
111 

 

DAFTAR REFERENSI 

 

Addo, P. C., Fang, J., Asare, A. O., & Kulbo, N. B. (2021). Customer Engagement and 

Purchase Intention in Live-streaming Digital Marketing Platforms. Service 

Industries Journal, 41(11–12), 767–786. 

https://doi.org/10.1080/02642069.2021.1905798 

 

Akram, U., Junaid, M., Zafar, A. U., Li, Z., & Fan, M. (2021). Online Purchase Intention 

in Chinese Social Commerce Platforms: Being Emotional or Rational? Journal of 

Retailing and Consumer Services, 63, 102669. 

https://doi.org/10.1016/j.jretconser.2021.102669 

 

Al‐Adwan, A. S., & Yaseen, H. (2023). Solving the Product Uncertainty Hurdle in Social 

Commerce: The Mediating Role of Seller Uncertainty. International Journal of 

Information Management Data Insights, 3(1), 100169. 

https://doi.org/10.1016/j.jjimei.2023.100169 

 

Annur, C. M. (2024, May 2). Penetrasi Internet DI Yogyakarta Tertinggi di Pulau Jawa pada 

2024. Katadata. https://databoks.katadata.co.id/datapublish/2024/02/05/penetrasi-

internet-di-yogyakarta-tertinggi-di-pulau-jawa-pada-2024 

 

Arrow, K. J. (1963). Uncertainty and the Welfare Economics of Medical Care. The 

American Economic Review, 53(5), 941–973. 

 

Balasubramanian, S. K., Patwardhan, H., Pillai, D., & Coker, K. K. (2014). Modeling 

Attitude Constructs in Movie Product Placements. Journal of Product & Brand 

Management, 23(7), 516–531. https://doi.org/10.1108/jpbm-04-2014-0552 

 

Bentler, P. M., & Bonett, D. G. (1980). Significance Tests and Goodness of Fit in the 

Analysis of Covariance Structures. Psychological Bulletin, 88(3), 588–606. 

https://doi.org/10.1037/0033-2909.88.3.588 

 

Chang, Y., Yan, J., Zhang, J., & Luo, J. (2010). Online In-Game Advertising Effect: 

Examining the Influence of a Match Between Games and Advertising. Journal of 

Interactive Advertising, 11(1), 63–73. 

https://doi.org/10.1080/15252019.2010.10722178 

 

Chen, X., Li, Y., Davison, R. M., & Liu, Y. (2021). The Impact of Imitation on Chinese 

Social Commerce Buyers’ Purchase Behavior: The Moderating Role of Uncertainty. 

Dari Layar ke Keranjang Belanja: Pengaruh Program Tayangan Langsung  terhadap Keputusan Beli
di
Lokapasar Daring Indonesia
GARY NEVILLE, Dr. Sahid Susilo Nugroho, M.Sc.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1080/02642069.2021.1905798
https://doi.org/10.1016/j.jretconser.2021.102669
https://doi.org/10.1016/j.jjimei.2023.100169
https://databoks.katadata.co.id/datapublish/2024/02/05/penetrasi-internet-di-yogyakarta-tertinggi-di-pulau-jawa-pada-2024
https://databoks.katadata.co.id/datapublish/2024/02/05/penetrasi-internet-di-yogyakarta-tertinggi-di-pulau-jawa-pada-2024
https://doi.org/10.1108/jpbm-04-2014-0552
https://doi.org/10.1037/0033-2909.88.3.588
https://doi.org/10.1080/15252019.2010.10722178


112 

 

International Journal of Information Management, 56, 102262. 

https://doi.org/10.1016/j.ijinfomgt.2020.102262 

 

Chen, X., Shen, J., & Wei, S. (2023). What reduces product uncertainty in live streaming 

e-commerce? From a signal consistency perspective. Journal of Retailing and 

Consumer Services, 74, 103441. https://doi.org/10.1016/j.jretconser.2023.103441 

 

Childers, T. L., Carr, C. L., Peck, J., & Carson, S. J. (2001). Hedonic and Utilitarian 

Motivations for Online Retail Shopping Behavior. Journal of Retailing, 77(4), 511–

535. https://doi.org/10.1016/s0022-4359(01)00056-2 

 

Chiu, T., Chih, W., Ortiz, J., & Wang, C. (2018). The Contradiction of Trust and Uncertainty 

from the Viewpoint of Swift Guanxi. Internet Research, 28(3), 716–745. 

https://doi.org/10.1108/intr-06-2017-0233 

 

Choi, S. M., & Rifon, N. J. (2012). It Is a Match: The Impact of Congruence between 

Celebrity Image and Consumer Ideal Self on Endorsement Effectiveness. 

