
 

 

90  

 

 

DAFTAR PUSTAKA 

 

Alanadoly, A. and Salem, S. (2022), "Fashion involvement, opinion-seeking and product 

variety as stimulators for fashion e-commerce: an investigated model based on S-O-R 

model", Asia Pacific Journal of Marketing and Logistics, Vol. 34 No. 10, pp. 2410-

2434. https://doi-org.ezproxy.ugm.ac.id/10.1108/APJML-06-2021-0447 

Beatty, S. E., dan 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 

Chakraborty, D., Singu, H.B., Kar, A.K. and Biswas, W. (2023), “From fear to faith in the 

adoption of medicine delivery application: an integration of SOR framework and IRT 

theory”, Journal of Business Research, Vol. 166, p. 114140. 

https://doi.org/10.1016/j.jbusres.2023.114140   

Chan, T. K., Cheung, C. M., dan Lee, Z. W. (2017). The state of online impulse-buying 

research: A literature analysis. Information dan Management, 54(2), 204–217. 

https://doi.org/10.1016/j.im.2016.06.001 

Chen, Y., Mandler, T., dan Meyer-Waarden, L. (2020). Three decades of research on loyalty 

programs: A literature review and future research agenda. Journal of Business 

Research, 113, 84–97. https:// doi.org/10.1016/j.jbusres.2020.11.057    

Chen, Y., Yan, X., Fan, W., dan Gordon, M. (2015). The joint moderating role of trust 

propensity and gender on consumers' online shopping behavior. Computers in Human 

Behavior, 76, 218–231. https://doi.org/10.1016/j.chb.2014.10.02 

Pengaruh Ketidakpastian dan Kejutan terhadap Perilaku Pembelian Impulsif Blind Box: Peran
Mediasi
Rasa Penasaran serta Moderasi Kesadaran Harga dan Risiko
Cyntia Nur Azizah, Prof. Drs. B.M. Purwanto, M.B.A., PhD.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi-org.ezproxy.ugm.ac.id/10.1108/APJML-06-2021-0447
https://doi.org/10.1016/S0022-4359(99)80092-X
https://doi.org/10.1016/j.im.2016.06.001
http://dx.doi.org/10.1016/j.jbusres.2020.11.057
https://doi.org/10.1016/j.chb.2014.10.020


 

 

91  

Chen, C.-D., Ku, E.C.S. and Yeh, C.C. (2019), “Increasing rates of impulsive online shopping 

on tourism websites”, Internet Research, Vol. 29 No. 4, pp. 900-920, 

https://doi.org/10.1108/INTR-03-2017-0102  

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

Modern Methods for Business Research, 295(2), 295-336. 

Dhurup, M. (2014). Impulsive Fashion Apparel Consumption: The Role of Hedonism, Fashion 

Involvement and Emotional Gratification in Fashion Apparel Impulsive Buying 

Behaviour in a Developing Country. Mediterranean Journal of Social Sciences, 5(8), 

168. https://doi.org/10.5901/MJSS.2014.V5N8P16 

Duan, Y., Xu, S., Wang, Y., Zhang, Y., Wang, Y., dan Chen, R. (2022). Blind box over-

engagement and suicide risk among adolescents and young adults: Results of a large-

scale survey. EClinicalMedicine, 51. https://doi.org/10.1016/j.eclinm.2022.101575  

Fisher, M. J., & Marshall, A. P. (2009). Understanding descriptive statistics. Australian 

Critical Care, 22(2), 93-97. https://doi.org/10.1016/j.aucc.2008.11.003  

Fornell, C., dan Larcker, D. F. (1981). Evaluating structural equation models with 

unobservable variables and measurement error. Journal of Marketing Research, 18(1), 

39-50.  

Gefen, D., Karahanna, E., dan Straub, D. W. (2003). Trust and TAM in online shopping: An 

integrated model. MIS Quarterly, 27(1), 51–90. https://doi.org/10.2307/30036519  

Geisser, S. (1974). A predictive approach to the random effect model. Biometrika, 61(1), 101–

107. 

Pengaruh Ketidakpastian dan Kejutan terhadap Perilaku Pembelian Impulsif Blind Box: Peran
Mediasi
Rasa Penasaran serta Moderasi Kesadaran Harga dan Risiko
Cyntia Nur Azizah, Prof. Drs. B.M. Purwanto, M.B.A., PhD.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1108/INTR-03-2017-0102
https://doi.org/10.5901/MJSS.2014.V5N8P16
http://dx.doi.org/10.1016/j.eclinm.2022.101575
https://doi.org/10.1016/j.aucc.2008.11.003
http://dx.doi.org/10.2307/30036519


 

 

92  

Gong, X., Yee, C. L., Lee, S. Y., Saif, A. N. M., Liu, M., dan Anonthi, F. (2024). Unveiling 

the enigma of blind box impulse buying curiosity: The moderating role of price 

consciousness. Heliyon, 10, e40564. https://doi.org/10.1016/j.heliyon.2024.e40564 

Guo, Z., Chen, J., Liu, S., Li, Y., Sun, B., dan Gao, Z. (2013). Brain areas activated by 

uncertain reward-based decision-making in healthy volunteers. Neural Regeneration 

Research, 8, 3344–3352.  https://doi.org/10.3969/j.issn.1673-5374.2013.35.009  

Hair, J. F., Hult, G. T. M., Ringle, C. M., dan Sarstedt, M. (2021). A primer on partial least 

squares structural equation modeling (PLS-SEM) (3rd ed.). Sage Publications. 

