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ABSTRACT

Online flash sale (OFS) has become very popular with e-commerce platforms.
It is a new tool used by the online merchants or the e-commerce websites to boost sales,
revenues and profits by offering heavy discounts on the merchandise for a limited time
period (Peng et al., 2018). Depending on the sales period, flash sale offered by online
business platforms, are also known as ‘deal of the day’, ‘daily deal’, ‘lightning deal’
and so on. The deal typically ends at a pre-announced time or when all the items on
sale are sold out, whichever occurs first (Shi and Chen, 2015). The people who
participate in such OFS or the promotion sales are referred to as deal prone consumers.
According to Martinez and Montaner (2006), a deal-prone customer is one who alters
his purchase behavior and decisions so as to be benefitted from the incentives offered
by the promotions. This dissertation titled ‘Essays on Online Flash Sale’, explores
different phenomenon related to consumer’s OFS participation experiences. The
consistent theme across the essays is the consumer re-participation intention in OFS
following an online service/ product failure. The first section of the thesis (Essay 1)
looks at the consumer re-participation in an OFS following a service failure, whereas
the second section (Essay 2), explores the reasons for consumer re-participation in an
OFS following a product failure.

The first essay in this dissertation address the research questions which are,
‘why does a consumer in spite of experiencing a service failure still continue to
participate in an OFS?” and ‘what are the boundary conditions for re-participation in
OFS following a service failure?’. The literature of this phenomenon is limited,
exception being the Vakeel ef al. (2018) work. The current study considering the role
of mental resources in OFS participation. Recently it has been observed that the online

shopping has outperformed and surpassed the conventional stores sales, this makes it



quite essential and crucial to understand the factors that has led to such a consumer
response (Soergel, 2016).

As electronic marketing becomes central piece of marketing strategy, there is a
growing need for developing new knowledge models and theories on internet
commerce behavior (Close and Kukar-Kinney, 2010). This study is an attempt in this
direction by integrating literature to build an integrated mediated model to gain a better
understanding of the process of participation in OFS following service failures. This
essay explore the phenomenon of consumer OFS participation, where the primary focus
is on the identification of the appropriate online flash sale deal type. Then the focus is
on the development of service failure stimuli for the deal types. Lastly the results from
the previous two studies is implanted a survey. The study results reveals mediations,
serial mediation and moderated mediations through consumer competition, human
capital and deal type as a moderating variable.

The second essay in this dissertation address the research questions which are,
‘why do a consumer in spite of experiencing a product failure still continue to
participate in an OFS?” and ‘what are the boundary conditions for re-participation in
OFS following a product failure?’. This essay attempts to understand this phenomenon
in two different studies. The first study is an attempt in this direction by integrating
literature to build an integrated moderated model to gain a better understanding of the
process of participation in OFS following product failures along with understanding the
moderating role of consumption motivation and deal type. However, the second study
is an attempt to build an integrated moderated model to gain a better understanding of
the process of participation in OFS following product failures along with understanding

the moderating role of brand visibility and product assurance.



This essay explore the phenomenon of consumer OFS participation, where the
primary focus is on the identification and development of product failure stimuli with
appropriate manipulations for brand visibility, product assurance, consumption
motivation and deal types. Lastly the scenarios are is implanted a survey. The results
of study 1 reveals moderation of consumption motivation and moderated moderation
of consumption motivation and deal type on the main effect i.e. deal proneness to re-
participation intention. Whereas, the results of study 2 reveals moderation of brand
visibility and moderated moderation of product assurance and brand visibility on the
main effect.

Both the essays have interesting insights about consumer behaviour. The studies

contribute to the literature with some very relevant managerial implication.

Keywords: Deal proneness, re-participation intention, service failure, product failure,
deal type, consumer competition, human capital, consumption motivation, brand

visibility, product assurance.



Table of Contents

LLIST OF TADIES «..ceeereeeennneeieeeeereeeeeneesessecssereesssssssssscsssssssssssssssssssssssssssssssssssssssssssssssssssesasas

LiSt Of FIGUIES..ccccueiieicuiiiisniiiinicisnicssnicssnnicsssnissssnessssnessssnssssssosssssssssssssssssssssssssassessssse

1.0 INTRODUCTION ....ucouiiruinnennnsnnnsnessncssnsssessnsssnssssssasssssssesssssssssassssssssssasssassasssss 10

1.1 Online Flash Sales (OFS): AN OVEIrVIEW ......cuisssmsmssssssssssssssssssssssssssssssns 10
1.2 Research ODJectives....... s 13
1.3 Dissertation Structure ... ————— 14

28 B0 2 Tl 1€ 0011 4 16

2.2 Literature ReVIeW......immmmmmsssssssssssssssssssssssssssssssssssssssssss
2.2.1 Online Flash Sale (OFS) ..cooeneernmeensecennes
2.2.2 Service failure and re-participation
2.2.3 Scarcity effects and consumer competition (CC) ...orermemmermeemeessserseesseesssssssessessssesssssssees 22
2.2.4 OFS Deal type (DT)
2.2.5 Human Capital in ShOPPING (HC) cecereereereerreeseessesseesseesssesssesssssssesssssssssssssssssssssssssssssssssssssssssees 25

2.3 Hypotheses Development........imnnmssmsmsisssssssssssssssssssssssssssssssssns
2.3.1 Main effect 0f dEal PrONENESS......ceereeeesreersersseessersesssessssessesssssssesssasssss s sesssss s sssssssassssssssssnees
2.3.2 Simple mediation: consumer competition (CC)
2.3.3 Simple mediation: human capital (HC) .oeeermeeeersnesssesssessesseesssesssesssssssssssssssssssssssssssees
2.3.4 Serial MEdIAtiON e —————————
2.3.5 Deal type aS @ MOAETAtION .....cueeureeeeereereeseesssessseessessessessssssssssssssssssssassssssssssssasssssssssssssssssssssssanees

2.4 Research Method ... 38
2.4.1 OVErVIEW Of the STUAY ..cuvceureeeeeeerseesseeeseesseesssessessseessessessesssssssasssss s sssasssss bbb ssasssessssssanees 38
2.4.2 Study Design and MethOd .......oeeeeeererssesserssesssesssessssssssssssssesssssssssssssssssssssssssssssssssssasees 41

2.4.3 PIOCEAULE ....cuueeeeeeeeeeeesseesseessseessesseesssessses s s s e s s R s R AR 42
244 MASULES....uriuueeuirsessesssessesssesssessesssessessse b ss s s s RS R R R SRR R SRR AR R 43
2 2] 1 48
20 D) 1] 011 T T ) 54
2.7 Theoretical CONtribULiONS ......cccoiiimnmssmsssmsssss s 55
2.8 Managerial IMpPlications ... 56

