DIGITAL GENERASI Y DAN
GENERASI Z DI DKI JAKARTA
Chandra Tabligh Wiguna, Prof. Dr. Basu Swastha Dharmmesta, MBA

UNIVERSITAS ) . . . . . . .
GADJAH MADA Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

DAFTAR PUSTAKA

Akram, U; Hui, P; Khan, M.K; Tanveer, Y; Mehmood, K; and Ahmad, W. (2017),
“How website quality affects online impulse buying: Moderating effects of
sales promotion and credit card use,” Asia Pacifc Journal of Marketing and
Logistics, Vol 30, No 1, pp. 235-256.

Ali, A; Rasheed, M.S; Muhammad, A.K; and Lodhi, R.N. (2019), “Brand Loyalty
versus Brand Switching: Revisiting the Concept from Young Consumers’
Perspective”, Lahore Journal of Business. Vol 8, No 2, pp. 129-154.

Al-Kwifi, S; Ahmed, Z.U; and Yammout, D. (2014), “Brand switching of high-
technology capital products: How product features dictate the switching
decision”, Journal of Product and Brand Management. Vol 23, No. 4/5, pp.
322-332.

Alvara Research Center (2022), Gen Z: Milenial 2.0?. Jakarta,Indonesia.

Amoroso, D.L. and Magnier-Watanabe, R. (2012), “Building a research model for
mobile wallet consumer adoption: The case of mobile Suica in Japan,”
Journal of Theoretical and Applied Electronic Commerce Research, Vol 7,
No 1, pp 94-110.

APIJII (2022), Profil Internet Indonesia 2022. Jakarta, Indonesia.

Badan Pusat Statistik (2020), Statistik Indonesia. Jakarta, Indonesia

Badgaiyan, A. and Verma, A. (2015), “Does urge to buy impulsively differ from
impulsive buying behaviour? Assessing the impact of situational factors,”
Journal of Retailing and Consumer Services, Vol 22, No 1, pp 145-157.

Bank Indonesia (2019), List of Electronic Money Operators Licensed By Bank
Indonesia - Bank Sentral Republik Indonesia. Payment System License
Information, pp. 1-6. Retrieved from

https://www.bi.qgo.id/en/sistempembayaran/informasiperizinan/uangelektron

ik/penyelenggaraberizin/Pages/default.aspx.
Bank Indonesia (2022), Melaju Penuh Optimisme di 2022, Jakarta, Indonesia.

Beatty, S. and Ferrell, E. (1998). “Impulse buying: Modeling its precursors,” Journal
of Retailing, Vol 74, No 2, pp 161-167.
Boku (2021), Mobile Wallets Report. San Fransisco, Amerika Serikat.

79

ANALISIS PERILAKU PEMBELIAN IMPULSIF DAN PERPINDAHAN MEREK PENGGUNA DOMPET


https://www.emerald.com/insight/search?q=Sam%20Al-Kwifi
https://www.emerald.com/insight/search?q=Zafar%20U.%20Ahmed
https://www.emerald.com/insight/search?q=Dina%20Yammout
https://www.bi.go.id/en/sistempembayaran/informasiperizinan/uangelektronik/penyelenggaraberizin/Pages/default.aspx
https://www.bi.go.id/en/sistempembayaran/informasiperizinan/uangelektronik/penyelenggaraberizin/Pages/default.aspx

DIGITAL GENERASI Y DAN
GENERASI Z DI DKI JAKARTA
Chandra Tabligh Wiguna, Prof. Dr. Basu Swastha Dharmmesta, MBA

UNIVERSITAS ) . . . . . . .
GADJAH MADA Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

BPS (2020), Indonesia dalam angka 2020. Badan Pusat Statistik. Jakarta, Indonesia.

Chan, T.K; Cheung, C.M.; and Lee, Z.W. (2017), “The state of online impulse-buying
research: A literature analysis,” Information Management, Vol 54, No 2, pp.
204-217.

