DAFTAR PUSTAKA

Agus, I. K., Chandra, H., dan Purnami, N. M. (2013). "Sifat Materialisme terhadap
Perilaku Materialisme terhadap Perilaku Impulse Buying secara online™. h. 2331—
2348.

Akram, Umair et all. (2017). "How Website Quality Affects Online Impulse Buying:
Moderating Effects of Sales Promotion and Credit Card Use". Asia Pacific Journal
of Marketing and Logistics. 30 (1), pp. 235-256.

Arnold, M. J., dan Reynolds, K. E. (2003). "Hedonic shopping motivations". Journal of
Retailing, 79(2), pp. 77-95.

Baron, R. M., Kenny, D. a., dan Sobel, M. E. (1982). "The Moderator-Mediator Variable
Distinction in Social the Moderator-Mediator Variable Distinction in Social
Psychological Research: Conceptual, Strategic, and Statistical Considerations".
Sociological Methodology, 13(1982), pp. 1173-1182.

Bavarsad, B. (2013). "A Study of the Effects of Website’ s Perceived Features on the
Intention to Use E-shopping". pp. 252-263.

Bhakat, R. S., & Muruganantham, G. (2013)." A Review of Impulse Buying
Behavior".

International Journal of Marketing Studies, 5(3).

Blattberg Robert, & Scott Nelsin. (1990). Sales promotion: Concepts, Methodes and
Strategies. England: Prentice Hall.

Bloch, P. H., Nelson, J. E., & Ridway, N. M. (1991). "Leisure and the Shopping
Mall".

Advances in Consumer Research, pp. 445-452.

Bolton, R. N., & Shankar, V. (2004). "An Empirical Analysis of Determinants of
Retailer Pricing Strategy". Marketing Science, 23(1), 28-49.

Bressolles, G., & Durrieu, F. (2011). "Service quality, customer value and satisfaction

relationship revisited for online wine websites"

118



119

Carr, C. L., Carson, S., Childers, T. L., & Peck, J. (2001). "Hedonic and utilitarian
motivations for online retail shopping behavior”. Journal of Retailing, 77, 511—
535.

Coley, A., & Burgess, B. (2003). "Gender differences in cognitive and affective
impulse buying". Journal of Fashion Marketing and Management, 7(3), 282-295.

DARDEN, W. R., BABIN, B. J., GRIFFIN, M., & COULTER, R. (1994).
"Investigation

of Products Liability Attitudes and Opinions: A Consumer Perspective". Journal
of Consumer Affairs, 28(1), 54-80.

Darma, Lizamary Angelina; Japarianto, E. (2014). "Analisa Pengaruh Hedonic Shopping
Value terhadap Impulse Buying dengan Shopping Lifestyle dan Positive Emotion
sebagai Variabel Intervening pada Mall Ciputra World Surabaya". Jurnal

Manajemen Pemasaran, 8(2), 80-89.

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.

Dittmar, H., Long, K., & Meek, R. (2004). "Buying on the Internet: Gender Differences
in On-line and Conventional Buying Motivations". Sex Roles, 50(5/6), 423-444.

Donthu, & Gracia. (1995)."The Internet Shopper". Journal of Advertising Research, 39,
52-58.

Ferdinand, Augusty. (2006). Pedoman Penelitian untuk Penulisan Skripsi, Tesis, dan

Disertasi. Semarang: Badan Penerbit Universitas Diponegoro.

Gardner, M. P., & Rook, D. W. (1988)." Eflfects of Impulse Purchases on Consumers ’
Affective States"”. Advances in Consumer Research, 15, 127-130.

Ghozali, Imam. (2011). Aplikasi Analisi Multivariate Dengan Program SPSS 19.

Semarang: Badan Penerbitan Universitas Diponegoro.

Ha, S., & Stoel, L. (2009). "Consumer e-shopping acceptance: Antecedents in a

technology acceptance model"”. Journal of Business Research, 62(5), 565-571.

Hausman, A., & Hausman, A. (2009). "A multi-method investigation of consumer
motivations in impulse buying behavior". Journal of Consumer Marketing, 17(5),
403-426.



120

Hirschman, E. C., & Holbrook, M. B. (1982). Hedonic Consumption: Emerging
Concepts, Methods and Proposition. Journal of Marketing, 46(3), 92-101.

Hsu, H.-Y., & Tsou, H. T. (2011). "The effect of website quality on consumer emotional
states and repurchases intention". African Journal of Business Management, 5(15),
6194— 6199.

Indriyo, gitusudarmo. (2000). Manajemen Pemasaran Edisi kedua. Yogyakarta:
BPEE.

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.