K20 102 2 Lol €23 0001110 Lo 58
3.2 Literature and Hypothesis.......sssssssssssssssssssssssssssns 60

3.2.1 Product failure and re-partiCipation ... ceeesesssesssssesssesssssssssssssssssssssssssssssssssssees 60
3.2.2 Product failure AttribULiON ... sssssssssssssssssans 61
3.2.3 Brand ViSIDIlItY (BV) c.eceereerseeeesereesssssessssesssssesesssssssssssesessssesessssssssssssessssssesssssssssssssessssssessssassssses 62
3.2.4 Product ASSUTANCE (PA) e iueceeerreesseesserssessseesssesssessssssssssssasssssssassssssssesssassssssssssssassssssssasssssssssssessasees 62

3.2.5 Consumption Motivation (CM) .....cceeeermeeeessessesssesssssssessssssssesssessssssssssssassssssssssssssssssssessasees 63



3.2.6 DAL TYPE (DT ) ureureeeurermeesseessrersseesseesssesssessssesssessssssssesssassssssssesssassssssssasssassssesssassssssssssssasssssssesssassssesssassasees 64

3.3 Hypothesis Development........commssssssssssssssssssssssssssssssssssssssas 66
3.3.1 Main effect 0Of dEal PrONENESS......oeereereesreersersseesseerseessesssssssesssssssesssas s sesssss s ssssssses s ssssssnees 66
3.3.2 Consumption Motivation as @ MOAEration .......cereermesssessesssessssssssssssssssssesssssssees 67
3.3.4 Deal Type as a Moderated MOAeration ........eeeeersmerseesssessesseesssessssssssssssssssssssssssssssssees 68
3.3.5 Brand Visibility s @ MOA@ration.....coeereeeesserseesseesssesssssssessessssssssssssssssssssssssssssssssssssssssees 70
3.3.6 Product Assurance as a Moderated Moderation .......eeenmeesnseesmeesssessesseessesssesssessnees 71

3.4 Research Method ...
3.4.1 STUDY 1 ooreererermsesenmsseeesssesesssesessas

3.4.1.1 Research Methodology
3.4.1.1.1 Study Design and Method ......cceeneeneeeesnesssessesssessseesssssssssssssssssssssssssssssssssees 75
3.4.1.1.2 Procedure
3.4, 1.1.3 MEASULES ..ccerreueeeesissessesssessssssessessses s ss s sss b sss s s R bbb
3.4.1.2 RESUIELS coueeueeeeeeereeseeseesssessessssessseesses s s ss s s s s EES e E RS EEneEeEReEErepenRnnEn
3.4.2 STUDY 2 coorrerrrrreermsseeesmsesessaseseenns
3.4.2.1 Research MethOAOLOZY ......eeesneerseessessessessssssssssssssssssssesssssssssssssssessssssssssssssssssssassssses
3.4.2.1.1 Study Design and Method ........eeeeneeeesneseessesssessseessssssessssssssssssssssssssssssssees 83
3.4.2.1.2 PrOCEAUTE.....oeeeeeeeeeeeesrersseessessssesssesssss e sssassss s ss bbbt 84
3.4.2.1.3 MEASUIES ...cereueeremieeessesssessesssessessses s s sss s s sss b sss s s bbb 84
3.4.2.2 RESUILS coueueeueeeureeseeseesssesssessssesssessses s s s e s eSS R RS 87

3.5 DISCUSSION cucuriiiissssmsisssssss s R 90

3.6 Theoretical Contributions ... ————— 91

3.7 Managerial Implications .......cos——————— 92

4.0 LIMITATION AND FUTURE RESEARCH DIRECTION........cccceeuereuneneeee. 94

RETCIEIICES cuuuuereeeerreeeenneeseeeeeereeenssssssssecsssesassssssssssssssssssssssssssssssasssssssssssssssssssssssssssscsssses IO

APPENAIX A:.cneeiiirnrinssnncssssncssssncsssscssssssssssssssssesssssssssssssssssssssssssssssssssssssssssssssssssssss 1 11

Stimuli used In the ESSAQY 1 ....inssmsssssssssssssssssssssssssssssssssssssssssssssssssns 111
Vignette for OFS Manipulation (Essay 1 & Essay 2- Study 1) .....ccccusrnmnmnssnsssesnsans 112
Reference Instrument (ESSAY 1) ..cccuumsmssmsmssmsmsssssssssssssssssssssssssssssssssssssssssssssssssns 114
Stimuli used In the ESSAY 2 .....inmsssmmsssssssssssssssssssssssssssssssssssssssssssssssssns 118

N3] 10 6 200 TP 118

N3] 106 20O 120
Reference Instrument (ESSAY 2) ....cuccunmssmssmsmsssssmsmssssssssssssssssssssssssssssssssssssssssssasssssssns 122

APPENAIX Bi..uuuiiiiiiiiiiiiinniinsnniissnnicssnnissssnissssnssssnesssssssssssossssssssssssssssssssssssssssssses 1 24

Process Model Figures: 124

APPENAIX Crunneennrecrnenniicsnenseeisnensnesssesssaesssessssssssesssassssesssassssesssasssassssassssasssasssassssns 1 25

Table for construct measurement elaborating the adapted and retained items........ 125



List of Tables

Table 1- Relevant Literature and Positioning of Study (Essay 1) .......cccccevvvierivennnnnne. 27
Table 2 - CR, AVE, MSV, and Discriminant Validity (Essay 1).......cccccccevvvirniennnnne. 45
Table 3 - Scale items and Psychometric Properties (Essay 1).......ccccecveviiniinniiennnne. 45
Table 4 - Summary of Results (ESSay 1) ......cocieiiiiiiiiiiiiieieceeeee e 52
Table 5 - CR, AVE, MSV, and Discriminant Validity (Essay 2- STUDY 1) ............. 78
Table 6 - Scale items and Psychometric Properties (Essay 2- STUDY 1).................. 79
Table 7 - Summary of Results (Essay 2- STUDY 1)..cccoovieiiiniiiiiiiiieiecieeee 82
Table 8 - CR, AVE, MSV, and Discriminant Validity (Essay 2- STUDY 2) ............. 86
Table 9 - Scale items and Psychometric Properties (Essay 2- STUDY 2).................. 86
Table 10 - Summary of Results (Essay 2- STUDY 2)....ccccoeviiniiieiiiiiieieeieeiee e 89