Chen, C.C. and Yao, J.Y. (2018), “What drives impulse buying behaviors in a mobile
auction? The perspective of the Stimulus-Organism-Response model,”
Telematics and Informatics, Vol 35, pp. 1249-1262.

Chen, S.C; Chung, K.C; and Tsai, M.Y. (2019), “How to Achieve Sustainable
Development of Mobile Payment through Customer Satisfaction-The SOR
Model,” Sustainability, Vol 11, No 22, pp. 1-16.

Chopdar, P.K. and Sivakumar, V.J. (2018), “Understanding continuance usage of
mobile shopping applications in India: the role of espoused cultural values
and perceived risk,” Behaviour & Information Technology, Vol 38, pp. 1-23.

Chopdar, P.K. and Balakrishnan, J. (2020), “Consumers response towards mobile
commerce applications: S-O-R approach,” International Journal of
Information Management, Vol 53, pp. 102-106.

Deng, Z; Lu, Y; and Wei, K.K; and Zhang, J. (2010), “Understanding Customer
Satisfaction and Loyalty: An Empirical Study of Mobile Instant Messages in
China,” International Journal of Information Management, Vol 30, No 4, pp.
289-300.

Destya, V. (2023), Industri dompet digital tetap catatkan pertumbuhan positif pada

2023. Retrieved from https://keuangan.kontan.co.id/news/industri-dompet-

digital-tetap-catatkan-pertumbuhan-positif-pada-2023?page=1 .
Do, H.N; Shih, W; and Ha, Q.A. (2020), “Efects of mobile augmented reality apps on

impulse buying behavior: An investigation in the tourism feld,” Heliyon, Vol
6, No 8, pp 46-67.

East Ventures (2023), Digital Competitiveness Index 2023: Digital justice for all
Indonesian people. Jakarta, Indonesia.

Garcia, S.1. and Curras-Perez, R. (2020), "Is satisfaction a necessary and sufficient
condition to avoid switching? The moderating role of service type", European
Journal of Management and Business Economics, Vol. 29, No. 1, pp. 54-83.

80

ANALISIS PERILAKU PEMBELIAN IMPULSIF DAN PERPINDAHAN MEREK PENGGUNA DOMPET


https://keuangan.kontan.co.id/news/industri-dompet-digital-tetap-catatkan-pertumbuhan-positif-pada-2023?page=1
https://keuangan.kontan.co.id/news/industri-dompet-digital-tetap-catatkan-pertumbuhan-positif-pada-2023?page=1
https://www.emerald.com/insight/search?q=Isabel%20S%C3%A1nchez%20Garc%C3%ADa
https://www.emerald.com/insight/search?q=Rafael%20Curras-Perez
https://www.emerald.com/insight/publication/issn/2444-8494
https://www.emerald.com/insight/publication/issn/2444-8494

DIGITAL GENERASI Y DAN
GENERASI Z DI DKI JAKARTA
Chandra Tabligh Wiguna, Prof. Dr. Basu Swastha Dharmmesta, MBA

UNIVERSITAS ) . . . . . . .
GADJAH MADA Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

Gerpott, T.J; Rams, W; and Schindler, A. (2001), “Customer retention, loyalty, and
satisfaction in the German mobile cellular telecommunications market,”
Telecommunications Policy, Vol 25, pp. 249-2609.

Ghosh,D (2022), Braving funding winter, start-ups cut online marketing spends by 30-
60%. Retrieved from

https://www.moneycontrol.com/news/business/startup/braving-funding-

winter-startups-cut-online-marketing-spends-by-30-60-9015611.html.
Google, Temasek, Bain and Company (2021), E-Conomy SEA 2021 Report. Jakarta,

Indonesia.

Google, Temasek, Bain and Company (2022), E-Conomy SEA 2022 Report. Jakarta,
Indonesia.

Hair, J.F; Hult, G.T; Ringle, C.M; and Sarstedt, M. (2017), A Primer on Partial Least
Squares Structural Equation Modeling (PLS-SEM), 2" ed. London: SAGE
Publications Inc.