Psychology & Marketing, 29(9), 639–650. https://doi.org/10.1002/mar.20550 

 

Connelly, B. L., Certo, S. T., Ireland, R. D., & Reutzel, C. R. (2010). Signaling Theory: A 

Review and Assessment. Journal of Management, 37(1), 39–67. 

https://doi.org/10.1177/0149206310388419 

 

Dimoka, A., Hong, Y., & Pavlou, P. A. (2012). On Product Uncertainty in Online Markets: 

Theory and Evidence. Management Information Systems Quarterly, 36(2), 395. 

https://doi.org/10.2307/41703461 

 

Dua, P. (2023). Building Purchase Intention through Live Streaming Platforms: Mediating 

Role of Customer Engagement. Journal of Promotion Management, 1–24. 

https://doi.org/10.1080/10496491.2023.2289900 

 

Fink, A. (2003). The Survey Handbook (2nd ed.). SAGE Publications, Inc. 

https://doi.org/10.4135/9781412986328 

 

Gao, H., Darroch, J., Mather, D., & MacGregor, A. (2008). Signaling Corporate Strategy 

in IPO Communication: A Study of Biotechnology IPOs on the NASDAQ. Journal 

of Business Communication, 45(1), 3–30. 

https://doi.org/10.1177/0021943607309349 

 

Dari Layar ke Keranjang Belanja: Pengaruh Program Tayangan Langsung  terhadap Keputusan Beli
di
Lokapasar Daring Indonesia
GARY NEVILLE, Dr. Sahid Susilo Nugroho, M.Sc.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1016/j.ijinfomgt.2020.102262
https://doi.org/10.1016/j.jretconser.2023.103441
https://doi.org/10.1016/s0022-4359(01)00056-2
https://doi.org/10.1108/intr-06-2017-0233
https://doi.org/10.1002/mar.20550
https://doi.org/10.1177/0149206310388419
https://doi.org/10.2307/41703461
https://doi.org/10.1080/10496491.2023.2289900
https://doi.org/10.4135/9781412986328
https://doi.org/10.1177/0021943607309349


113 

 

Gong, W., & Li, X. (2017). Engaging Fans on Microblog: The Synthetic Influence of 

Parasocial Interaction and Source Characteristics on Celebrity Endorsement. 

Psychology & Marketing, 34(7), 720–732. https://doi.org/10.1002/mar.21018 

 

Hair, J. F., Hollingsworth, C. L., Randolph, A. B., & Chong, A. Y. (2017). An Updated and 

Expanded Assessment of PLS-SEM in Information Systems Research. Industrial 

Management & Data Systems, 117(3), 442–458. https://doi.org/10.1108/imds-04-

2016-0130 

 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). A Primer on Partial Least 

Squares Structural Equation Modeling (PLS-SEM) (3rd ed.). SAGE Publications, 

Inc. 

 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a Silver Bullet. Journal 

of Marketing Theory and Practice, 19(2), 139–152. 

https://doi.org/10.2753/mtp1069-6679190202 

 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2013). Partial Least Squares Structural Equation 

Modeling: Rigorous Applications, Better Results and Higher Acceptance. Long 

Range Planning, 46(1–2), 1–12. https://doi.org/10.1016/j.lrp.2013.01.001 

 

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 

 

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial Least Squares 

Structural Equation Modeling (PLS-SEM). European Business Review, 26(2), 106–

121. https://doi.org/10.1108/ebr-10-2013-0128 

 