Han, Y., Morgan, G., Kotsiopulos, A., & Kang-Park, J. (1991). Impulse Buying Behavior of 

Apparel Purchasers. Clothing and Textiles Research Journal, 9, 15-21. 

https://doi.org/10.1177/0887302X9100900303 

Hansen, H. N., Bariani, P., dan De Chiffre, L. (2005). Modelling and measurement uncertainty 

estimation for integrated AFM-CMM instrument. CIRP Annals, 54(1), 531–534. 

https://doi.org/10.1016/S0007-8506(07)60162-0 

Huang, S. H., Xiao, J. C., dan Jin, Y. N. (2020). Study on the influencing factors of consumers’ 

continuous buying intention on social e-commerce platform based on SOR theory. Soft 

Science, 34, 115–121. 

IMARC Group. (n.d.). Indonesia toys market size, share, trends and forecast 2025-2033. 

Retrieved June 25, 2025, from IMARC Group website: 

https://www.imarcgroup.com/indonesia-toys-market?  

Jezzini, A., Bromberg-Martin, E. S., Trambaiolli, L. R., Haber, S. N., dan Monosov, I. E. 

(2021). A prefrontal network integrates preferences for advance information about 

Pengaruh Ketidakpastian dan Kejutan terhadap Perilaku Pembelian Impulsif Blind Box: Peran
Mediasi
Rasa Penasaran serta Moderasi Kesadaran Harga dan Risiko
Cyntia Nur Azizah, Prof. Drs. B.M. Purwanto, M.B.A., PhD.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1016/j.heliyon.2024.e40564
http://dx.doi.org/10.3969/j.issn.1673-5374.2013.35.009
https://doi.org/10.1177/0887302X9100900303
https://doi.org/10.1016/S0007-8506(07)60162-0
https://www.imarcgroup.com/indonesia-toys-market?utm_source=chatgpt.com


 

 

93  

uncertain rewards and punishments. Neuron, 109, 2339–2352. 

https://doi.org/10.1016/j.neuron.2021.05.013  

Kotler, P. (1973). Atmospherics as a marketing tool. Journal of Retailing, 49(4), 48-64 

Lin, S.-C., Tseng, H.-T., Shirazi, F., Hajli, N., dan 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 

Miao, X., Niu, B., Yang, C., dan Feng, Y. (2023). Examining the gamified effect of the blind 

box design: The moderating role of price. Journal of Retailing and Consumer Services, 

74, 103423. https://doi.org/10.1016/j.jretconser.2023.103423 

Pang, K., He, W., Liu, H., Tang, X., dan Liao, Y. (2022). Empirical research on how product 

features of blind boxes affect consumers' purchase intention—Based on structural 

equation modeling. Proceedings of the 2022 International Conference on 

Mathematical Statistics and Economic Analysis (MSEA 2022). Atlantis Press. 

https://doi.org/10.2991/978-94-6463-042-8_121  

Park, E. J., Kim, E. Y., & Forney, J. C. (2006). A Structural Model of Fashion-Oriented 

Impulse buying Behavior.  Journal  of  Marketing  and  Management,  10(4). 

https://doi.org/10.1108/13612020610701965 

Pavlou, P. A., Liang, H., dan Xue, Y. (2007). Understanding and mitigating uncertainty in 

online exchange relationships: A principal-agent perspective. MIS Quarterly, 31(1), 

105–136. https://doi.org/10.2307/25148783  

Pengaruh Ketidakpastian dan Kejutan terhadap Perilaku Pembelian Impulsif Blind Box: Peran
Mediasi
Rasa Penasaran serta Moderasi Kesadaran Harga dan Risiko
Cyntia Nur Azizah, Prof. Drs. B.M. Purwanto, M.B.A., PhD.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1016/j.neuron.2021.05.013
https://doi.org/10.1108/APJML-12-2021-0903
https://doi.org/10.1016/j.jretconser.2023.103423
https://doi.org/10.2991/978-94-6463-042-8_121
https://doi.org/10.2307/25148783


 

 

94  

Pizzagalli, D. A., Iosifescu, D., Hallett, L. A., Ratner, K. G., dan Fava, M. (2008). Reduced 

hedonic capacity in major depressive disorder: Evidence from a probabilistic reward 

task. Journal of Psychiatric Research, 43, 76–87. 

https://doi.org/10.1016/j.jpsychires.2008.03.001 

Quintal, V. A., Lee, J. A., dan Soutar, G. N. (2010). Risk, uncertainty and the theory of planned 

behavior: A tourism example. Tourism Management, 31, 797–805. 

https://doi.org/10.1016/j.tourman.2009.08.006 

Rakow, T. (2010). Risk, uncertainty and prophet: The psychological insights of Frank H. 