Hair, J.F; Risher, J.J; Sarstedt, M; and Ringle, C.M. (2019), “When to use and how to
report the results of PLS-SEM,” European Business Review, Vol. 31 No. 1,
pp. 2-24.

Handayani, N.S. and Rahyuda, K. (2020), "Website Quality Affects Online Impulse
Buying Behavior (OIBB): Moderating Effects of Sales Promotion and Digital
Wallet Use (A Study on Tokopedia E-Commerce),” SSRG International
Journal of Economics and Management Studies, Vol 7, No 12, pp. 16-24.

Hawkins, D. I. and Mothersbaugh, D.L. (2016), Consumer Behavior : Building
Marketing Strategy.New York: McGraw - Hill.

Henseler, J; Ringle, C. M; and Sarstedt, M. (2015), “A new criterion for assessing
discriminant validity in variance-based structural equation modelling,”
Journal of the Academy of Marketing Science, Vol 43, No 1, pp 115-135.

Hofstede, G. (2013), Country Comparison - Indonesia. Retrieved from

https://www.geerthofstede.com/indonesia.html

Hsiao, C; Chang, L.J; and Tang, K. (2016), “Exploring the infuential factors in
continuance usage of mobile social Apps: Satisfaction, habit, and customer
value perspectives,” Telematics and Informatics, Vol 33, No 2, pp. 342-355.

81

ANALISIS PERILAKU PEMBELIAN IMPULSIF DAN PERPINDAHAN MEREK PENGGUNA DOMPET


https://www.emerald.com/insight/search?q=Jeffrey%20J.%20Risher
https://www.emerald.com/insight/search?q=Marko%20Sarstedt
https://www.emerald.com/insight/search?q=Christian%20M.%20Ringle
https://www.emerald.com/insight/publication/issn/0955-534X
https://www.geerthofstede.com/indonesia.html

ANALISIS PERILAKU PEMBELIAN IMPULSIF DAN PERPINDAHAN MEREK PENGGUNA DOMPET
DIGITAL GENERASI Y DAN

GENERASI Z DI DKI JAKARTA

Chandra Tabligh Wiguna, Prof. Dr. Basu Swastha Dharmmesta, MBA

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Hsiao, M.H. (2020), “Infuence of interpersonal competence on behavioral intention in
social commerce through customer-perceived value,” Journal of Marketing
Analytics, Vol 9, No 1, pp. 44-55.

Husada, S. (2023), GTV Astrapay tembus Rp51,8 triliun pada Juni 202 Retrieved from
https://www.digitalbank.id/fintech/77667195/keren-gtv-astrapay-tembus-
rp518-triliun-pada-juni-2023/.

Iprice (2020), Aplikasi e-wallet indonesia. Jakarta, Indonesia.

Ipsos (2020), The Evolution of The Digital Wallet. Jakarta: Indonesia.

ISEAS (2022), Financial Technology Adoption in Greater Jakarta. Jakarta, Indonesia.

Jacoby, J. (2002), “Stimulus-organism- response reconsidered: An evolutionary step
in modeling (consumer) behavior, ”” Journal of consumer psychology, Vol 12,
No 1, pp. 51-57.

Jakpat (2022), Indonesia Digital Payment Trends. Jakarta: Indonesia.

Jang, Y.J. and E. Park (2019), “An adoption model for virtual reality games: The roles
of presence and enjoyment,” Telematics and Informatics, Vol 42, pp. 1-10.

Karjaluoto, H; Shaikh, A.A; Saarijérvi, H; and Saraniemi, S. (2018), “How perceived
value drives the use of mobile financial services apps,” International Journal
of Information Management, Vol 47, pp. 252-261.

Kim, D.J; Ferrin, D.L; and Rao, H.R. (2008), “A trust-based consumer decision-
making model in electronic commerce: The role of trust, perceived risk, and
their antecedents,” Decision Support Systems, Vol 44, No 2, pp. 544-564.

