DAFTAR PUSTAKA

Ahmadi, F., & Ardiansari, A. (2018). Pengaruh Perdagangan Online Terhadap
Perilaku Masyarakat Kota Semarang. Riptek, 12(2), 107-118.

Akram, U., Hui, P., Khan, M. K., Yan, C., & Akram, Z. (2018). Factors Affecting
Online Impulse Buying: Evidence From Chinese Social Commerce
Environment. Sustainability (Switzerland), 10(2).
https://doi.org/10.3390/su10020352

Alfisyahrin Suharyono Swasta Priambada, D. (2018). Pengaruh Hedonic Motives
Terhadap Shopping Lifestyle dan Impulse Buying (Survei Pada Konsumen
Produk Fashion Matahari Department Store Malang Town Square). In Jurnal
Administrasi Bisnis (JAB)|Vol (Vol. 60, Issue 1).

Amiri, F., Jasour, J., Shirpour, M., & Alizzadeh, T. (2012). Evaluation of Effective
Fashionism Involvement Factors Effects on Impulse Buying of Customers and
Condition of Interrelation between These Factors.

Anggraini. (2020). Pengaruh Shopping Lifestyle dan Fashion Involvement
Terhadap Impulsif Buying dengan Positive Emotion Sebagai Variabel
MEDIASI.

Arikunto, S. (2016). Prosedur Penelitian: Suatu Pendekatan Praktik. Rineka Cipta.

Asning Kosyu, Kadarisman Hidayat, & Yusri Abdillah. (2014). Pengaruh Hedonic
Shopping Motives Terhadap Shopping Lifestyle dan Impulse Buying (Survei
pada Pelanggan Outlet Stradivarius di Galaxy Mall Surabaya). In Jurnal
Administrasi Bisnis (JAB)|Vol (Vol. 14, Issue 2).

Babin, B. J., & Babin, L. (2001). Seeking something different? A model of schema
typicality, consumer affect, purchase intentions and perceived shopping
value. Journal of Business Research. https://doi.org/10.1016/S0148-
2963(99)00095-8

Béckstrom, K. (2011). “Shopping as leisure: An exploration of manifoldness and
dynamics in consumers shopping experiences.” Journal of Retailing and
Consumer Services, 18(3), 200-209.
https://doi.org/10.1016/j.jretconser.2010.09.009

Cavusoglu, S., Demirag, B., & Durmaz, Y. (2020). Investigation of the Effect of
Hedonic Shopping Value on Discounted Product Purchasing. Review of
International Business and Strategy, 31(3), 317-338.
https://doi.org/10.1108/RIBS-04-2020-0034

Chauhan, S., Banerjee, R., & Dagar, V. (2021). Analysis of Impulse Buying
Behaviour of Consumer During COVID-19: An Empirical Study. Millennial
Asia. https://doi.org/10.1177/09763996211041215

Choirul, A., & Artanti, Y. (2019). Millennials’s Impulse Buying Behaviour: Why
Positive Emotion Does not Mediate? Journal of Economics, Business &
Accountancy Ventura, 22(2). https://doi.org/10.14414/jebav.v22i2.1738

Chusniasari & Prijati. (2015). Pengaruh Shopping Lifestyle, Fashion Involvement
dan Hedonic Shopping Terhadap Impulse Buying Pelanggan.

Darma, L. A., & Japarianto, E. (2014). Analisa Pengaruh Hedonic Shopping Value
terhadap Impulse Buying dengan Shopping Lifestyle dan Positive Emotion

93



94

sebagai Variabel Intervening pada Mall Ciputra World Surabaya. Jurnal
Manajemen Pemasaran.

Deviana D, N., & Giantari, I. (2016). Pengaruh Shopping Lifestyle Dan Fashion
Involvement Terhadap Impulse Buying Behaviour Masyarakat Di Kota
Denpasar. None, 5(8), 250317.

Dey, D. K., & Srivastava, A. (2017). Impulse Buying Intentions of Young
Consumers from A Hedonic Shopping Perspective. Journal of Indian
Business Research, 9(4), 266-282. https://doi.org/10.1108/JIBR-02-2017-
0018

Dini, N.:, & Daraz, Y. (2018). Analisis Pengaruh Store Environment
Characteristic dan Hedonic Shopping Motivation Terhadap Impulse Buying
Behavior.

