experienced regret on intertemporal choice. Journal of 

Economic Psychology, 31(4), 634–642. 

https://doi.org/10.1016/j.joep.2010.04.006 

Rook, D. W. (1987). The Buying Impulse. Journal of Consumer Research, 14(2), 

189–199. https://doi.org/10.1086/209105 

Rook, D. W., & Fisher, R. J. (1995). Normative Influences on Impulsive Buying 

Behavior. Journal of Consumer Research, 22(3), 305. 

https://doi.org/10.1086/209452 

Sarwar, M. A., Awang, Z., Habib, M. D., Nasir, J., & Hussain, M. (2022). Why 

did I buy this? Purchase regret and repeat purchase intentions: A model 

and empirical application. Journal of Public Affairs, 22(1), e2357. 

https://doi.org/10.1002/pa.2357 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 

 

Sekaran, U., & Bougie, R. (2016). Research Methods For Business: A Skill 

Building Approach. Wiley. 

https://books.google.co.id/books?id=Ko6bCgAAQBAJ 

Sharma, P., Sivakumaran, B., & Marshall, R. (2010). Impulse buying and variety 

seeking: A trait-correlates perspective. Journal of Business Research, 

63(3), 276–283. https://doi.org/10.1016/j.jbusres.2009.03.013 

Sifa, A., Masruroh, I., Zulfa, M. A., Fitriani, S. N., & Aprianto, N. E. K. (2024). 

Transformasi Digital E-Commerce Dalam Menguasai Kosentrasi Pasar di 

Indonesia. Jurnal Ilmiah Ekonomi Dan Manajemen, Vol.2, No.12 

Desember 2024. 

Sofyan Hariono, Embun Suryani, & Akhmad Saufi. (2024). The Influence of 

Flash Sale and Live Streaming on Repurchase Intention Mediated by 

Impulsive Buying. International Journal of Multicultural and 

Multireligious Understanding, Volume 11, Issue 9. 

https://ijmmu.com/index.php/ijmmu/article/view/6070 

Sugiyono, P. (2019). Metode penelitian pendidikan (kuantitatif, kualitatif, 

kombinasi, R&D dan penelitian pendidikan). Metode Penelitian 

Pendidikan, 67, 18. 

Sugiyono, P. D. (2017). Metode penelitian bisnis: Pendekatan kuantitatif, 

kualitatif, kombinasi, dan R&D. Penerbit CV. Alfabeta: Bandung, 

225(87), 48–61. 

Tang, X., Shao, F., & Zhang, Y. (2025). The influence mechanism of scarcity 

promotion on consumers’ future-oriented emotions and impulse buying 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 

 

intention. Asia Pacific Journal of Marketing and Logistics, 1–19. 

https://doi.org/10.1108/APJML-12-2024-1864 

Tsiros, M., & Mittal, V. (2000). Regret: A Model of Its Antecedents and 

Consequences in Consumer Decision Making. Journal of Consumer 

Research, 26(4), 401–417. https://doi.org/10.1086/209571 

Unal, S., & Aydin, H. (2016). Evaluation Of Consumer Regret In Terms Of 

Perceived Risk And Repurchase Intention. Journal of Global Strategic 

Management, 2(10), 31–31. https://doi.org/10.20460/JGSM.20161024354 

Verplanken, B., & Herabadi, A. (2001). Individual differences in impulse buying 

tendency: Feeling and no thinking. European Journal of Personality, 

15(1_suppl), S71–S83. https://doi.org/10.1002/per.423 

Wardhani, E. P., & Purwanti, I. (2025). Transformasi Digital dalam E-Commerce: 

Live Streaming, Review Produk, dan Diskon terhadap Minat Beli 

Konsumen. 9(2). 

Weun, S., Jones, M. A., & Beatty, S. E. (1998). Development and Validation of 

the Impulse Buying Tendency Scale. Psychological Reports, 82(3_suppl), 

1123–1133. https://doi.org/10.2466/pr0.1998.82.3c.1123 

Wu, Y., & Huang, H. (2023). Influence of Perceived Value on Consumers’ 

Continuous Purchase Intention in Live-Streaming E-Commerce—

Mediated by Consumer Trust. Sustainability, 15(5), 4432. 

https://doi.org/10.3390/su15054432 

Xin, M., Liu, W., & Jian, L. (2024). Live streaming product display or social 

interaction: How do they influence consumer intention and behavior? A 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 

 

heuristic-systematic perspective. Electronic Commerce Research and 

Applications, 67, 101437. https://doi.org/10.1016/j.elerap.2024.101437 

Zeelenberg, M., & Pieters, R. (2007). A theory of regret regulation 1.0. Journal of 

Consumer Psychology, 17, 3–18. 

https://doi.org/10.1207/s15327663jcp1701_3 

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The Behavioral 

Consequences of Service Quality. Journal of Marketing, 60(2), 31–46. 

https://doi.org/10.1177/002224299606000203 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


	LEMBAR PERSETUJUAN DOSEN PEMBIMBING
	LEMBAR PENGESAHAN
	LEMBAR PERNYATAAN PERSETUJUAN PUBLIKASI
	PERNYATAAN
	DECLARATION
	DAFTAR ISI
	DAFTAR TABEL
	DAFTAR GAMBAR
	ABSTRAK
	KATA PENGANTAR
	LAMPIRAN KUESIONER PENELITIAN