James F. Engel, David T. Kollat, Roger D. Blackwell. (1995). Perilaku konsumen.

Jakarta: Binarupa aksara.

Jeffrey, S. A., & Hodge, R. (2007). "Factors influencing impulse buying during an online

purchase". Electronic Commerce Research, 7(3—-4), 367-379.

Kacen, J. J., & Lee, J. A. (2002). "The Influence of Culture on Consumer Impulsive

Buying Behavior". Journal of Consumer Psychology, 12(2), 163-176.

Kalakota, R., & Whinston, A. B. (2005). Frontiers of Electronic Commerce [Book
Reviews]. IEEE Transactions on Components, Packaging, and Manufacturing
Technology: Part C, 19(2), 144.

Karbasivar, A., & Yarahmadi, H. (2011). "Evaluating effective factors on consumer

impulse buying behavior™. Asian Journal of Business Management, 2(4), 174-181.

Kim, J., & Lennon, S. J. (2013). "Effects of reputation and website quality on online
consumers’ emotion, perceived risk and purchase intention". Journal of Research

in Interactive Marketing, 7(1), 33-56.

Kim, S., & Stoel, L. (2004). "Dimensional hierarchy of retail website quality".
Information and Management, 41(5), 619-633.

Kaotler, Philip. (1997). Manajemen Pemasaran: Analisis, Perencanaan, Implementasi dan

Pengendalian. Jakarta: PT. Prenhallindo.

Kurniawan, D., & Kunto, S. Y. (2013). "Pengaruh Promosi Dan Store Atmosphere
Terhadap Impulse Buying Dengan Shopping Emotion Sebagai Variabel



121

Intervening Studi Kasus Di Matahari Department Store Cabang Supermall
Surabaya”. Jurnal Manajemen Pemasaran, 1(2), 1-8.

Lamb, C., Joseph F Hair J., & Mc Daniel, C. (2009). Essentials of marketing. USA:
South- western cengage learning.

Laros, F. J. M., & Steenkamp, J. B. E. M. (2005). "Emotions in consumer behavior: A
hierarchical approach"”. Journal of Business Research, 58(10), 1437-1445.

Laudon, K. C., & Traver, C. G. (2009). E-Commerce: Business, Technology, and
Society.

USA: Prentice Hall.

Lestari, I. P. (2014). "Pengaruh hedonic shopping motivation terhadap impulse buying
melalui positive emotion customer Flashy Shop Surabaya™ 3(7), 1-17.

Levy, M. & B. W. (2004). Retailling management. USA: McGraw-Hill.

Lin, L. Y., & Ching Yuh, C. Y. (2010). "The influence of corporate image, relationship
marketing, and trust on purchase intention: the moderating effects of word of
mouth". Tourism Review, 65(3), 16-34.

Madhavaram, S. R., & Laverie, D. A. (2004). "Exploring Impulse Purchasing on the
Internet”. Advances in Consumer Research, 31(1999), 59-66.

Marianty, R. (2012). "Pengaruh Keterlibatan Fashion Emosi Positif Dan Kecenderungan
Konsumsi Hedonik Terhadap Pembelian Impulsif”. Journal of Chemical
Information and Modeling, 53(9), 1689-1699.

Martono, Nanang. (2014). Metode Penelitian Kuantitatif Analisis Isi dan Anlisis Data
Sekunder. Depok: PT Rajagrafindo Persada

Mowen John C & Michael Minor. (2002). Perilaku konsumen. Jakarta: Erlangga.

Mummalaneni, V. (2005). "An empirical investigation of Web site characteristics,
consumer emotional states and on-line shopping behaviors". Journal of Business
Research, 58(4), 526-532.

Murphy, E. R. (2008). "I, me, and mine—how products become consumers’ extended
selves”. Journal of Consumer Behaviour, 12(4), 253-266.



122

Ness, T. E., Loudon, D. L., & Bitta, A. J. Della. (2006). "Consumer Behavior: Concepts
and Applications”. Journal of Marketing Research, 17(1), 134.

Nindyakirana, R. H., & Maftukhah, I. (2016). "Lingkungan toko dan dampaknya
terhadap Impulse Buying: Management Analysis Journal, 5(4), 375-388.

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),
pp.433-446.

Poddar, A., Donthu, N., & Wei, Y. (2009). "Web site customer orientations, Web site
quality, and purchase intentions: The role of Web site personality”. Journal of
Business Research, 62(4), 441-450.

Premananto, G. C. (2007). "Proses Pengambilan Keputusan Pembelian Impuls dengan
Pendekatan Psikologi Lingkungan dan Rantai Kausalitas". Jurnal Antisipasi, 1(10),
172-184.