Duarte, P., Raposo, M., & Ferraz, M. (2013). Drivers of Snack Foods Impulse
Buying Behaviour Among Young Consumers. British Food Journal, 115(9),
1233-1254. https://doi.org/10.1108/BFJ-10-2011-0272

Fataron, Z. A. (2020). Online Impulse Buying Behaviour: Case Study On Users Of
Tokopedia. Journal of Digital Marketing and Halal Industry, 1(1), 47.
https://doi.org/10.21580/jdmhi.2019.1.1.4762

Fatmawati, 1., Dwi Astuti, F., & Iswanti, L. (2020). The Influence of Store
Atmosphere, Shopping Lifestyle, and Time Availability on Emoti onal
Response and Impulse Buying (Vol. 176).

Fauziyyah, A. N., & Oktafani, F. (2018). Pengaruh Shopping Lifestyle Dan Fashion
Involvement Terhadap Impulse Buying Behaviour (Studi pada Masyarakat
Kota Bandung). In Jurnal Riset Bisnis dan Manajemen (Vol. 1, Issue 1).

Ghozali, 1. (2016). Model Persamaan Struktural Konsep Dan Aplikasi Dengan
Program AMOS 24 (7th ed.). Universitas Diponegoro.

Graa, A., Dani-Elkebir, M., & Bensaid, M. (2014). The Impact of Environmental
Factors on Impulse Buying Behavior Using The Mehrabian and Russell’s
Framework. http://ljs.academicdirect.org/

Grewal, D., Levy, M., & Kumar, V. (2009). Customer Experience Management in
Retailing: An  Organizing Framework. Journal of Retailing.
https://doi.org/10.1016/j.jretai.2009.01.001

Gui, L., Zhou, Y., Xu, R, He, Y., & Lu, Q. (2017). Learning representations from
heterogeneous network for sentiment classification of product reviews.
Knowledge-Based Systems, 124, 34-45.
https://doi.org/10.1016/j.knosys.2017.02.030

Hashmi, H. B. A., Shu, C., & Haider, S. W. (2020). Moderating effect of hedonism
on store environment-impulse buying nexus. International Journal of Retail
and Distribution Management, 48(5), 465—483.
https://doi.org/10.1108/IJRDM-09-2019-0312

Hatane Semuel. (2005). Respons Lingkungan Berbelanja Sebagai Stimulus
Pembelian Tidak Terencana Pada Toko Serba Ada (TOSERBA) (Studi Kasus
Carrefour Surabaya). Jurnal Manajemen Dan Kewirausahaan, 7(2), pp.152-
170. http://puslit2.petra.ac.id/ejournal/index.php/man/article/view/16361

Hetharie, J. A., Rutu, S., Ambon, N., Adrin, J., Stiem, H., & Ambon, R. N. (n.d.).
Alamat Korespondensi: Peran Emosi Positif sebagai Mediator Stimulus
Lingkungan Toko dan Faktor Sosial terhadap Impulse Buying Tendency pada



95

Matahari Departement Store Kota Ambon. In Jondry Adrin Hetharie Nama
Orang JURNAL APLIKASI MANAJEMEN | VOLUME (Vol. 10).
http://republika.co.id/koran_detail.asp

Hidayat, R., & Tryanti, I. K. (2018). Pengaruh Fashion Involvement Dan Shopping
Lifestyle Terhadap Impulsive Buying Mahasiswa Politeknik Negeri Batam.
Journal  of Applied Business  Administration, 2(2), 174-180.
https://doi.org/10.30871/jaba.v2i2.1117

Irani, N., & Hanzaee, K. H. (2011). The Effects of Variety-seeking Buying
Tendency and Price Sensitivity on Utilitarian and Hedonic Value in Apparel
Shopping Satisfaction. International Journal of Marketing Studies, 3(3), 89—
103. https://doi.org/10.5539/ijms.v3n3p89

Izzati. (2021). Pengaruh Positive Emotion dan Hedonic Consumption Terhadap
Impulse Buying Pada Flash Sale Shopee (Studi Pada Masyarakat
Bangkinang Kota Kabupaten Kampar).

Karbasivar, A., & Yarahmadi, H. (2011). Evaluating Effective Factors on
Consumer Impulse Buying Behavior. Asian Journal of Business Management
Studies, 2(4), 174—181.

Kazakeviciute, A., & Banyte, J. (2012). Pirkéjy suvokiamos hedonistinés vertés ir
elgsenos  s3gsajos.  Engineering  Economics,  23(5), 532-540.
https://doi.org/10.5755/j01.ee.23.5.1975

Kotler, P., & Keller, K. L. (2012). Marketing management.