Hair, J. F., Sarstedt, M., & Ringle, C. M. (2019). Rethinking Some of the Rethinking of 

Partial Least Squares. European Journal of Marketing, 53(4), 566–584. 

https://doi.org/10.1108/ejm-10-2018-0665 

 

He, M., Ge, Y., Chen, E., Liu, Q., & Wang, X. (2017). Exploring the Emerging Type of 

Comment for Online Videos. ACM Transactions on the Web, 12(1), 1–33. 

https://doi.org/10.1145/3098885 

 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A New Criterion for Assessing 

Discriminant Validity in Variance-Based Structural Equation Modeling. Journal of 

Dari Layar ke Keranjang Belanja: Pengaruh Program Tayangan Langsung  terhadap Keputusan Beli
di
Lokapasar Daring Indonesia
GARY NEVILLE, Dr. Sahid Susilo Nugroho, M.Sc.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1002/mar.21018
https://doi.org/10.1108/imds-04-2016-0130
https://doi.org/10.1108/imds-04-2016-0130
https://doi.org/10.2753/mtp1069-6679190202
https://doi.org/10.1016/j.lrp.2013.01.001
https://doi.org/10.1108/ebr-11-2018-0203
https://doi.org/10.1108/ebr-10-2013-0128
https://doi.org/10.1108/ejm-10-2018-0665
https://doi.org/10.1145/3098885


114 

 

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

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

 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2016). Testing Measurement Invariance of 

Composites Using Partial Least Squares. International Marketing Review, 33(3), 

405–43. https://doi.org/10.1108/IMR-09-2014-0304 

 

Hong, Y., & Pavlou, P. A. (2014). Product Fit Uncertainty in Online Markets: Nature, 

Effects, and Antecedents. Information Systems Research, 25(2), 328–344. 

https://doi.org/10.1287/isre.2014.0520 

 

Hu, M., & Chaudhry, S. S. (2020). Enhancing Consumer Engagement in E-commerce Live 

Streaming via Relational Bonds. Internet Research, 30(3), 1019–1041. 

https://doi.org/10.1108/intr-03-2019-0082 

 

Islam, T., & Hussain, M. (2022). How Consumer Uncertainty Intervene Country of Origin 

Image and Consumer Purchase Intention? The Moderating Role of Brand Image. 

International Journal of Emerging Markets, 18(11), 5049–5067. 

https://doi.org/10.1108/ijoem-08-2021-1194 

 

Jiang, Z., Chan, J., Tan, B. C. Y., & Chua, W. S. (2010). Effects of Interactivity on Website 

Involvement and Purchase Intention. Journal of the Association for Information 

Systems, 11(1), 34–59. https://doi.org/10.17705/1jais.00218 

 

Kang, L., Wang, X., Tan, C., & Zhao, J. L. (2015). Understanding the Antecedents and 

Consequences of Live Chat Use in Electronic Markets. Journal of Organizational 

Computing and Electronic Commerce, 25(2), 117–139. 

https://doi.org/10.1080/10919392.2015.1033935 

 

Kim, Y., & Krishnan, R. (2015). On Product-Level Uncertainty and Online Purchase 

Behavior: An Empirical Analysis. Management Science, 61(10), 2449–2467. 

https://doi.org/10.1287/mnsc.2014.2063 

 

Kirmani, A., & Rao, A. R. (2000). No Pain, No Gain: A Critical Review of the Literature 

on Signaling Unobservable Product Quality. Journal of Marketing, 64(2), 66–79. 

https://doi.org/10.1509/jmkg.64.2.66.18000 

 

Kusnandar, V. B. (2023, May 7). Piramida Penduduk Indonesia 2022, Usia Produktif 

Mendominasi. Katadata. 

