
 

Daftar Pustaka 

Afandi, A.R., & Hartati, S. (2017). Pembelian impulsif pada remaja akhir ditinjau 
dari kontrol diri. Gadjah Mada Journal Psychology (GamaJoP), 3(3), 123-130. 
https://doi.org/10.22146/gamajop.44103 

Aluwi, F, E. (2023). Hubungan intensitas mengakses e-commerce dengan 
perilaku belanja impulsif secara daring pada dewasa awal di Jakarta. Jurnal 
Ilmiah Penelitian Psikologi: Kajian Empiris & Non-Empiris, 9(1), 10-22.  

Amaylia, R. A. P., Oktaviana, W. D., Annafi, I., & Fathoni, M. Y. (2025). Sebuah 
Tren Konsumsi Skincare di Kalangan Mahasiswa Berdasarkan Penelusuran 
Merek Skincare Terpopuler di Kabupaten Banyumas. Proceedings of the 
National Conference on Electrical Engineering, Informatics, Industrial Technology, 
and Creative Media, 4(1), 1070-1079. 

Anggraini, R. D., Rini, R. A. P., & Saragih, S. (2023). Perilaku konsumtif pada 
wanita pengguna produk kecantikan: Apakah berhubungan dengan fear of 
missing out dan citra tubuh?. Jiwa: Jurnal Psikologi Indonesia, 1(1). 
https://doi.org/10.30996/jiwa.v1i1.9800 

Arnett, J. J. (2000). Emerging adulthood: A theory of development from the late 
teens through the twenties. American psychologist, 55(5), 469. 

Arnett, J. J. (2015). Emerging adulthood: The winding road from the late teens through 
the twenties (2nd ed.). Oxford University Press. 
https://doi.org/10.1093/oxfordhb/9780199795574.013.9 

Arnett, J. J. (2013). Adolescence and emerging adulthood: A cultural approach (5th ed.). 
Pearson. 

Azwar, S. (2022). Metode Penelitian Psikologi (2nd ed.). Pustaka Pelajar. 
Azwar, S. (2021). Penyusunan Skala Psikologi (3rd ed.). Pustaka Pelajar. 
Badan Pusat Statistik. (2024). Statistik Pendapatan Februari 2024. Jakarta: BPS. 
Beatty, S. E., & Elizabeth Ferrell, M. (1998). Impulse buying: Modeling its 

precursors. Journal of Retailing, 74(2), 169–191. 
https://doi.org/10.1016/S0022-4359(99)80092-X 

Berman, B., Evans, J. R., & Chatterjee, P. (2018). Retail Management : A Strategic 
Approach. Pearson Education Limited. 

Bzovsky, S., Phillips, M. R., Guymer, R. H., Wykoff, C. C., Thabane, L., Bhandari, 
M., & Chaudhary, V. (2022). The clinician’s guide to interpreting a regression 
analysis. Eye, 36(9), 1715–1717. https://doi.org/10.1038/s41433-022-01949-z 

Cachón-Rodríguez, G., Blanco-González, A., Prado-Román, C., & 
Fernández-Portillo, A. (2024). How compulsive and impulsive buying affect 
consumer emotional regulation. Is anxiety a differential element?. European 
Journal of Management and Business Economics. 

Cai, Z., Gui, Y., Wang, D., Yang, H., Mao, P., & Wang, Z. (2021). Body image 
dissatisfaction and impulse buying: a moderated mediation model. Frontiers 
in Psychology, 12, 653559. https://doi.org/10.3389/fpsyg.2021.653559 

41 

Peran Regulasi Emosi terhadap Kecenderungan Pembelian Impulsif Produk Skincare di
E-Commerce: Studi
Pada Konsumen Dewasa Awal
Nadia Nursya, Dr. Sumaryono, M.Si., Psikolog
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/



 

Campos, J. J., Frankel, C. B., & Camras, L. (2004). On the nature of emotion 
regulation. Child development, 75(2), 377-394. 
https://doi.org/10.1111/j.1467-8624.2004.00681.x 

Chandon, P., Hutchinson, J. W., Bradlow, E. T., & Young, S. H. (2009). Does 
in-store marketing work? Effects of the number and position of shelf facings 
on brand attention and evaluation at the point of purchase. Journal of 
Marketing, 73(6), 1-17. 

Chatzi, A., & Doody, O. (2024). The one-way ANOVA test explained. Nurse 
researcher, 32(4). 