Knight. Judgment and Decision Making, 5(6), 458–466. 

https://doi.org/10.1017/S193029750000130 

Rodrigues, C.G. and B.V., G. (2024), "Financial risk tolerance of individuals from the lens of 

big five personality traits – a multigenerational perspective", Studies in Economics and 

Finance, Vol. 41 No. 1, pp. 88-101. https://doi.org/10.1108/SEF-01-2023-0013 

Sekaran, U., dan Bougie, R. (2020). Research methods for business: A skill-building approach 

(8th ed.). Wiley. 

Shen, L., Fishbach, A., dan Hsee, C. K. (2015). The motivating-uncertainty effect: Uncertainty 

increases resource investment in the process of reward pursuit. Journal of Consumer 

Research, 41, 1301–1315. https://doi.org/10.1086/679418 

Shi, H., Chen, R., dan Xu, X. (2021). How reward uncertainty influences subsequent 

donations: The role of mental accounting. Journal of Business Research, 132, 383–

391. https://doi.org/10.1016/j.jbusres.2021.04.040 

Pengaruh Ketidakpastian dan Kejutan terhadap Perilaku Pembelian Impulsif Blind Box: Peran
Mediasi
Rasa Penasaran serta Moderasi Kesadaran Harga dan Risiko
Cyntia Nur Azizah, Prof. Drs. B.M. Purwanto, M.B.A., PhD.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1016/j.jpsychires.2008.03.001
https://doi.org/10.1016/j.tourman.2009.08.006
https://doi.org/10.1016/j.tourman.2009.08.006
https://doi.org/10.1017/S193029750000130
https://doi.org/10.1017/S193029750000130
https://doi.org/10.1086/679418
https://doi.org/10.1016/j.jbusres.2021.04.040


 

 

95  

Shou, Z. G., Teng, H. X., Zheng, W. H., dan Peng, Z. J. (2021). How to take advantage of 

uncertainty: The impact of gambled games on service recovery. Nankai Business 

Review, 25, 1–20. 

Sarstedt, M., Ringle, C. M., dan Hair, J. F. (2020). Partial least squares structural equation 

modeling. Springer. 

Stern, H. (1962). The significance of impulse buying today. Journal of Marketing, 26(2), 59–

62. https://doi.org/10.2307/1248439 

Stone, M. (1974). Cross-validatory choice and assessment of statistical predictions. Journal of 

the Royal Statistical Society: Series B, 36(2), 111–133. https://doi.org/10.1111/j.2517-

6161.1974.tb00994.x  

Tibert Verhagen, dan Willemijn van Dolen. (2011). The influence of online store beliefs on 

consumer online impulse buying: A model and empirical application. Information dan 

Management, 48(8), 320–327. https://doi.org/10.1016/j.im.2011.08.001 

Tirmizi,  M.A.  2009.  An  empirical  study  of consumer  impulse  buying  behav-  iour  in 

local  markets.  Journal  of  Scientific Research. 28(4): 522–532 

Umar, H. (2011). Metode penelitian untuk skripsi dan tesis bisnis (Edisi revisi). Jakarta: 

Rajawali Pers. 

Von Neumann, J., dan Morgenstern, O. (2007). Theory of Games and Economic Behavior. 

Princeton, NJ: Princeton University Press. 

Wells, J. D., Parboteeah, V., dan Valacich, J. S. (2011). Online impulse buying: Understanding 

the interplay between consumer impulsiveness and website quality. Journal of the 

Pengaruh Ketidakpastian dan Kejutan terhadap Perilaku Pembelian Impulsif Blind Box: Peran
Mediasi
Rasa Penasaran serta Moderasi Kesadaran Harga dan Risiko
Cyntia Nur Azizah, Prof. Drs. B.M. Purwanto, M.B.A., PhD.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.2307/1248439
https://doi.org/10.1016/j.im.2011.08.001


 

 

96  

Association for Information Systems, 12(1), 32–56. 

https://doi.org/10.17705/1jais.00254  

Zhang, Y., Zhou, H., dan Qin, J. (2022). Research on the effect of uncertain rewards on 

impulsive purchase intention of blind box products. Frontiers in Behavioral 

Neuroscience, 16, 946337. https://doi.org/10.3389/fnbeh.2022.946337 

Zheng, X., Men, J., Yang, F., dan 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.ijinfomgt.2019.02.010 

Zhu, W., Yan, R., dan Ding, Z. (2020). Analysing impulse purchasing in cross-border 

electronic commerce. Industrial Management dan Data Systems, 120(10), 1959–1974. 

https://doi.org/10.1108/IMDS-01-2020-0046 

  

Pengaruh Ketidakpastian dan Kejutan terhadap Perilaku Pembelian Impulsif Blind Box: Peran
Mediasi
Rasa Penasaran serta Moderasi Kesadaran Harga dan Risiko
Cyntia Nur Azizah, Prof. Drs. B.M. Purwanto, M.B.A., PhD.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.17705/1jais.00254
https://doi.org/10.3389/fnbeh.2022.946337
https://doi.org/10.1016/j.ijinfomgt.2019.02.010
https://doi.org/10.1108/IMDS-01-2020-0046