Dari Layar ke Keranjang Belanja: Pengaruh Program Tayangan Langsung  terhadap Keputusan Beli
di
Lokapasar Daring Indonesia
GARY NEVILLE, Dr. Sahid Susilo Nugroho, M.Sc.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.1287/isre.2014.0520
https://doi.org/10.1108/intr-03-2019-0082
https://doi.org/10.1108/ijoem-08-2021-1194
https://doi.org/10.17705/1jais.00218
https://doi.org/10.1080/10919392.2015.1033935
https://doi.org/10.1287/mnsc.2014.2063
https://doi.org/10.1509/jmkg.64.2.66.18000


115 

 

https://databoks.katadata.co.id/datapublish/2023/07/05/piramida-penduduk-

indonesia-2022-usia-produktif-mendominasi 

 

Lee, E. M., Park, S. Y., Rapert, M. I., & Newman, C. L. (2012). Does Perceived Consumer 

Fit Matter in Corporate Social Responsibility Issues? Journal of Business Research, 

65(11), 1558–1564. https://doi.org/10.1016/j.jbusres.2011.02.040 

 

Li, Y., Li, X., & Cai, J. (2021). How Attachment Affects User Stickiness on Live Streaming 

Platforms: A Socio-technical Approach Perspective. Journal of Retailing and 

Consumer Services, 60, 102478. https://doi.org/10.1016/j.jretconser.2021.102478 

 

Limbu, Y. B., Wolf, M., & Lunsford, D. L. (2012). Perceived Ethics of Online Retailers 

and Consumer Behavioral Intentions. Journal of Research in Interactive Marketing, 

6(2), 133–154. https://doi.org/10.1108/17505931211265435 

 

Lu, B., & Chen, Z. (2021). Live Streaming Commerce and Consumers’ Purchase Intention: 

An Uncertainty Reduction Perspective. Information & Management, 58(7), 

103509. https://doi.org/10.1016/j.im.2021.103509 

 

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 

 

Lv, Z., Jin, Y., & Huang, J. (2018). How Do Sellers Use Live Chat to Influence Consumer 

Purchase Decision in China? Electronic Commerce Research and Applications, 28, 

102–113. https://doi.org/10.1016/j.elerap.2018.01.003 

 

Mavlanova, T., Benbunan‐Fich, R., & Koufaris, M. (2012). Signaling Theory and 

Information Asymmetry in Online Commerce. Information & Management, 49(5), 

240–247. https://doi.org/10.1016/j.im.2012.05.004 

 

Muslim, A. (2023, July). Konsumen di Pulau Jawa Berkontribusi 83% terhadap Transaksi 

e-Commerce. investor.id. https://investor.id/business/334672/konsumen-di-pulau-

jawa-berkontribusi-83-terhadap-transaksi-ecommerce 

 

Öğüt, H., & Taş, B. K. O. (2012). The Influence of Internet Customer Reviews on the 

Online Sales and Prices in Hotel Industry. Service Industries Journal, 32(2), 197–

214. https://doi.org/10.1080/02642069.2010.529436 

 

Dari Layar ke Keranjang Belanja: Pengaruh Program Tayangan Langsung  terhadap Keputusan Beli
di
Lokapasar Daring Indonesia
GARY NEVILLE, Dr. Sahid Susilo Nugroho, M.Sc.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://databoks.katadata.co.id/datapublish/2023/07/05/piramida-penduduk-indonesia-2022-usia-produktif-mendominasi
https://databoks.katadata.co.id/datapublish/2023/07/05/piramida-penduduk-indonesia-2022-usia-produktif-mendominasi
https://doi.org/10.1016/j.jbusres.2011.02.040
https://doi.org/10.1016/j.jretconser.2021.102478
https://doi.org/10.1108/17505931211265435
https://doi.org/10.1016/j.im.2021.103509
https://doi.org/10.1016/j.chb.2015.11.057
https://doi.org/10.1016/j.elerap.2018.01.003
https://doi.org/10.1016/j.im.2012.05.004
https://investor.id/business/334672/konsumen-di-pulau-jawa-berkontribusi-83-terhadap-transaksi-ecommerce
https://investor.id/business/334672/konsumen-di-pulau-jawa-berkontribusi-83-terhadap-transaksi-ecommerce
https://doi.org/10.1080/02642069.2010.529436


116 

 

Paraman, P., Annamalah, S., Vlachos, P., Ahmed, S., Balasubramaniam, A., Kadir, B., 