Databoks. (2024, Januari 11). Ini produk kecantikan yang banyak diburu konsumen 
e-commerce Indonesia. Databoks. 
https://databoks.katadata.co.id/produk-konsumen/statistik/ffc6c3b0ee26e97/i
ni-produk-kecantikan-yang-banyak-diburu-konsumen-e-commerce-indonesi
a 

Destari, F., Indraningrat, K., & Putri, M. N. N. (2020). Impact of shopping 
emotion towards impulse buying in e-commerce platform. Jurnal Manajemen 
dan Pemasaran Jasa, 13(1), 47-64. https://doi.org/10.25105/jmpj.v13i1.6123 

Dewanto, P., & Dahesihsari, R. (2025). Impulsive Buying Tendency among 
Emerging Adults Using Pay Later on E-Commerce Platforms. International 
Journal of Business, Economics, and Social Development, 6(1), 146-158. 

Dholakia, U. M. (2000). Temptation and resistance: An integrated model of 
consumption impulse formation and enactment. Psychology & Marketing, 
17(11), 955-982. 
https://psycnet.apa.org/doi/10.1002/1520-6793(200011)17:11%3C955::AID-MA
R3%3E3.0.CO;2-J 

Ek Styvén, M., Foster, T., & Wallström, Å. (2017). Impulse buying tendencies 
among online shoppers in Sweden. Journal of Research in Interactive Marketing, 
11(4), 416-431. https://doi.org/10.1108/JRIM-05-2016-0054 

Elgeka, H. W. S., & Tania, A. (2024). Hedonic Shopping Motives of Shopee 
Generation Z Concumers towards Impulse Purchases of Skincare Products. 
Psikobuletin: Buletin Ilmiah Psikologi, 5(2), 174-184. 

Fenton-O’Creevy, M., Dibb, S., & Furnham, A. (2018). Antecedents and 
consequences of chronic impulsive buying: Can impulsive buying be 
understood as dysfunctional self-regulation?. Psychology & Marketing, 35(3), 
175–188. 

Floh, A., & Madlberger, M. (2013). The role of atmospheric cues in online 
impulse-buying behavior. Electronic Commerce Research and Applications, 
12(6), 425–439. https://doi.org/10.1016/j.elerap.2013.06.001 

Ghinarahima, C. N., & Idulfilastri, R. M. (2024). Peran FoMO sebagai Mediator 
pada Penggunaan Media Sosial terhadap Perilaku Pembelian Impulsif 
Produk Skincare. Innovative: Journal Of Social Science Research, 4(6), 4316-4329. 
https://doi.org/10.31004/innovative.v4i6.16446 

42 

Peran Regulasi Emosi terhadap Kecenderungan Pembelian Impulsif Produk Skincare di
E-Commerce: Studi
Pada Konsumen Dewasa Awal
Nadia Nursya, Dr. Sumaryono, M.Si., Psikolog
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/



 

Gross, J. J., & John, O. P. (2003). Individual differences in two emotion regulation 
processes: Implications for affect, relationships, and well-being. Journal of 
Personality and Social Psychology, 85(2), 348–362. 
https://doi.org/10.1037/0022-3514.85.2.348 

Gross, J. J. (2002). Emotion regulation: Affective, cognitive, and social 
consequences. Psychophysiology, 39(3), 281–291. 
https://doi.org/10.1017/s0048577201393198 

Gross, J. J. (1998). The emerging field of emotion regulation: An integrative 
review. Review of General Psychology, 2(3), 271–299. 
https://psycnet.apa.org/doi/10.1037/1089-2680.2.3.271 

Hair,  Black,  W.  C.,  Babin,  B.  J.,  Anderson,  R.  E.,  Black,  W.  C.,  &  Anderson,  
R.  E. (2018).  Multivariate Data Analysis (8th ed.). Cengage Learning. 

Iyer, G. R., Blut, M., Xiao, S. H., & Grewal, D. (2020). Impulse buying: a 
meta-analytic review. Journal of the academy of marketing science, 48(3), 
384-404. https://doi.org/10.1007/s11747-019-00670-w 

Kabamba, C. C., & Smith, C. (2022). The Role of Consumers' Emotions in Online 
Impulse Buying of Fashion Apparel. International Journal of Business and Social 
Science Research, 3(9), 1-8. http://dx.doi.org/10.47742/ijbssr.v3n9p1 

Kementerian Komunikasi dan Informatika. (2019). Kemkominfo: Pertumbuhan 
e-Commerce Indonesia Capai 78 Persen. 
https://www.kominfo.go.id/content/detail/16770/kemkominfo-pertumbuhan
-e-commerce-indonesiacapai-78-persen/0/sorotan_media 