Kurniawan, A. (2014). Metode Riset untuk Ekonomi dan Bisnis: Teori, Konsep, dan
Praktik Penelitian Bisnis. Alfabet.

Lee, C. H., & Wu, J. J. (2017). Consumer online flow experience The relationship
between utilitarian and hedonic value, satisfaction and unplanned purchase.
Industrial Management and Data Systems, 117(10), 2452-2467.
https://doi.org/10.1108/IMDS-11-2016-0500

Maulana, A., & Novalia, N. (2019). The Effect of Shopping Life Style and Positive
Emotion on Buying Impulse (Case Study of the Palembang City
Hypermarket). In Information Management and Business Review (Vol. 11,
Issue 1).

Meena, S. (2018). Consumer Psychology and Marketing. International Journal of
Research and Analytical Reviews, 5(3). www.ijrar.org

Mohan, G., Sivakumaran, B., & Sharma, P. (2013). Impact of store environment on
impulse buying behavior. European Journal of Marketing, 47(10), 1711-
1732. https://doi.org/10.1108/EJM-03-2011-0110

Moon, M. A., Javaid, B., Kiran, M., Awan, H. M., & Farooq, A. (2018). Consumer
perceptions of counterfeit clothing and apparel products attributes. Marketing
Intelligence and Planning, 36(7), 794—808. https://doi.org/10.1108/MIP-11-
2017-0272

Nayebzadeh, S., & Jalaly, M. (2014). Investigating Iranian female Muslim
consumer impulse buying behaviour used as a form of retail therapy. Journal
of Islamic Marketing, 5(2), 302—320. https://doi.org/10.1108/JIMA-05-2012-
0029

Ntuna. (2015). Hubungan Antara Emosi Positif dan Pembelian Impulsif Pada
Mahasiswa UIN Sunan Kalijaga Yogyakarta.



96

Park, E. J., Kim, E. Y., & Forney, J. C. (2006). A structural model of fashion-
oriented impulse buying behavior. Journal of Fashion Marketing and
Management, 10(4), 433—446. https://doi.org/10.1108/13612020610701965

Peter, J. P., & Jerry C Olson. (2013). Perilaku Konsumen dan Strategi Pemasaran

Peter, J. P., & Olson, J. C. (2005). Consumer Behavior and Marketing Strategy (7th
ed.). New York: McGraw-Hill/Irwin.

Pipih Sopiyan, & Neny Kusumadewi. (2020). Pengaruh Shopping Lifestyle dan
Positive Emotion Terhadap Impulse Buying. Coopetition : Jurnal Ilmiah
Manajemen, 11(3), 207-216. https://doi.org/10.32670/coopetition.v11i3.115

Pradiatiningtyas, D. (2019). Analisa Pengaruh Hedonic Shopping Value, Shopping
Lifestyle, Dan Positive EmotionTerhadap Impulse Buying Konsumen Dalam
Melakukan Pembelian Online Di Marketplace.

Prastia, F. E. (2013). Pengaruh Shopping Lifestyle, Fashion Involvement dan
Hedonic Shopping Value Terhadap Impulse Buying Behaviour Pelanggan
Toko Elizabeth Surabaya.

Putra, B. (2014). Analisis Pengaruh Promosi, Emosi Positif dan Store Environment
Terhadap Perilaku Impulse Buying.

Rahmawati, N. T. (2018). Pengaruh Hedonic Shopping Value dan Shopping
Lifestyle Terhadap Impulse Buying Dengan Emosi Positif sebagai Variabel
Mediasi. The Influence of Hedonic Shopping Value and Shopping Lifestyle
Terhadap Impulse Buying Which Positive Emotion As The Mediation
Variable.