List of Figures

Figure 1:
Figure 2:
Figure 3:
Figure 4:
Figure 5:
Figure 6:

Figure 7:

Conceptual Model- Essay 1........ccoooiiiiiiiiiiiiiiieciee et 26
Moderation Mediation effect of Deal Type (on CC).....ccvevvveriieeiieieennnnnne. 50
Moderation Mediation effect of Deal Type (on HC) .....ccoevveiiiniieiiennnne 51
Moderation effect of Deal Type (on Main effect).......c.ccooevieniincniencnnene. 51
Conceptual Model- ESSay 2.......cc.ooviiiiiiiiiieiieeieeitee et 65
Three-way interaction between DP, CM, and DT..........c.cccceeviiiniieniiennnnne. 81
Three-way interaction between DP, BV, and PA...........cccoooiiiiiiiiienn, 88



References

Aboujaoude, E. and Koran, L.M. (2003), “A 1-year naturalistic follow-up of patients with
compulsive shopping disorder”, The Journal of Clinical Psychiatry, Vol. 64 No. 8, pp. 946-950.

Aday, J. B. (2013). Identifying the benefits and risks associated with flash sale websites and their
potential implications for return customers [Doctoral dissertation, Texas Tech University]. https://ttu-
ir.tdl.org/handle/2346/73854

Aday, J. B, Phelan, K. V., & Ravichandran, S. (2018). “Deals inside: examining restaurant
operators’ motives when choosing whether to offer a flash-sale”, Journal of foodservice business
research, Vol 21 No. 4, pp. 440-461.

Aggarwal, P., Jun, S.Y. and Huh, J.H. (2011), “Scarcity messages” Journal of Advertising, Vol. 40
No. 3, pp. 19-30.

Ayadi, N., Giraud, M., & Gonzalez, C. (2013). “An investigation of consumers' self-control
mechanisms when confronted with repeated purchase temptations: Evidence from online private sales”,
Journal of Retailing and Consumer Services, Vol 20 No. 3, pp. 272-281.

Azemi, Y., Ozuem, W., Howell, K. E., & Lancaster, G. (2019). “An exploration into the practice of
online service failure and recovery strategies in the Balkans”, Journal of Business Research, Vol.94, pp.
420-431.

Babin, B.J., Darden, W.R. and Griffin, M. (1994), “Work and/or fun: measuring hedonic and
utilitarian shopping value”, Journal of Consumer Research, Vol. 20 No. 4, pp. 644-656.

Bailay, R. (2019), “Sale or no sale, online shoppers always get great deals in India” available at:
https://economictimes.indiatimes.com/industry/services/retail/sale-or-no-sale-online-shoppers-always-
get-great-deals-in-india/articleshow/70779546.cms?from=mdr (accessed on February 21, 2022)

Barari, M., Ross, M. and Surachartkumtonkun, J. (2020), “Negative and positive customer shopping
experience in an online context”, Journal of Retailing and Consumer Services, Vol. 53 No. 33, pp. 1-9.

Bart, Y., Shankar, V., Sultan, F., & Urban, G. L. (2005). Are the drivers and role of online trust the
same for all web sites and consumers? A large-scale exploratory empirical study. Journal of marketing,
69(4), 133-152.

Batth, K. K. (2018). “A Research study to understand the Buying Attitudes of Youth with respect

to Online Retailing”, BVIMSR s Journal of Management Research, Vol 10 No.1, pp. 103-110.

96



Bawa, K., & Shoemaker, R. W. (1987). “The coupon-prone consumer: some findings based on
purchase behavior across product classes”, Journal of marketing, Vol. 51 No.4, pp. 99-110.

Berezina, K., Semrad, K. J., Stepchenkova, S., & Cobanoglu, C. (2016). “The managerial flash
sales dash: Is there advantage or disadvantage at the finish line?”, International Journal of Hospitality
Management, Vol 54, pp. 12-24.

Berné, C., Mugica, J. M., Pedraja, M., & Rivera, P. (2001). “Factors involved in price information-
seeking behaviour”, Journal of Retailing and Consumer Services, Vol 8 No. 2, pp. 71-84.

Bitner, M. J., Brown, S. W., & Meuter, M. L. (2000). “Technology infusion in service encounters”,
Journal of the Academy of marketing Science, Vol. 28 No.1, pp. 138-149.

Blattberg, R. C., & Levin, A. (1987). “Modelling the effectiveness and profitability of trade
promotions”. Marketing Science, Vol. 6 No.2, pp. 124-146.

Blattberg, R. C., & Neslin, S. A. (1990). Sales promotion Concepts, methods, and
strategies. Englewood Cliffs.

Braet, R., & Ramalingam, S. (2018). “Develop and integrate S&OP function in the existing supply
chain process for a flash sales company”. [Doctoral dissertation, Vlerick University].
http://hdl.handle.net/20.500.12127/6839

Bridges, E. and Florsheim, R. (2008), “Hedonic and utilitarian shopping goals: The online
experience”, Journal of Business Research, Vol. 61 No. 4, pp. 309-314.

Cao, Z., Hui, K.L. and Xu, H. (2018), When discounts hurt sales: The case of daily-deal
markets. Information Systems Research, Vo. 29 No. 3, pp. 567-591.

Chakravarthy, M. V. and Booth, F.W. (2004), “Eating, exercise, and “thrifty” genotypes: connecting
the dots toward an evolutionary understanding of modern chronic diseases” Journal of Applied
Physiology, Vol. 96 No. 1, pp. 3-10.

Chang, M. K., Cheung, W., & Lai, V. S. (2005), “Literature derived reference models for the
adoption of online shopping”, Information & management, Vol. 42 No.4, pp. 543-559.

Chen, Y., & Tussyadiah, I. P. (2021). “Service failure in peer-to-peer accommodation”, Annals of
Tourism Research, Vol. 88, pp. 103-156.

Chevalier, S.(2022, January 2), “Global retail e-Commerce market size 2014-2023”, available
at: https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-sales/#statisticContainer

(accessed on 29" January 2022)

97



Chiu, C. M., Chang, C. C., Cheng, H. L., & Fang, Y. H. (2009). Determinants of customer repurchase
intention in online shopping. Online information review.

Chiu, C.M., Wang, E.T., Fang, Y.H. and Huang, H.Y. (2014), “Understanding customers' repeat
purchase intentions in B2C e-commerce: the roles of utilitarian value, hedonic value and perceived
risk”, Information Systems Journal, Vol. 24 No. 1, pp. 85-114.

Chou, D. C. (2001). Integrating TQM into e-commerce. Information systems management, 18(4),
31-39.