Kemp, E., & Kopp, S. W. (2011). Emotion regulation consumption: When feeling 
better is the aim. Journal of Consumer Behaviour, 10(1), 1-7. 
http://dx.doi.org/10.1002/cb.341 

Klarna. (2021). New Klarna Survey Finds Boomers Value Sustainability More Than Gen 
Z When Shopping Beauty Brands. 
https://www.klarna.com/assets/sites/2/2021/03/27044921/The-State-of-Smooo
th-Report-Fresh-Faces-Full-Carts-Klarnas-2021-Beauty-Survey-1.pdf 

Lee, C. H., Chen, C. W. D., Huang, S. F., Chang, Y. T., & Demirci, S. (2021). 
Exploring consumers’ impulse buying behavior on online apparel websites: 
An empirical investigation on consumer perceptions. International Journal of 
Electronic Commerce Studies, 12(1), 119-142. 

Ling, L. P., & Yazdanifard, R. (2015). What internal and external factors influence 
impulsive buying behavior in online shopping. Global Journal of Management 
and Business Research: E Marketing, 15(5), 25-32. 

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

Moayery, M., Cantín, L. N., & Martíns, J. J. G. (2019). How does self-control 
operate? A focus on impulse buying. Papeles del Psicólogo, 40(2), 149-156. 

Navas, J. F., Verdejo-García, A., Lopez-Gomez, M., Maldonado, A., & Perales, J. C. 
(2016). Gambling with rose-tinted glasses on: Use of emotion-regulation 
strategies correlates with dysfunctional cognitions in gambling disorder 

43 

Peran Regulasi Emosi terhadap Kecenderungan Pembelian Impulsif Produk Skincare di
E-Commerce: Studi
Pada Konsumen Dewasa Awal
Nadia Nursya, Dr. Sumaryono, M.Si., Psikolog
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/



 

patients. Journal of Behavioral Addictions, 5(2), 271-281. 
https://doi.org/10.1556/2006.5.2016.040 

Ngo, T. T. A., Nguyen, H. L. T., Nguyen, H. P., Mai, H. T. A., Mai, T. H. T., & 
Hoang, P. L. (2024). A comprehensive study on factors influencing online 
impulse buying behavior: Evidence from Shopee video platform. Heliyon, 
10(15). https://doi.org/10.1016/j.heliyon.2024.e35743 

Olenka. (2024, September 12). Survei: Lebih dari 60% masyarakat Indonesia pilih beli 
skincare dan fashion lewat e-commerce, brand lokal mendominasi. Olenka. 
https://olenka.id/survei-lebih-dari-60-masyarakat-indonesia-pilih-beli-skinca
re-dan-fashion-lewat-e-commerce-brand-lokal-mendominasi/all 

Prastika, M. A., & Sa’id, M. (2024). Emerging Adulthood and Identity Struggles: 
The Effect of Body Image on Impulsive Buying Tendencies Mediated by 
Self-Esteem. Jurnal Sains Psikologi, 13(2), 303. 

Rachmat, F. (2022). Body image effect on the behavior of beauty products impulse 
purchases on the students psychology al azhar university of indonesia. 
Al-Mubin: Islamic Scientific Journal, 5(1), 18-28. 

Radde, H. A., Nurrahmah, N., Nurhikmah, N., & Saudi, A. N. A. (2021). Uji 
validitas konstrak dari emotion regulation questionnaire versi bahasa 
Indonesia dengan menggunakan confirmatory factor analysis. Jurnal 
Psikologi Karakter, 1(2), 152-160. 

Rahayu, S., Restuti, S., & Taufiqurrahman, T. (2023). Pengaruh lifestyle, product 
innovation dan brand image terhadap kepuasan konsumen melalui 
keputusan pembelian skincare wardah di kota Pekanbaru. Jurnal 
Multidisiplin Teknologi dan Arsitektur, 1(2), 329-340. 

Rakasiwi, L. S., & Kautsar, A. (2021). Pengaruh faktor demografi dan sosial 
ekonomi terhadap status kesehatan individu di Indonesia. Kajian Ekonomi 
Dan Keuangan, 5(2), 146-157. 

Rani, N. M., & Rex, C. (2023). A study on impulsive buying behaviour in online 
shopping. International Journal of Professional Business Review: Int. J. Prof. Bus. 
Rev., 8(3), 7. 

Reio Jr, T. G. (2016). Nonexperimental research: Strengths, weaknesses and issues 
of precision. European Journal of Training and Development, 40(8/9), 676-690. 