Ramdhani, A., Alamanda, D., & Sudrajat, H. (2012). Analysis of Consumer
Attitude Using Fishbein Multi-Attributes Approach. International Journal of
Basic and Applied Science, 1(1), 33-39. https://doi.org/10.17142/ijbas-

2012.1.1.5
Rodrigues, R. 1., Lopes, P., & Varela, M. (2021). Factors Affecting Impulse Buying
Behavior  of  Consumers. Frontiers in  Psychology, 12.

https://doi.org/10.3389/fpsyg.2021.697080

Saran, R., Roy, S., & Sethuraman, R. (2016). Personality and fashion consumption:
A conceptual framework in the Indian context. Journal of Fashion Marketing
and Management, 20(2), 157-176. https://doi.org/10.1108/JFMM-04-2015-
0032

Semuel, H. (2005). Respons Lingkungan Berbelanja Sebagai Stimulus Pembelian
Tidak Terencana pada Toko Serba Ada (Toserba) (Studi Kasus Carrefour
Surabaya). http://puslit.petra.ac.id/~puslit/journals/

Setiawan, A. J., & Sahetapy, W. L. (2022). Pengaruh Hedonic Consumption
Terhadap Impulse Buying Dengan Positif Emotion Sebagai Variabel
Intervening Pada Sale Sociolla (Vol. 10).

Shakaib Farid, D., & Ali, M. (2018). Effects of Personality on Impulsive Buying
Behavior: Evidence from a Developing Country. Marketing and Branding
Research, 5(1), 31-43. https://doi.org/10.33844/mbr.2018.60197

Sinaga, 1., & Kumadji, S. (2012). Stimulus Store Environment Dalam Menciptakan
Emotional Response dan Pengaruhnya Terhadap Impulse Buying (Survei
pada Pembeli di Carrefour Mitra I Malang).

Sugiyono. (2016). Metode Penelitian Kuantitatif, Kualitatif dan R&D.



97

Sugiyono. (2017). Metode Penelitian Kuantitatif, Kualitatif dan R&D.

Suranta Sembiring. (2013). Pengaruh Shopping Lifestyle dan Fashion Involvement
Terhadap Impulsive Buying. www.swa.co.id

Thompson, E. R., & Prendergast, G. P. (2015). The influence of trait affect and the
five-factor personality model on impulse buying. Personality and Individual
Differences, 76, 216-221. https://doi.org/10.1016/j.paid.2014.12.025

Tirmizi, M. A., Kashif-Ur-Rehman, & Saif, M. 1. (2009). An empirical study of
consumer impulse buying behavior in local markets. Furopean Journal of
Scientific Research, 28(4), 522-532.

Tiirk, Z. (2018). Hedonik ve Faydaci Tiiketim Egiliminin Plansiz Satin Alma
Davramst Uzerindeki Etkisi: Bir Arastirma. OPUS Uluslararast Toplum
Arastirmalar: Dergisi. https://doi.org/10.26466/0pus.474486

Ujang Sumarwan. (2011). Perilaku Konsumen: Teori dan Penerapannya dalam
Pemasaran (2nd ed.). PT. Ghalia Indonesia.

Umboh, Z., Mananeke, L., & Samadi, R. (2018). Pengaruh Shopping Lifestyle,
Fashion Involvement dan Sales Promotion Terhadap Impulse Buying
Behaviour Konsumen Wanita di MTC Manado. The Influence of Shopping
Lifestyle, Fashion Involvement and Sales Promotion to Impulse Buying
Behaviour of Women Consumer at MTC Manado. In Pengaruh
Shopping...... 1638 Jurnal EMBA (Vol. 6, Issue 3).

Unsalan, M., Gér, A., Bektas, H., Universitesi, V., Ve Idari, 1., Fakiiltesi, B., &
Boliimii, 1. (2016). Stimulating Factors of Impulse Buying Behavior: A
Literature Review (Vol. 18, Issue 2).

Utami, B. (2016). “Impulse Buying Dengan Emosi Positif Sebagai Variabel
Perantara ( Studi Kasus pada Pelanggan di Ambarukmo Plaza Yogyakarta ).”
Skripsi, 23. https://eprints.uny.ac.id/46382/1/BinarUtami_12808144043.pdf

Verplanken, B., & Herabadi, A. (2001). Individual differences in impulse buying
tendency: Feeling and no thinking. European Journal of Personality, 15(1
SUPPL.). https://doi.org/10.1002/per.423

Zayusman, F., & Septrizola, W. (2019). Pengaruh Hedonic Shopping Value dan
Shopping Lifestyle Terhadap Impulse Buying pada Pelanggan Tokopedia di
Kota Padang. Jurnal Kajian Manajemen Dan Wirausaha.

Zheng, Y., Plomin, R.,; & von Stumm, S. (2016). Heritability of Intraindividual
Mean and Variability of Positive and Negative Affect: Genetic Analysis of
Daily Affect Ratings Over a Month. Psychological Science, 27(12), 1611—
1619. https://doi.org/10.1177/0956797616669994