Cialdini, R.B. (2009), Influence: Science and practice (Vol. 4), Pearson education, Boston, MA.

Cialdini, Robert B. (2008), Influence: Science and Practice, 5th ed., Boston: Pearson Education.

Close, A.G. and Kukar-Kinney, M. (2010), “Beyond buying: Motivations behind consumers' online
shopping cart use” Journal of Business Research, Vol. 63 No. 9-10, pp. 986-992.

Constant Contact (2013) Research survey available at: https://news.constantcontact.com/press-
release-new-constant-contact-study-links-multi-channel-marketing-small-business-success  (accessed
January 23, 2020).

Dalal M. and Verma S., (2014, October 7), “Flipkart apologizes to customers for Big Billion Day
sale glitches”, available at: https://www.livemint.com/Industry/tSUDgJyzPcvF7vK7j7M620/Flipkart-
apologizes-to customers-for-mega-sale-glitches.html (accessed on February 2, 2022)

Das, S., Mishra, A., & Cyr, D. (2019). “Opportunity gone in a flash: Measurement of e-commerce
service failure and justice with recovery as a source of e-loyalty”, Decision Support Systems, Vol 125,
pp. 113-130.

David-West, O. (2016). “E-commerce management in emerging markets”. Encyclopedia of E-
Commerce Development, Implementation, and Management (pp. 200-222). IGI Global.

Dhapola, S. (2014, October 7). “Flipkart’s Big Billion Day: Beyond the $100 million sales
numbers”, available at: https://www.firstpost.com/tech/news-analysis/flipkarts-big-billion-day-beyond-
100-million-sales-numbers-3656945.html (accessed on February 2, 2022)

Dholakia, U.M. (2012), “How businesses fare with daily deals as they gain experience: A multi-time
period study of daily deal performance”, available at
SSRN: https://ssrn.com/abstract=2091655 or http://dx.doi.org/10.2139/ssrn.2091655 (accessed

November 14, 2019).

98



Ding, W., Xu, R., Ding, Y., Zhang, Y., Luo, C., & Yu, Z. (2018, December). “Context aware
recommender system for large scaled flash sale sites”. In 2018 IEEFE International Conference on Big
Data (Big Data) (pp. 993-1000). IEEE.

Dunn, L., & Dahl, D. W. (2012). Self-threat and product failure: how internal attributions of blame
affect consumer complaining behavior. Journal of Marketing Research, 49(5), 670-681.

Duttagupta, A., & Southworth, S. S. (2016, November). “Strengths and Weaknesses of the Luxury
Flash Sale Websites' Customer Service”, International Textile and Apparel Association Annual
Conference Proceedings, Vol. 73, No. 1. Iowa State University Digital Press.

Efron, B. (1987). The Jackknife, the Bootstrap, and Other Resampling Plans. Society for
Industrial and Applied Mathematics.

Eisenbeiss, M., Wilken, R., Skiera, B. and Cornelissen, M. (2015), “What makes deal-of-the-day
promotions really effective? The interplay of discount and time constraint with product
type” International Journal of Research in Marketing, Vol 32 No. 4, pp. 387-397.

ET Bureau. (2014, April 7). “All you want to know about gross merchandise value”, available at:
https://economictimes.indiatimes.com/industry/services/retail/all-you-want-to-know-about-gross-
merchandise-value/articleshow/33361672.cms (accessed on February 2, 2022)

Faber, R.J. and O'guinn, T.C. (1992), “A clinical screener for compulsive buying”, Journal of
consumer Research, Vol. 19 No. 3, pp. 459-469.

Ferreira, K. J., Lee, B. H. A., & Simchi-Levi, D. (2016). “Analytics for an online retailer: Demand
forecasting and price optimization”, Manufacturing & Service Operations Management, Vol 18 No.1,
pp. 69-88.

Folkes, V. S. (1984). Consumer reactions to product failure: An attributional approach. Journal of
Consumer Research, 10(4), pp. 398-409.

Folkes, V. S., & Kotsos, B. (1986). “Buyers' and sellers' explanations for product failure: Who
done it?”, Journal of marketing, Vol 50 No. 2, pp. 74-80.

Forbes, L.P., Kelley, S.W. and Hoffman, K.D. (2005), “Typologies of e-commerce retail failures
and recovery strategies”, Journal of Services Marketing, Vol. 19 No. 5, pp. 280-292.

Fornell, C. and Larcker, D.F. (1981), “Structural equation models with unobservable variables and

measurement error: Algebra and Statistics”, Journal of Marketing Research, Vol. 18 No. 3, pp. 382-388.

99



Fiilop, M. (2004). Competition as a culturally constructed concept. Travelling facts. The social
construction, distribution, and accumulation of knowledge, 124-148.

Galkin, A. (2021), “How To Make The Most Of The Growth Of E-Commerce In 2022, available
at https://www.forbes.com/sites/forbestechcouncil/2021/12/28/how-to-make-the-most-of-the-growth-
of-e-commerce-in-2022/?sh=116cc5a137b1 (accessed on 29" January 2022).

Gilbride, T.J., Inman, J.J. and Stilley, K.M. (2015), “The role of within-trip dynamics in unplanned
versus planned purchase behavior”, Journal of Marketing, Vol. 79 No. 3, pp. 57-73.

Gitlin, T. (2007), Media unlimited, revised edition: How the torrent of images and sounds
overwhelms our lives, Macmillan. New York, NY.

Gorsuch, R. L. (1983). Factor analysis (2nd ed.). Lawrence Erlbaum Associates, Inc.

Grégoire, Y., & Fisher, R. J. (2008). Customer betrayal and retaliation: when your best customers
become your worst enemies. Journal of the Academy of Marketing Science, 36(2), 247-261.

Grewal, D., Roggeveen, A.L., Compeau, L.D. and Levy, M. (2012), “Retail value-based pricing
strategies: New times, new technologies, new consumers”, Journal of Retailing, Vol. 88 No. 1, pp. 1-6.

Griskevicius, V., Tybur, J.JM. and Van den Bergh, B. (2010), “Going green to be seen: status,
reputation, and conspicuous conservation”, Journal of Personality and Social psychology, Vol. 98 No.
3, pp- 392-404.

Gururaj, H. L., Praveen, K. S., & Ramesh, B. (2017, January). “Minimizing the impact of Flash
Crowd Attack in online retail applications”, 11th International Conference on Intelligent Systems and
Control (ISCO) (pp. 229-234). IEEE.