Resky, D. M., Tetteng, B., & Kusuma, P. (2025). Pengaruh Regulasi Diri Terhadap 
Perilaku Pembelian Impulsif pada Laki-Laki Usia Dewasa di Kota Makassar. 
J-CEKI: Jurnal Cendekia Ilmiah, 4(2), 879-885. 
https://doi.org/10.56799/jceki.v4i2.6625 

Robinson, R. S. (2024). Purposive sampling. In Encyclopedia of quality of life and 
well-being research (pp. 5645-5647). Cham: Springer International Publishing. 
https://doi.org/10.1007/978-3-031-17299-1_2337 

Rocha, S., Fernández, X. M., Castro, Y. R., Ferreira, S., Teixeira, L., Campos, C., & 
Rocha, N. B. (2023). Exploring the associations between early maladaptive 
schemas and impulsive and compulsive buying tendencies. Frontiers in 
Psychiatry, 14, 1157710. https://doi.org/10.3389/fpsyt.2023.1157710 

44 

Peran Regulasi Emosi terhadap Kecenderungan Pembelian Impulsif Produk Skincare di
E-Commerce: Studi
Pada Konsumen Dewasa Awal
Nadia Nursya, Dr. Sumaryono, M.Si., Psikolog
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/



 

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), 305-313. 
https://doi.org/10.1086/209452 

Ruiz de Lara, C. M., Navas, J. F., & Perales, J. C. (2019). The paradoxical 
relationship between emotion regulation and gambling-related cognitive 
biases. PLoS One, 14(8), e0220668. 
https://doi.org/10.1371/journal.pone.0220668 

Saripudin, S., Pahlevi, F. I., Putra, A. U. S., Zidane, A. S., Fitri, N. Z., & Mariawasi, 
I. (2024). Exploring the best e-commerce in Indonesia: In-depth analysis of 
price, security, user-friendliness, product availability, and promotions in 
determining the leading platform. New Applied Studies in Management, 
Economics & Accounting, 7(1), 21-33. 
http://dx.doi.org/10.22034/NASMEA.2024.180194 

Sarwar, M. A., Nasir, J., Sarwar, B., Hussain, M., & Abbas, A. (2024). An 
investigation of precursors of online impulse buying and its effects on 
purchase regret: Role of consumer innovation. International Journal of 
Innovation Science, 16(5), 877-894. https://doi.org/10.1108/IJIS-12-2022-0244 

Schiffman, L. G., & Wisenblit, J. (2015). Consumer Behavior (12th ed.). Pearson. 
Shaughnessy, J. J., Zechmeister, E. B., & Zechmeister, J. S. (2012). Research Methods 

in Psychology (9th ed.). McGraw-Hill. 
Siregar, R. M., Susanti, N., & Aslami, N. (2023). Perilaku Konsumtif Mahasiswa 

Berbelanja di e-commerce Shopee Pada Masa Pandemi Dalam perspektif 
gender. As-Syirkah: Islamic Economic & Financial Journal, 2(1), 115–128. 
https://doi.org/10.56672/syirkah.v2i1.48 

Siregar, N. F., & Rini, Q. K. (2020). Regulasi diri dan impulsive buying terhadap 
produk fashion pada remaja perempuan yang berbelanja online. Jurnal 
Psikologi, 12(2), 213-224. http://dx.doi.org/10.35760/psi.2019.v12i2.2445 

Statista. (2024). Retail e-commerce sales worldwide from 2014 to 2028.  
https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-sale
s/#statisticContainer 

SWA. (2024, September 12). Lebih dari 60% orang Indonesia pilih beli skincare dan 
fashion lewat e-commerce. SWA Online. 
https://swa.co.id/read/450627/lebih-dari-60-orang-indonesia-pilih-beli-skinca
re-dan-fashion-lewat-e-commerce 

Syahputra, S., Madiawati, P. N., & Tambunan, O. A. (2025). The mediating role of 
visual appeal in the influence of emotional appeal and FOMO on impulsive 
buying. Journal of the Community Development in Asia, 8(2), 195-212. 
https://doi.org/10.32535/jcda.v8i2.3922 

Syamsuddin, A. S., Liputo, N. I., & Musa, D. (2025). Hubungan body image 
dengan impulsive buying pengguna produk kecantikan pada mahasiswi. 