Krishanan, D; Teng, K.L.L; and Siti, K. (2017), “Moderating effects of age &
education on consumers' perceived interactivity & intention to use mobile
banking in Malaysia: A structural equation modeling approach,” Proceeding
of International Conference on Humanities, Language, Culture & Business,
pp. 39-52.

Lazard, A; Watkins, I; Mackert, M.S; Xie, B; Stephens, K; and Shalev, H. (2016),
“Design simplicity infuences patient portal use: The role of aesthetic
evaluations for technology acceptance,” Journal of the American Medical
Informatics Association, Vol 23, No 1, pp. 157-161.

82


https://www.digitalbank.id/fintech/77667195/keren-gtv-astrapay-tembus-rp518-triliun-pada-juni-2023/
https://www.digitalbank.id/fintech/77667195/keren-gtv-astrapay-tembus-rp518-triliun-pada-juni-2023/

UNIVERSITAS
GADJAH MADA

DIGITAL GENERASI Y DAN
GENERASI Z DI DKI JAKARTA
Chandra Tabligh Wiguna, Prof. Dr. Basu Swastha Dharmmesta, MBA

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

Lee, Y.Y; Gan, C.L; and Liew, T.W. (2023), “Do E-wallets trigger impulse purchases?
An analysis of Malaysian Gen-Y and Gen-Z consumers”, Journal Marketing
Analytics, Vol 11, No 2, pp. 244-261.

Leong, L.Y; Hew, T.S; Ooi, K.B; and Wei, J. (2019), “Predicting mobile wallet
resistance: A two-staged structural equation modeling-artificial neural
network approach,” International Journal of Information Management, Vol
51, No 2.

Lew, S; Tan, G.W; Loh, X.M; Hew, J.J; and Ooi, K.B. (2020), “The disruptive mobile
wallet in the hospitality industry: An extended mobile technology acceptance
model”, Technology in Society, Vol 63, pp. 101430.

Liang, D; Ma, Z; and Q1, L. (2013), “Service quality and customer switching behavior
in China’s mobile phone service sector”, Journal of Business Research, Vol
66, No 8, pp. 1161-1167.

Lim, Y.S; Omar, A; and Ramayah, T. (2015), “Online purchase: A study of generation
Y in Malaysia,” International Journal of Business and Management, Vol 10,
No 6, pp. 1-7.

Liu, Y; Li, H.X; and Hu, F. (2013), “Website attributes in urging online impulse
purchase: An empirical investigation on consumer perceptions,” Decision
Support Systems. Vol 55, No 3, pp. 829-837.

Liu, Q; Shao, Z; Tang, J; and Fan, W. (2019), “Examining the infuential factors for
continued social media use,” Industrial Management & Data Systems, Vol
119 No 5, pp. 1104-1127.

Liu, Y; L1, Q; Edu, T; Jozsa, L; and Negricea, I.C. (2020), “Mobile shopping platform
characteristics as consumer behavior determinants,” Asia Pacific Journal of
Marketing and Logistics, Vol 32, No 7, pp. 1565-1587.

Lopez, J. P. M; Redondo, Y. P; and Olivan, F.J.S. (2006), “The impact of customer
relationship characteristics on customer switching behavior: Differences
between switchers and stayers”, Managing Service Quality, Vol 16, No 6, pp.
556-574.

Mehrabian, A. and Russell, J.A. (1974), An Approach to Environmental Psychology.
Cambridge: The MIT Press.

83

ANALISIS PERILAKU PEMBELIAN IMPULSIF DAN PERPINDAHAN MEREK PENGGUNA DOMPET



ANALISIS PERILAKU PEMBELIAN IMPULSIF DAN PERPINDAHAN MEREK PENGGUNA DOMPET
DIGITAL GENERASI Y DAN
GENERASI Z DI DKI JAKARTA
Chandra Tabligh Wiguna, Prof. Dr. Basu Swastha Dharmmesta, MBA
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

Moghavvemi, S; Tan, X.M; Phoong, S.W; and Phoong, S.Y. (2021), “Drivers and
barriers of mobile payment adoption: Malaysian merchants’ perspective”,
Journal of Retailing and Consumer Services, Vol 59.