Gustafson, K. (2015), “Cyber Monday: why retailers can’t keep their sites from crashing”, available
at: www.cnbc.com/2015/11/30/cyber-monday-why-retailers-cant-keep-their-sites-from-crashing. html
(accessed August 5, 2017).

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (1998). Multivariate data
analysis (Vol. 5, No. 3, pp. 207-219). Upper Saddle River, NJ: Prentice hall.

Hamari, J., Shernoff, D.J., Rowe, E., Coller, B., Asbell-Clarke, J. and Edwards, T. (2016),
“Challenging games help students learn: An empirical study on engagement, flow and immersion in
game-based learning”, Computers in Human Behavior, Vol. 54, pp. 170-179.

Harikrishnan, P. K., Dewani, P. P., & Behl, A. (2021). “Scarcity Promotions and Consumer

Aggressions: A Theoretical Framework”, Journal of Global Marketing, Vol 35 No.1, pp. 1-18,

100



Harvey, P., Madison, K., Martinko, M., Crook, T. R., & Crook, T. A. (2014). Attribution theory in
the organizational sciences: The road traveled and the path ahead. Academy of Management
Perspectives, 28(2), pp. 128-146.

Hayes, A. (2021, December 30). “What gross merchandise value tells us. Investopedia” available
at:https://www.investopedia.com/terms/g/grossmerchandisevalue.asp#:~:text=Gross%20merchandise%
20value%20(GMV)%20is,sell%20merchandise%200wned%20by%?20others (accessed on 29 January,
2022)

Hayes, A. F. (2015). “An index and test of linear moderated mediation”, Multivariate behavioral
research, Vol. 50 No.1, pp. 1-22.

Hayes, A. F. (2015). “Hacking PROCESS for bootstrap inference in moderation analysis [White
paper]”, The Ohio State University. http://athayes.com/public/quadratichack.pdf

Hayes, A. F. (2022). “Introduction to Mediation, Moderation, and Conditional Process Analysis,
Third Edition: A Regression-Based Approach”, Methodology in the Social Sciences (Third ed.). The
Guilford Press.

Hayes, A. F., & Rockwood, N. J. (2019). “Conditional Process Analysis: Concepts, Computation,
and Advances in the Modeling of the Contingencies of Mechanisms”, American Behavioral Scientist,
Vol 64 No. 1, pp. 19-54.

Hayes, A.F., (2013), Introduction to mediation, moderation, and conditional process analysis.
New York: The Guilford Press.

Heckler, Charles E. (1996). “A Step-by-Step Approach to Using the SAS™ System for Factor
Analysis and Structural Equation Modeling”, Technometrics, Vol 38 No. 3, pp. 296297

Henderson C.M., (1998), “The interaction of coupons with price and store promotions”, Advances
in Consumer Research, Vol. 15 No. 1, pp. 364-371.

Henseler, J., Hubona, G. and Ray, P.A., (2016), “Using PLS path modeling in new technology
research: updated guidelines”, Industrial Management & Data Systems, Vol. 116 No. , pp. 2-20.

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.

101



Hertanto, A. D., & Sulhaini, H. L. E. (2020). “Effect of Flash Sale Method, Product Knowledge and
in Home Shopping Tendency Toward Consumer Online Purchase Decisions”, RJOAS, Vol 6 No. 102,
pp. 01-06.

Hirschman, E.C. and Holbrook, M.B., (1982), “Hedonic consumption: emerging concepts, methods
and propositions”, Journal of Marketing, Vol. 46 No. 3, pp. 92-101.

Hoffman, K. D., & Chung, B. G. (1999). “Hospitality recovery strategies: Customer preference
versus firm use”, Journal of Hospitality & Tourism Research, Vol. 23 No.1, pp. 71-84.

Hoffman, K.D., Kelley, S.W. and Rotalsky, H.M. (2016), “Retrospective: tracking service failures
and employee recovery efforts”, Journal of Services Marketing, Vol 30 No. 1, pp. 7-10.

Holloway, B. B., & Beatty, S. E. (2003). “Service failure in online retailing: A recovery
opportunity”, Journal of service research, Vol. 6 No.1, pp. 92-105.

Hong, X. (2021). “Online Flash Sales Product Pricing Strategy under Time Pressure”, World
Scientific Research Journal, Vol 7 No. 3, pp. 376-382.

Huang, H., Liu, S. Q., Kandampully, J., & Bujisic, M. (2020). “Consumer responses to scarcity
appeals in online booking”, Annals of Tourism Research. Vol 80, 102800.

IBEF, (2021), “Indian E-commerce Industry Analysis”, available at
https://www.ibef.org/archives/industry/ecommerce-reports/indian-ecommerce-industry-analysis-july-
2021 (accessed August 18, 2021)

Inman, JJ. and McAlister, L. (1994), “Do coupon expiration dates affect consumer
behavior?” Journal of Marketing Research, Vol. 31 No. 3, pp. 423-428.

Inman, J.J., Peter, A.C. and Raghubir, P. (1997), “Framing the deal: The role of restrictions in
accentuating deal value” Journal of Consumer Research, Vol. 24 No. 1, pp. 68-79.

Inman, J.J., Winer, R.S. and Ferraro, R. (2009), “The interplay among category characteristics,
customer characteristics, and customer activities on in-store decision making”, Journal of Marketing,
Vol. 73 No. 5, pp. 19-29.

Kannan, K., Hu, Y. J., & Narasimhan, S. (2016). “Social Media, Flash Sales, and the Maker
Movement: An Empirical Analysis”, Flash Sales, and the Maker Movement: An Empirical Analysis.

Kapferer, J. N. (2001), (Re) inventing the brand: Can top brands survive the new market realities?.

Kogan Page Publishers.

102



Keaveney, S. M. (1995). “Customer switching behavior in service industries: An exploratory
study” Journal of marketing, Vol.59 No.2, pp. 71-82.

Keh, H.T. and Pang, J. (2010), “Customer reactions to service separation”, Journal of
Marketing, Vol. 74 No. 2, pp. 55-70.

Keller, E. F. (1992), “Competition: Current Usages”, in Keywords in Evolutionary Biology, ed.
Evelyn Fox Keller and Elisabeth A. Lloy, Cambridge, MA: Harvard University Press, pp. 68—73.

Ketron, S., & Mai, S. (2020). “Blame and service recovery strategies in lateral exchange
markets”, Journal of Strategic Marketing, Vol 29, pp. 1-19.

Kopalle, P., Biswas, D., Chintagunta, P.K., Fan, J., Pauwels, K., Ratchford, B.T. and Sills, J.A.
(2009), “Retailer pricing and competitive effects”, Journal of Retailing, Vol. 85 No. 1, pp. 56-70.