Raman, M., & Hoo, W. C. (2022). Dynamic Effect of Flow on Impulsive 

Consumption: Evidence from Southeast Asian Live Streaming Platforms. Journal 

of Open Innovation: Technology, Market, and Complexity, 8(4), 212. 

https://doi.org/10.3390/joitmc8040212 

 

Park, H. J., & Lin, L.M. (2020). The Effects of Match-ups on the Consumer Attitudes 

toward Internet Celebrities and Their Live Streaming Contents in the Context of 

Product Endorsement. Journal of Retailing and Consumer Services, 52, 101934. 

https://doi.org/10.1016/j.jretconser.2019.101934 

 

Pavlou, P. A., Liang, H., & Xue, Y. (2007). Understanding and Mitigating Uncertainty in 

Online Exchange Relationships: A Principal-Agent Perspective. Management 

Information Systems Quarterly, 31(1), 105. https://doi.org/10.2307/25148783 

 

Schindler, P. S. (2022). Business Research Methods (14th ed.). McGraw Hill. 

 

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

Approach (7th ed.). John Wiley & Sons. 

 

Setyowati, D. (2024, January 15). Live Streaming Shopee dan TikTok, Mana yang Lebih 

Dipilih Seller? Katadata. https://katadata.co.id/digital/e-

commerce/65a4e829ee171/live-streaming-shopee-dan-tiktok-mana-yang-lebih-

dipilih-seller 

 

Shamdasani, P., Stanaland, A. J. S., & Tan, J. (2001). Location, Location, Location: Insights 

for Advertising Placement on the Web. Journal of Advertising Research, 41(4), 7–

21. https://doi.org/10.2501/jar-41-4-7-21 

 

Shrum, L. J. (2012). The Psychology of Entertainment Media: Blurring the Lines between 

Entertainment and Persuasion (2nd ed.). Routledge. 

 

Sirgy, M. J., Lee, D. J., Johar, J. S., & Tidwell, J. (2008). Effect of Self-congruity with 

Sponsorship on Brand Loyalty. Journal of Business Research, 61(10), 1091–1097. 

https://doi.org/10.1016/j.jbusres.2007.09.022 

 

Snapcart. (2022, November 2). I Watch It, I Buy It. Snapcart. https://snapcart.global/i-

watch-it-i-buy-it/ 

 

Dari Layar ke Keranjang Belanja: Pengaruh Program Tayangan Langsung  terhadap Keputusan Beli
di
Lokapasar Daring Indonesia
GARY NEVILLE, Dr. Sahid Susilo Nugroho, M.Sc.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.3390/joitmc8040212
https://doi.org/10.1016/j.jretconser.2019.101934
https://doi.org/10.2307/25148783
https://katadata.co.id/digital/e-commerce/65a4e829ee171/live-streaming-shopee-dan-tiktok-mana-yang-lebih-dipilih-seller
https://katadata.co.id/digital/e-commerce/65a4e829ee171/live-streaming-shopee-dan-tiktok-mana-yang-lebih-dipilih-seller
https://katadata.co.id/digital/e-commerce/65a4e829ee171/live-streaming-shopee-dan-tiktok-mana-yang-lebih-dipilih-seller
https://doi.org/10.2501/jar-41-4-7-21
https://doi.org/10.1016/j.jbusres.2007.09.022
https://snapcart.global/i-watch-it-i-buy-it/
https://snapcart.global/i-watch-it-i-buy-it/


117 

 

Spence, M. (1973). Job Market Signaling. The Quarterly Journal of Economics, 87(3), 

355–374. https://www.jstor.org/stable/1882010 

 

Spence, M. (2002). Signaling in Retrospect and The Informational Structure of Markets. 