Momentum Works Research and Insights (2021), Blooming ecommerce in Indonesia
Part 2.1 : Ecosystem-Payment. Jakarta, Indonesia.

Nagiya, A. (2023), Kinerja GoTo: Rugi bersih turun, incar adjusted EBITDA positif
Q4/2023. Retrieved from https://id.techinasia.com/kinerja-goto-kuartal-
ketiga2023?utm_source=instagram_bio&utm_medium=organic&utm_camp
aign=linkin_bio

Natarajan, T; Balasubramanian, S.A; and Kasilingam, D.L. (2018), “The moderating
role of device type and age of users on the intention to use mobile shopping
applications,” Technology in Society, Vol 53, pp 79-90.

Nguyen, T.T. and Nguyen T.T. (2022), “Influences Of Factors On Online Impulse
Buying Behavior Of Generation Z: Case At Shopee Ltd., In Vietnam,”
Journal of Positive School Psychology, Vol 6, No 8, pp. 10168-10179.

Nielsen (2019), Understanding Malaysia's Gen Z and How to reach them. Selangor,
Malaysia.

Nizam, F; Hwang, H.J; and Valaei, N. (2019), “Measuring the efectiveness of E-wallet
in Malaysia,” Big Data, Cloud Computing, Data Science & Engineering,
Studies in Computational Intelligence,Vol 786, pp. 59-609.

Nur, T and Panggabean R.R (2021), “Factors Influencing the Adoption of Mobile
Payment Method among Generation Z: the Extended UTAUT Approach,”
Journal of Accounting Research Organization and Economics, Vol 4, No 1,
pp. 14-28.

Okazaki, S. and Mendez, F. (2013),“Exploring convenience in mobile commerce:
Moderating efects of gender”, Computers in Human Behavior, Vol 29, No 3,
pp. 1234-1242.

Parboteecah, D; Valacich, J; and Wells, J. (2009), “The infuence of website
characteristics on a consumer’s urge to buy impulsively,” Information
Systems Research, Vol 20, No 1, pp. 60-78.

Peter, T. (1987). Triving on Chaos. New York: Alfred A. Knopf.

84



DIGITAL GENERASI Y DAN
GENERASI Z DI DKI JAKARTA
Chandra Tabligh Wiguna, Prof. Dr. Basu Swastha Dharmmesta, MBA

UNIVERSITAS ) . . . . . . .
GADJAH MADA Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

Peter, J.P dan Olson, J.C. (2014), Consumer Behavior: Perilaku Konsumen dan
Strategi Pemasaran, ed 4. Jakarta: Penerbit Erlangga.

Ping, R.A. (1993), “The effects of satisfaction and structural constraints on retailer
exiting, voice, loyalty, opportunism, and neglect,” Journal of Retailing, Vol
69, No 3, pp. 320-352.

Piron, F. (1991), “Defning impulse purchasing,” Advances in Consumer Research,
Vol 18, No 1, pp. 509-514.

Porral C.C. dan Mangin, J.P.L. (2015), “Switching Behavior and Customer
Satisfaction in Mobile Services : Analyzing Virtual and Traditional
Operators,” Journal of Computers in Human Behavior, Vol 49, pp. 532-540.

Pradhan, D; Israel, D; and Jena, A. (2018), “Materialism and compulsive buying
behaviour: the role of consumer credit card use and impulse buying,” Asia
Pacific Journal Marketing Logistic, Vol. 30 No. 5, pp. 1239-1258.

Rasyid, M.F; Sumirat, E; and Rahadi, R.A. (2023), “Quantitative Study of Startup
Valuation and Strategy Post 2022 Winter”, Journal of World Science, Vol 2,
No 2.

Rook, D. W. (1987), “The Buying Impulse,” Journal of Consumer Research, Vol 14,
No 2, pp. 189-199.