Kristofferson, K., McFerran, B., Morales, A. C., & Dahl, D. W. (2017). The dark side of scarcity
promotions: how exposure to limited-quantity promotions can induce aggression. Journal of Consumer
Research, 43(5), pp. 683-706.

Kukar-Kinney, M., Scheinbaum, A.C. and Schaefers, T. (2016), “Compulsive buying in online daily
deal settings: An investigation of motivations and contextual elements”, Journal of Business Research,
Vol. 69 No. 2, pp. 691-699.

Kwon, K. N., & Kwon, Y. J. (2007). Demographics in sales promotion proneness: a socio-cultural
approach. ACR North American Advances.

Kwon, K. N., & Kwon, Y. J. (2013). Heterogeneity of deal proneness: Value-mining, price-mining,
and encounters. Journal of Retailing and Consumer Services, 20(2), pp. 182-188.

Lee, J. A., & Kacen, J. J. (2008). “Cultural influences on consumer satisfaction with impulse and
planned purchase decisions”, Journal of Business Research, Vol 61 No. 3, pp. 265-272.

Lennon, S.J., Johnson, K.K. and Lee, J. (2011), “A perfect storm for consumer misbehavior:
Shopping on Black Friday”, Clothing and Textiles Research Journal, Vol. 29 No. 2, pp. 119-134.

Lestari, S., Susanto, Y. B., & Jimmy, S. Y. (2020). “Analysis of The Effect of Social Media
Adpvertising and Website or Mobile Apps on Flash Sale Performance: Empirical Study in E-Commerce
Indonesia”. In Darmawan Napitupulu, Tata Sutabri , and Dahlan Abdullah (Eds.). Proceedings of the
First International Conference of Economics, Business & Entrepreneurship (pp. 1-7).

http://dx.doi.org/10.4108/eai.1-10-2020.2305518

103



Lichtenstein, D. R., Burton, S., & Netemeyer, R. G. (1997). An examination of deal proneness across
sales promotion types: a consumer segmentation perspective. Journal of Retailing, 73(2), pp. 283-297.

Lichtenstein, D.R., Netemeyer, R.G. and Burton, S. (1990), “Distinguishing coupon proneness from
value consciousness: An acquisition-transaction utility theory perspective”, Journal of Marketing, Vol.
54 No. 3, pp. 54-67.

Lichtenstein, D.R., Netemeyer, R.G. and Burton, S. (1995), “Assessing the domain specificity of
deal proneness: a field study”, Journal of Consumer Research, Vol. 22 No. 3, pp. 314-326.

Liu, X., Zhou, Y. W., Shen, Y., Ge, C., & Jiang, J. (2021). “Zooming in the impacts of merchants’
participation in transformation from online flash sale to mixed sale e-commerce
platform”, Information & Management, Vol 58 No. 2, 103409.

Luo, Y. (2013). “Customers’ Experiences with Hotel Flash Sales in Asia”. [Master’s dissertation,
Cornell University].
https://ecommons.cornell.edu/bitstream/handle/1813/34388/y1964.pdf?isAllowed=y&sequence=1

Lynn, M. (1991), “Scarcity effects on value: A quantitative review of the commodity theory
literature”, Psychology & Marketing, Vol. 8 No. 1, pp. 43-57.

Lynn, M. (1992), “The psychology of unavailability: Explaining scarcity and cost effects on
value”, Basic and Applied Social Psychology, Vol. 13 No. 1, pp. 3-7.

Mano, H. and Elliott, M.T. (1997), “Smart shopping: the origins and consequences of price
savings”, Advances in Consumer Research, Vol. 24, pp. 504-510.

Martinez-de-Albéniz, V., Planas, A., & Nasini, S. (2020). “Using clickstream data to improve
flash sales effectiveness”, Production and Operations Management, Vol 29 No. 11, pp. 2508-2531.

Martinez, E., & Montaner, T. (2006). The effect of consumer's psychographic variables upon deal-
proneness. Journal of Retailing and Consumer Services, 13(3), pp. 157-168.

Martinko, M. J. (1995). “The nature and function of attribution theory within the organizational
sciences”, Attribution theory: An organizational perspective, Vol 28 No. 2, pp. 7-16.

Mazumdar, T. and Papatla, P. (2000), “An investigation of reference prices segments”, Journal of
Marketing Research, Vol. 35, pp. 246-58.

McCollough, Michael A., Leonard L. Berry, and Manjit S. Yadav (2000), “An Empirical
Investigation of Customer Satisfaction after Service Failure and Recovery,” Journal of Service Research,

Vol. 2 (November), pp. 121-37.

104



McConnell, A.R., Niedermeier, K.E., Leibold, J.M., El-Alayli, A.G., Chin, P.P. and Kuiper, N.M.
(2000), “What if I find it cheaper someplace else?: Role of prefactual thinking and anticipated regret in
consumer behavior”, Psychology & Marketing, Vol. 17 No. 4, pp.281-298.

Menon, K., & Dubé¢, L. (2007). The effect of emotional provider support on angry versus anxious
consumers. International Journal of Research in Marketing, 24(3), pp. 268-275.

Mieres, C. G., Martin, A. M. D., & Gutiérrez, J. A. T. (2006), “Antecedents of the difference in
perceived risk between store brands and national brands”, European Journal of Marketing, Vol. No. 1,
pp. 61-82.

Mitiku, A. (2021). “The impact of digital marketing on brand awareness and brand loyalty: the
case of Awash Wine SC” (Doctoral dissertation, ST. MARY’S UNIVERSITY).
https://library2.smu.ca/handle/01/9003

Mittal, B. (1994), “An integrated framework for relating diverse consumer characteristics to
supermarket coupon redemption”, Journal of Marketing Research, Vol. 31 No. 4, pp. 533-544.

Montoya, A. K., & Hayes, A. F. (2017), “Two-condition within-participant statistical mediation
analysis: A path-analytic framework™ Psychological Methods, Vol. 22 No.1, pp. 6.

Morrow, Adrian (2011), “Recession Aggression Boils Over on Boxing Day,”
http://www.theglobeandmail.com/news/na tional/recession-aggression-boils-over-on-boxing-day/
article4182196/.

Munyon, T. P., Jenkins, M. T., Crook, T. R., Edwards, J., & Harvey, N. P. (2019). “Consequential
cognition: Exploring how attribution theory sheds new light on the firm-level consequences of product
recalls”, Journal of Organizational Behavior, Vol 40 No. 5, pp. 587-602.