45 

Peran Regulasi Emosi terhadap Kecenderungan Pembelian Impulsif Produk Skincare di
E-Commerce: Studi
Pada Konsumen Dewasa Awal
Nadia Nursya, Dr. Sumaryono, M.Si., Psikolog
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-sales/#statisticContainer


 

Jurnal Psikologi Kesehatan West Sciences, 5(1), 1–12. 
https://wnj.westsciences.com/index.php/jpkws/article/view/1917 

Taber, K. S. (2017). The use of Cronbach’s alpha when developing and Reporting 
Research Instruments in science education. Research in Science Education, 
48(6), 1273–1296. https://doi.org/10.1007/s11165-016-9602-2 

Tan, G. S. L., & Tam, C. L. (2024). Impulsivity, gambling-related cognitions, 
cognitive reappraisal and gambling behaviour in a Malaysian sample. 
Journal of Gambling Studies, 40(2), 475-492. 

 
The Jamovi Project. (2025). About jamovi. Retrieved May 22, 2025, from 

https://www.jamovi.org/about.html 
Thompson, R. A. (1994). Emotion regulation: A theme in search of definition. 

Monographs of the society for research in child development, 59(2), 25-52. 
https://doi.org/10.2307/1166137 

Triwijayati, A., & Pradipta, D. B. (2018). Kelas sosial Vs pendapatan: Eksplorasi 
faktor penentu pembelian consumer goods dan jasa. Jurnal Ekonomi, 23(2), 
155-172. https://doi.org/10.24912/je.v23i2.365 

Troy, A. S., Shallcross, A. J., & Mauss, I. B. (2013). A person-by-situation approach 
to emotion regulation: Cognitive reappraisal can either help or hurt, 
depending on the context. Psychological science, 24(12), 2505-2514. 
https://doi.org/10.1177/0956797613496434 

Ugbomhe, O. U., & Adomokhai, S. S. (2021). Effects of demographic factors on 
impulse buying behaviour of consumers in Auchi, Edo State, Nigeria. 
Economics and Business Quarterly Reviews, 4(2). 

van Overveld, M. (2016). Emotion regulation can be costly. A study on the effects 
of emotion regulation strategies on impulsive purchases in consumers. Innov. 
Market, 12(1),  41-49. http://dx.doi.org/10.21511/im.12(1).2016.04 

Verplanken, B., & Herabadi, A. (2001). Individual Differences In Impulse Buying 
Tendency:Feeling and thinking. European Journal personality, 15 (1), 71-83 

Wang, X., & Cheng, Z. (2020). Cross-sectional studies: strengths, weaknesses, and 
recommendations. Chest, 158(1), S65-S71. 
https://doi.org/10.1016/j.chest.2020.03.012 

Wang, Y., Pan, J., Xu, Y., Luo, J., & Wu, Y. (2022). The determinants of impulsive 
buying behavior in electronic commerce. Sustainability, 14(12), 
7500.https://doi.org/10.3390/su14127500 

Wulandari, I. R., & Heryanto, M. A. (2023). Analisis perilaku konsumen dan 
pembelian impulsif pada e-commerce Shopee. Jurnal Nuansa Publikasi Ilmu 
Manajemen dan Ekonomi Syariah, 3(1), 35-43. 
http://dx.doi.org/10.61132/nuansa.v3i1.1506 

Youn, S. H., & Faber, R. J. (2000). Impulse buying: Its relation to personality traits 
and cues. Advances in Consumer Research, 27, 179–185. 

ZAP Clinic. (2024). Zap Beauty Index 2024. 
https://zapclinic.com/files/ZAP_Beauty_Index_2024 

46 

Peran Regulasi Emosi terhadap Kecenderungan Pembelian Impulsif Produk Skincare di
E-Commerce: Studi
Pada Konsumen Dewasa Awal
Nadia Nursya, Dr. Sumaryono, M.Si., Psikolog
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/



 

Zheng, X., Men, J., Yang, F., & Gong, X. (2019). Understanding impulse buying in 
mobile commerce: An investigation into hedonic and utilitarian browsing. 
International journal of information management, 48, 151-160. 

Zimmermann, P., & Iwanski, A. (2014). Emotion regulation from early 
adolescence to emerging adulthood and middle adulthood: Age differences, 
gender differences, and emotion-specific developmental variations. 
International journal of behavioral development, 38(2), 182-194. 

Zuo, R., & Xiao, J. (2021). Exploring consumers’ impulse buying behavior in live 
streaming shopping. In International Conference on Management Science and 
Engineering Management (pp. 610-622). Cham: Springer International 
Publishing.  

47 

Peran Regulasi Emosi terhadap Kecenderungan Pembelian Impulsif Produk Skincare di
E-Commerce: Studi
Pada Konsumen Dewasa Awal
Nadia Nursya, Dr. Sumaryono, M.Si., Psikolog
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/


	Daftar Pustaka 