Rouibah, K; Al-Qirim, N; and Hwang, Y.J. (2021), “The determinants of eWoM in
social commerce: The role of perceived value, perceived enjoyment, trust,
risks, and satisfaction,” Journal of Global Information Management, Vol 29,
No 3, pp. 75-102.

Sahi, A.M; Khalid, H; Abbas, A.F; Zedan, K; Khatib, S.F.A; and Amosh, H. (2022),
“The Research Trend of Security and Privacy in Digital
Payment,” Informatics, Vol 9, No 2, pp.32.

Saleh, M.A.H; Althonayan, A; Alhabib, A; Alrasheedi, E; and Algahtani, G. (2015),
“Customer Satisfaction and Brand Switching Intention: A Study of Mobile
Services in Saudi Arabia,” Expert Journal of Marketing, Vol 3. No 2, pp 62-
72.

Sang, H; Xue; and Zhao (2018) “What Happens When Satisfied Customers Need
Variety? —Effects Of Purchase Decision Involvement and Product Category

85

ANALISIS PERILAKU PEMBELIAN IMPULSIF DAN PERPINDAHAN MEREK PENGGUNA DOMPET



ANALISIS PERILAKU PEMBELIAN IMPULSIF DAN PERPINDAHAN MEREK PENGGUNA DOMPET
DIGITAL GENERASI Y DAN

GENERASI Z DI DKI JAKARTA

Chandra Tabligh Wiguna, Prof. Dr. Basu Swastha Dharmmesta, MBA

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

on Chinese Consumers’ Brand-Switching,” Behavior, Journal of
International Consumer Marketing, Vol 30, No 3, pp. 148-157.

Sarkar, S. and Khare, A. (2017), “Moderating efect of price perception on factors
afecting attitude towards online shopping,” Journal of Marketing Analytics,
Vol 5, pp. 68-80.

Saunders, M.N.K; Lewis, P; and Thornhill, A. (2019), Research Methods for Business
Students, 8" ed, Pearson, New York.

Schindler, P. S. (2019). Business Research Methods. 13" ed. New York: McGraw Hill
Education.

Sekaran, U. and Bougie, R. (2016), Research Methods for Business: A Skill-Building
Approach, 7" ed. New York: Wiley.

Srinivasan, N. and Ratcford, B. T. (1991), “An empirical test of a model of external
search for automobiles”, Journal of Consumer Research, Vol 18, No 2, pp.
233 242.

Shujaat, S; Ahmed, U; and Syed, N.A. (2015) “Factors behind brand Switching in
telecom sector of Pakistan”, IBT Journal of Business Studies (JBS), Vol 11,
No 2, pp. 29-40.

Shukla, P. (2004), “Effect of product usage, satisfaction and involvement on brand

switching behaviour,” Asia Pacific Journal of Marketing and Logistics, Vol
16, No 4, pp. 82-104.

Sihombing, E.S; Budi, I; and Munajat, Q. (2020), “Factors afecting the urge of
impulsive buying on social commerce Instagram,” International Journal of
Internet Marketing and Advertising, Vol 14, No 3, pp. 236-257.

Solomon, M.R. (2018), Consumer Behavior : Buying, having, and being, 12"
ed. Boston: Pearson.

Tata, S.V; Prashar, S; and Parsad,C. (2021), “Examining the influence of satisfaction
and regret on online shoppers' post-purchase behaviour”, Benchmarking: An
International Journal, Vol 28, No 6, pp. 1987-2007.

Thakur, R. and Srivastava, M. (2014), “Adoption readiness, personal innovativeness,
perceived risk and usage intention across customer groups for mobile

payment services in India,” Internet Res. Vol 24, No 3, pp. 369-392.

86


https://ideas.repec.org/s/aib/ibtjbs.html

UNIVERSITAS
GADJAH MADA

DIGITAL GENERASI Y DAN
GENERASI Z DI DKI JAKARTA
Chandra Tabligh Wiguna, Prof. Dr. Basu Swastha Dharmmesta, MBA

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

Ting, C. (2018), “Mobile commerce website success: Antecedents of con- sumer
satisfaction and purchase intention”, Journal of Internet Commerce, Vol 17,
No 3, pp. 1-27.