Putri, C.I.LH, dan Primana, Linda. (2017). "Pelatihan regulasi emosi anak usia
prasekolah®.

Journal of Psikologi, 6.

Rahmawati, Anita. (2018). Pengaruh Hedonic Shopping Motivation dan Promosi
Penjualan terhadap Emosi Positif dan Dampaknya terhadap Pembelian Impulsif
dalam E- commerce Berrybenka.com. Skripsi. Jakarta: Universitas Islam Negeri

Syarif Hidayatullah.

Rachmawati, Veronika. (2009)." Hubungan antara hedonic shopping value, positive
emotion, dan perilaku impulse buying pada konsumen". Majalah Ekonomi, 19(2),
192-209.

Rook, D. W. (1987). "The Buying Impulse". Journal of Consumer Research, 14(2), 189-
199

Rook, D. W., & Fisher, R. J. (1995). "Normative Influences on Impulsive Buying
Behavior".

Journal of Consumer Research, 22(3), 305-313.

Roy, A. (1994). "Correlates of mall visit frequency"”. Journal of Retailing, 70(2),
139-161.



123

Saarela, A., Elg, U., Stoorvogel, A., & Zinkweg, M. (2008). An insight on impulse
buying behaviour on the Internet. School of Economics and Management Lund

University.

Saladin, D., & Oesman, Y. M. (2003). Intisari Pemasaran dan Unsur-unsur
Pemasaran.

Cetakan Ketiga, Bandung: Linda Karya.
Sekaran, uma dan Roger Bougie. (2010). Research Method for Business: A Skill

Building Approach. John Wiley @ Sons, New York

Shapiro, S., & Krishnan, H. S. (2013). "Memory-Based Measures for Assessing
Advertising Effects: A Comparison of Explicit and Implicit Memory Effects".
Journal of Advertising, 30(3), 1-13.

Shergill, G. S., & Chen, Z. (2005). "Web-Based Shopping: Consumers ’Attitudes Towards
Online Shopping in New Zealand". Journal of Electronic Commerce Research,
6(2), 79-94.

Simamora, Henry. (2007). Manajemen Pemasaran Internasional Jilid Il Edisi 2. Jakarta:
PT Rineka Cipta.

Prentice Hall. Sugiyono. (2012). Metode Penelitian Kuantitatif, Kualitatif dan R &
D. Bandung: Alfabeta.

Supranto, J. (2000). Teknik Sampling untuk Survey dan Eksperimen. Jakarta: PT Rineka
Cipta.

Tinne, W. S. (2010). Impulse Purchasing: A Literature Overview. ASA University Review,

4(2).

Tirmizi, M. A., Rehman, K.-U., & Saif, M. 1. (2009). "An Empirical Study of Consumer
Impulse Buying Behavior in Local Markets". European Journal of Scientific
Research, 28(4), 522-532.

Turban, E., & King, D. (2008). Electronic Commerce: A Managerial Perspectivee. In

Prentice Hall.

Turban, E., Outland, J., King, D., Lee, J. K., Liang, T.-P., & Turban, D. C. (2018).

Electronic Commerce 2018.



124

Turkyilmaz, C. A., Erdem, S., & Uslu, A. (2015). "The Effects of Personality Traits and
Website Quality on Online Impulse Buying"”. Procedia - Social and Behavioral
Sciences, 175, 98-105.

Verplanken, B., & Herabadi, A. (2002). "Individual differences in impulse buying
tendency: feeling and no thinking". European Journal of Personality, 15(1), S71-
S83.

Wells, J., Parboteeah, V., & Valacich, J. (2018). "Online Impulse Buying: Understanding
the Interplay between Consumer Impulsiveness and Website Quality". Journal of
the Association for Information Systems, 12(1), 32-56.

Magdalena, Yonita. (2017). "Pengaruh website quality, electronic word of mouth, dan
sales promotion terhadap impulse buying pada Zalora". Jurnal Manajemen
Pemasaran.

Yoo, B., & Donthu, N. (2014). Developing a Scale to Measure the Perceived Quality of
an Internet Shopping Site (PQISS). 471-471.

Youn, S., & Faber, R. J. (2000). "Impulse Buying: Its Relation to Personality Traits and
Cues". Advances in Consumer Research, 27, 179-185.

Zeng, K. (2011). Online sales promotion and impulse buying online in the E-business
age: A theoretical model approach. ICSESS 2011 - Proceedings: 2011 IEEE 2nd

International Conference on Software Engineering and Service Science, 618-621.

Zhang, K. Z. K., Xu, H., Zhao, S., & Yu, Y. (2017). Online reviews and impulse buying
behavior the role of browsing and impulsiveness. In Internet Research, VVol. 28(3),
pp.522-543.