Nastiti, R. (2020). “The Effect of Flash Sale and Discount Towards Impulsive Buying (Study on
Shopee Users)”, Jurnal Akuntansi, Manajemen dan Ekonomi, Vol 22 No. 4, pp. 1-8.

Nederhof, A.J. (1985), “Methods of coping with social desirability bias: A review”, European
Journal of Social Psychology, Vol. 15 No. 3, pp. 263-280.

Nichols, B.S. (2012), “The development, validation, and implications of a measure of consumer
competitive arousal (CCAr)” Journal of Economic Psychology, Vol. 33 No. 1, pp. 192-205.

O'Malley, J. (1996). Consumer attributions of product failures to channel members. Advances in

consumer research, 23, pp. 342-345.

105



Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). Servqual: A multiple-item scale for
measuring consumer perc. Journal of retailing, 64(1), pp. 12.

Pechtl, H. (2004), “Profiling intrinsic deal proneness for HILO and EDLP price promotion
strategies”, Journal of Retailing and Consumer Services, Vol. 11 No. 4, pp. 223-233.

Peinkofer, S.T., Esper, T.L. and Howlett, E. (2016), “Hurry! Sale ends soon: the impact of limited
inventory availability disclosure on consumer responses to online stockouts”, Journal of Business
Logistics, Vol. 37 No. 3, pp. 231-246.

Peng, L., Zhang, W., Wang, X., & Liang, S. (2018). Moderating effects of time pressure on the
relationship between perceived value and purchase intention in social E-commerce sales promotion:
Considering the impact of product involvement. Information & Management.

Pervan, S. J., Bove, L. L., & Johnson, L. W. (2009). Reciprocity as a key stabilizing norm of
interpersonal marketing relationships: Scale development and validation. Industrial Marketing
Management, 38(1), pp. 60-70.

Purohit, D., & Srivastava, J. (2001). Effect of manufacturer reputation, retailer reputation, and
product warranty on consumer judgments of product quality: A cue diagnosticity framework. Journal of
Consumer Psychology, 10(3), pp. 123-134.

Putrevu, S., & Ratchford, B. T. (1997). A model of search behavior with an application to grocery
shopping. Journal of retailing, 73(4), pp. 463-486.

Rachmadi, K. R., Arifin, R., & Taqwiem, A. (2021). “Perilaku belanja online konsumen terhadap
Black Friday dan acara flash sale di Thanksgiving holiday selama pandemi covid-19 di Indonesia:
Minat dan pembelian”, Jurnal Riset Manajemen Sains Indonesia (JRMSI), Vol 12 No. 1, pp. 59-76.

Ratchford, B. T., Talukdar, D., & Lee, M. S. (2001). A model of consumer choice of the Internet as
an information source. International Journal of Electronic Commerce, 5(3), pp. 7-21.

Razak, M., Hidayat, M., Launtu, A., Kusuma Putra, A. H., & Bahasoan, S. (2020). “Antecedents
and consequence of brand management: Empirical study of Apple’s brand product”, Journal of Asia
Business Studies, Vol 14 No. 3, pp. 307-322.

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

199.

106



Roux, C., Goldsmith, K., & Bonezzi, A. (2015), “On the psychology of scarcity: When reminders
of resource scarcity promote selfish (and generous) behavior”, Journal of consumer research, Vol. 42
No. 4, pp. 615-631.

Runfola, A., Rosati, M., & Guercini, S. (2013). “New business models in online hotel distribution:
emerging private sales versus leading IDS”, Service Business, Vol 7 No. 2, pp. 183-205.

Sanghvi, D. (2018), “We buy more shoes during online sales” available at:
https://www .livemint.com/Money/iszwin0odwTNgzaliCoOwK/We-buy-more-shoes-during-online-
sales.html (accessed on February 21, 2022)

Santini, F. D. O., Sampaio, C. H., Perin, M. G., & Vieira, V. A. (2015). An

Sarah, F. H., Goi, C. L., Chieng, F., & Taufique, K. M. R. (2021). “Examining the Influence of
Atmospheric Cues on Online Impulse Buying Behavior across Product Categories: Insights from an
Emerging E-Market”, Journal of Internet Commerce, Vol 20 No.1, pp. 25-45.

Schindler, R.M., 1989. The excitement of getting a bargain: some hypotheses concerning the origins
and effects of smart-shopper feelings. Advances in Consumer Research, Vol.16, pp. 447- 453.

Seo, J.Y., Yoon, S. and Vangelova, M. (2016), “Shopping plans, buying motivations, and return
policies: impacts on product returns and purchase likelihoods” Marketing Letters, Vol. 27 No. 4, pp. 645-
659.

Shi, S. W., & Chen, M. (2015). “Would you snap up the deal?: a study of consumer behaviour
under flash sales”, International Journal of Market Research, Vol 57 No. 6, pp. 931-957.

Shrivastava, A., & Chanchani, M. (2016), “Flipkart to launch F-Assured; promises improved
delivery service”, available https://economictimes.indiatimes.com/industry/services/retail/flipkart-to-
launch-f-assuredpromises-improved-delivery-service/articleshow/53275063.cms(accessed March 18,
2020)

Sirvi, R., Ramu, R. G., Revelli, V., Kumar, S. G., & Pattnaik, S. C. (2021). “The role of E-
commerce on customer engagement in 20217, International Journal of Scientific Development and
Research, Vol. 6 No. 2, pp. 319-324.

Sivakumar, K., Li, M. and Dong, B. (2014), “Service quality: The impact of frequency, timing,
proximity, and sequence of failures and delights”, Journal of Marketing, Vol. 78 No. 1, pp. 41-58.

Smith, A.K., Bolton, R.N. and Wagner, J. (1999), “A model of customer satisfaction with service

encounters involving failure and recovery”, Journal of Marketing Research, Vol. 36 No. 3, pp. 356-372.

107



Smith, C. (2014) “7 statistics about e-commerce shoppers that reveal why many consumer
stereotypes don’t apply online”, www.businessinsider.in/7-Statistics-About-E-CommerceShoppers-
That-Reveal-Why-Many-Consumer-Stereotypes-Dont-Apply-Online/articleshow/4020 5654.cms
(accessed January 27, 2020).

Sodero, A. C., & Rabinovich, E. (2017). “Demand and revenue management of deteriorating
inventory on the Internet: an empirical study of flash sales markets”, Journal of Business Logistics, Vol
38 No. 3, pp. 170-183.