The American Economic Review, 92(3), 434–459. 

https://www.jstor.org/stable/3083350 

 

Sun, C., Yuan, F., Kong, M., Chen, X., & Liu, Y. (2022). Influence of Augmented Reality 

Product Display on Consumers’ Product Attitudes: A Product Uncertainty 

Reduction Perspective. Journal of Retailing and Consumer Services, 64, 102828. 

https://doi.org/10.1016/j.jretconser.2021.102828 

 

Uzunoglu, C. (2024, February 2). eCommerce in Indonesia: GMV, Penetration Rate, 

Livestream Shopping & Consumer Trends. ecommercedb.com. 

https://ecommercedb.com/insights/ecommerce-in-indonesia-fueled-by-young-

tech-savvy-consumers/4573 

 

Weiss, A. M., Lurie, N. H., & MacInnis, D. J. (2008). Listening to Strangers: Whose 

Responses are Valuable, How Valuable are They, and Why? Journal of Marketing 

Research, 45(4), 425–436. https://doi.org/10.1509/jmkr.45.4.425 

 

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 

 

Xu, J., Benbasat, I., & Cenfetelli, R. T. (2020). The Relative Effect of the Convergence of 

Product Recommendations from Various Online Sources. Journal of Management 

Information Systems, 37(3), 788–819. 

https://doi.org/10.1080/07421222.2020.1790192 

 

Yang, T., Yang, F., & Men, J. (2021). The Impact of Danmu Technological Features on 

Consumer Loyalty Intention toward Recommendation Vlogs: A Perspective from 

Social Presence and Immersion. Information Technology & People, 35(4), 1193–

1218. https://doi.org/10.1108/itp-01-2021-0008 

 

Yang, Z., Van Ngo, Q., Chen, Y., Nguyen, C. X., & Hoang, H. T. (2019). Does Ethics 

Perception Foster Consumer Repurchase Intention? Role of Trust, Perceived 

Uncertainty, and Shopping Habit. SAGE Open, 9(2), 2158244019848844. 

https://doi.org/10.1177/2158244019848844 

 

Dari Layar ke Keranjang Belanja: Pengaruh Program Tayangan Langsung  terhadap Keputusan Beli
di
Lokapasar Daring Indonesia
GARY NEVILLE, Dr. Sahid Susilo Nugroho, M.Sc.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://www.jstor.org/stable/1882010
https://www.jstor.org/stable/3083350
https://doi.org/10.1016/j.jretconser.2021.102828
https://ecommercedb.com/insights/ecommerce-in-indonesia-fueled-by-young-tech-savvy-consumers/4573
https://ecommercedb.com/insights/ecommerce-in-indonesia-fueled-by-young-tech-savvy-consumers/4573
https://doi.org/10.1509/jmkr.45.4.425
https://doi.org/10.1016/j.jbusres.2018.08.032
https://doi.org/10.1080/07421222.2020.1790192
https://doi.org/10.1108/itp-01-2021-0008
https://doi.org/10.1177/2158244019848844


118 

 

Yao, T., & Li, Z. (2022). How to Stand out in the “Lemon Market”? Application of 

Signaling Theory in Live Streaming Commerce. SHS Web of Conferences, 140, 

02003. https://doi.org/10.1051/shsconf/202214002003 

 

Zhang, M., Qin, F., Wang, G. A., & Luo, C. (2019). The Impact of Live Video Streaming 

on Online Purchase Intention. Service Industries Journal, 40(9–10), 656–681. 

https://doi.org/10.1080/02642069.2019.1576642 

 

Zhang, S., Guo, D., & Li, X. (2023). The Rhythm of Shopping: How Background music 

Placement in Live Streaming Commerce Affects Consumer Purchase Intention. 

Journal of Retailing and Consumer Services, 75, 103487. 

https://doi.org/10.1016/j.jretconser.2023.103487 

 

Zhang, Y., Li, K., Qian, C., Li, X., & Yuan, Q. (2024). How Real-time Interaction and 

Sentiment Influence Online Sales? Understanding The Role of Live Streaming 

Danmaku. Journal of Retailing and Consumer Services, 78, 103793. 

https://doi.org/10.1016/j.jretconser.2024.103793 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Dari Layar ke Keranjang Belanja: Pengaruh Program Tayangan Langsung  terhadap Keputusan Beli
di
Lokapasar Daring Indonesia
GARY NEVILLE, Dr. Sahid Susilo Nugroho, M.Sc.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1051/shsconf/202214002003