Tseng, S.Y. and Kuo, A.M. (2014), “Investigating the efects of information quality
and perceived risk on information adoption on travel websites,” IEEE
International Conference on Management of Innovation and Technology, pp.
205-210.

Verhagen, T. and Dolen, W.V. (2011), “The infuence of online store beliefs on
consumer online impulse buying,” Information and Management, Vol 48, No
8, pp 320-327.

Walsh, G; Dinnie, K; and Wiedmann, K.P. (2006), “How do corporate reputation and
customer satisfaction impact customer defection? A study of private energy
customers in Germany, ” Journal of Services Marketing, Vol 20, No 6, pp.
412-420.

Wathne, K. H; Biong, H; and Heide, B.J. (2001), “Choice of supplier embedded
markets relationship and marketing program effects, ” Journal of Marketing,
Vol 65, No 2, pp. 54-66.

West, C. J. (1951), “Results of Two Years of Study into Impulse Buying,” Journal of
Marketing, Vol 15, No 3, pp.362-363.

Westmark, S.H. and Hondar, M. (2020), Understanding Generation Z Consumers
Expectations of In-Store Digital Devices in Retailing: A Segmentation
Framework, Master Thesis for Msc in International Marketing and Brand
Management, Department of Business Administration, Lund University,
Lund, Sweden.

Woodworth, R. S. (1929), Psychology (revised edition). New York : Henry Holt and
Co.

Wu, LL; Chiu, M.L; and Chen, K.W. (2020), “Defning the determinants of online
impulse buying through a shopping process of integrating perceived risk,
expectation-confrmation model, and fow theory issues,” International
Journal of Information Management. Vol 52, Article 102099.

Xendit Payment Platform (2022), Aggregated Transaction Data. Jakarta, Indonesia.

87

ANALISIS PERILAKU PEMBELIAN IMPULSIF DAN PERPINDAHAN MEREK PENGGUNA DOMPET



ANALISIS PERILAKU PEMBELIAN IMPULSIF DAN PERPINDAHAN MEREK PENGGUNA DOMPET
DIGITAL GENERASI Y DAN
GENERASI Z DI DKI JAKARTA
Chandra Tabligh Wiguna, Prof. Dr. Basu Swastha Dharmmesta, MBA
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

Xiang, L; Zheng, X; Lee, M.K; and Zhao, D. (2016), “Exploring consumers’ impulse
buying behavior on social commerce platform: The role of parasocial
interaction,” International Journal of Information Management. Vol 36, No
3, pp. 333-347.

Yan, L.Y; Tan, G.W; Loh, X.M; Hew, J.J; and Ooi, K.B. (2021), “QR code and mobile
payment: The disruptive forces in retail,” Journal of Retailing and Consumer
Services. Vol 58. pp. 102300 — 102300.

Yoon, H.Y (2016), “User acceptance of mobile library applications in academic
libraries: An application of the technology acceptance model,” The Journal
of Academic Librarianship, Vol 42, No 6, pp. 687—693.

Zhang, W; Leng, X.M; and Liu, S.Y. (2020), “Research on mobile impulse purchase
intention in the perspective of system users during COVID-19,” Personal and
Ubiquitous Computing, pp. 1-9.

Zhang, X; Cui, R; and Yao, O. (2023), “The version effect of apps and operating
systems in mobile commerce,” Production and Operations Management, Vol
3, No 2, pp. 637-654.

Zheng, X.B; Men, J.Q; Yang, F; and Gong, X.Y. (2019), “Understanding impulse
buying in mobile commerce: An investigation into hedonic and utilitarian
browsing,” International Journal of Information Management, Vol 48, pp.
151-160.

Zhou, R. and Feng, C. (2017), “Diference between leisure and work contexts: The
roles of perceived enjoyment and perceived usefulness in predicting mobile

video calling use acceptance,” Frontiers in Psychology, Vol 8, pp. 350.

88