Soergel, A. (2016), “As online sales boom, is brick-and-mortar on the way out?”, US News and
World Report, available at: www.usnews.com/news/articles/2016-12-20/with-online-sales-booming-is-
brick-and-mortar-on-the-way-out (accessed January 25, 2020)

Sohn, Y. S., & Ko, M. T. (2021). “The impact of planned vs. unplanned purchases on subsequent
purchase decision making in sequential buying situations”, Journal of Retailing and Consumer
Services, Vol 59, 102419.

Somasundaram, T. N. (1993). Consumers reaction to product failure: Impact of product involvement
and knowledge. ACR North American Advances.

Spears, N. (2006), “Just moseying around and happening upon it versus a master plan: Minimizing
regret in impulse versus planned sales promotion purchases”, Psychology & Marketing, Vol. 23 No. 1,
pp. 57-73.

Sprott, D. E., & Shimp, T. A. (2004), “Using product sampling to augment the perceived quality of
store brands”, Journal of Retailing, Vol. 80 No.4, pp. 305-315.

Stephens, N., & Gwinner, K. P. (1998). Why don’t some people complain? A cognitive-emotive
process model of consumer complaint behavior. Journal of the Academy of Marketing science, 26(3),
172-189.

Su, W., & Tippins, M. J. (1998). Consumer attributions of product failure to channel members and
self: the impacts of situational cues. ACR North American Advances.

Suki, N. M., & Suki, N. M. (2017), “Modeling the determinants of consumers' attitudes toward
online group buying: Do risks and trusts matters?”, Journal of Retailing and Consumer Services, Vol.

36, pp. 180-188.

108



Sundjaja, A. M., Arisanto, G. V., & Fatimah, S. (2020). “The Determinant Factors of E-Commerce
Usage Behavior During Flash Sale Program”, CommIT (Communication and Information Technology)
Journal, Vol 14 No.2, pp. 65-72.

Sweeney, J.C. and Soutar, G.N. (2001), “Consumer perceived value: The development of a multiple
item scale”, Journal of Retailing, Vol. 77 No. 2, pp. 203-220.

Tan, C.W., Benbasat, 1. and Cenfetelli, R.T. (2016), “An Exploratory Study of the Formation and
Impact of Electronic Service Failures”, MIS Quarterly, Vol. 40 No. 1, pp. 1-29.

TS, S., & SK, S. (2020). “IMPACT OF FLASH SALE ON GENDER?”, PalArch's Journal of
Archaeology of Egypt/Egyptology, Vol 17 No. 12.

Twist, Lynne and Teresa Barker (2006), The Soul of Money: Reclaiming the Wealth of our Inner
Resources, New York, NY: W. W. Norton & Company.

Urbany, J. E., Dickson, P. R., & Kalapurakal, R. (1996). Price search in the retail grocery
market. Journal of Marketing, 60(2), pp. 91-104.

Vakeel, K. A., KR, J., & Dey, S. (2016). ““When flash burns hands of customers’-Failure Attribution
in Online Purchase”, Academy of Management Proceedings, Vol. 2016, No. 1, 15422. Briarcliff Manor,
NY 10510: Academy of Management.

Vakeel, K.A., Sivakumar, K., Jayasimha, K.R. and Dey, S. (2018), “Service failures after online
flash sales: role of deal proneness, attribution, and emotion”, Journal of Service Management, Vol. 29
No. 2, pp. 253-276.

Vannisa, D., Fansuri, A., & Ambon, I. M. (2020). “The effect of flash sale program on shopping
enjoyment and impulse buying on flash sale on C2C E-commerce”, International Journal of Scientific
& Technology Research, Vol 9 No. 4, pp. 2534-2539.

Vashishta, D. S., & Chadichal, S. S. (2012). “Female Adolescents and Young Adult Consumers'
Affinity for Online Flash Sales Concept in India: A Triangulation Approach”, Indian Journal of
Marketing, Vol 42, No. 11, pp. 46-58.

Veblen, T. (1965). The Theory of Business Enterprise. 1904. AM Kelley, bookseller.

Wang, L., Yan, Q. and Chen, W. (2019), “Drivers of purchase behavior and post-purchase
evaluation in the Singles’ Day promotion”, Journal of Consumer Marketing, Vol. 36 No. 6, pp. 835-845.

Webster, F.E. Jr (1965), “The ‘deal-prone’ consumer”, Journal of Marketing Research, Vol. 2 No.

2, pp. 186-189.

109



Wells, J. D., Valacich, J. S., & Hess, T. J. (2011). “What signal are you sending? How website
quality influences perceptions of product quality and purchase intentions”, MIS quarterly, Vol 35, No
3, pp- 373-396.

Wolfinbarger, M. and Gilly, M.C. (2001), “Shopping online for freedom, control, and
fun” California Management Review, Vol. 43 No. 2, pp. 34-55.

Wu, Y., Xin, L., Li, D., Yu, J., & Guo, J. (2021). “How does scarcity promotion lead to impulse
purchase in the online market? A field experiment”, Information & Management, Vol 58 No. 1,
103283.

Yoon, S. (2013). “Do negative consumption experiences hurt manufacturers or retailers? The
influence of reasoning style on consumer blame attributions and purchase intention”, Psychology &
Marketing, Vol 30 No. 7, pp. 555-565.

Yuan, T. T., Cai, M., & Kao, D. (2016, February). “Bayesian Inventory Planning with Imperfect
Demand Estimation in Online Flash Sale”, International Conference on Operations Research and
Enterprise Systems, Vol. 2, pp. 343-348. SCITEPRESS.

Zakiyyah, A. M. (2018). “PENGARUH FLASH SALE TERHADAP PEMBELIAN IMPULSIF
ONLINE PADA TOKO ONLINE “PULCHRAGALLERY™”, Jurnal Manajemen dan Bisnis
Indonesia, Vol 4 No. 1.

Zeithaml, Valarie A., Leonard L. Berry, and A. Parasuraman (1993), “The Nature and Determinants
of Customer Expectations of Service,” Journal of the Academy of Marketing Science, Vol. 21 No.1,pp.
1-12.

Zhang, M., Wang, Y., & Wu, Z. (2021). “Data mining algorithm for demand forecast analysis on
flash sales platform”, Complexity, Vol 2021.

Zhang, M., Zhang, J., Cheng, T. C. E., & Hua, G. (2018). “Why and how do branders sell new
products on flash sale platforms?”, European Journal of Operational Research, Vol 270 No. 1, pp.
337-351.

Zhou, Y. W., Chen, C., Zhong, Y., & Cao, B. (2020). “The allocation optimization of promotion
budget and traffic volume for an online flash-sales platform”, Annals of Operations Research, Vol 291

No. 1, pp. 1183-1207.

110



