
1 
 

DAFTAR PUSTAKA  

 

 

Ahyar, H., Maret, U. S., Andriani, H., Sukmana, D. J., Mada, U. G., Hardani, S.Pd., M. 

S., Nur Hikmatul Auliya, G. C. B., Helmina Andriani, M. S., Fardani, R. A., 

Ustiawaty, J., Utami, E. F., Sukmana, D. J., & Istiqomah, R. R. (2020). Buku 

Metode Penelitian Kualitatif & Kuantitatif (Issue March). 

Alloway, T. P., Gerzina, A., & Moulder, R. (2016). Investigating the Roles of Affective 

Processes, Trait Impulsivity, and Working Memory in Impulsive Buying 

Behaviors. Comprehensive Psychology, 5, 216522281665964. 

https://doi.org/10.1177/2165222816659640 

Andryansyah, M., & Arifin, Z. (2018). Pengaruh Hedonic Motives Terhadap Shopping 

Lifestyle dan Impulse Buying (Survei pada Konsumen Hypermart Malang Town 

Square yang melakukan pembelian tidak terencana). Jurnal Administrasi Bisnis 

(JAB), 57(1), 111–118. 

Arifianti, R., & Gunawan, W. (2020). Perilaku Impulse Buying Dan Interaksi Sosial 

Dalam Pembelian Di Masa Pandemi. SOSIOGLOBAL : Jurnal Pemikiran Dan 

Penelitian Sosiologi, 5(2), 43–60. 

Arnold, M. J., & Reynolds, K. E. (2003). Hedonic shopping motivations. Journal of 

Retailing, 79(2), 77–95. https://doi.org/10.1016/S0022-4359(03)00007-1 

Arradian, D. (2021). Survei InMobi: Sambut Ramadan 2021, Warganet Sudah Tak 

Sabar Belanja Habis-Habisan. Tekno.Sindonews.Com. 

https://tekno.sindonews.com/read/359980/207/survei-inmobi-sambut-ramadan-

2021-warganet-sudah-tak-sabar-belanja-habis-habisan-1615341814 

Babin, B. J., Darden, W. R., & Griffin, M. (1994). Utilitarian shopping value. Journal 

of Consumer Research, 20(4), 644–657. 

Bayley, G., & Nancarrow, C. (1998). Impulse purchasing: a qualitative exploration of 



2 
 

the phenomenon. Qualitative Market Research: An International Journal. 

Beatty, S. E., & Elizabeth Ferrell, M. (1998). Impulse buying: Modeling its precursors. 

Journal of Retailing, 74(2), 161–167. https://doi.org/10.1016/s0022-

4359(98)90009-4 

Changa, H. J., Eckmanb, M., & Yanb, R. N. (2011). Application of the stimulus-

organism-response model to the retail environment: The role of hedonic 

motivation in impulse buying behavior. International Review of Retail, 

Distribution and Consumer Research, 21(3), 233–249. 

https://doi.org/10.1080/09593969.2011.578798 

Dewa Ayu Cistaning Astari/Catur Nugroho. (2018). MOTIVASI PEMBELIAN 

IMPULSIF ONLINE SHOPPING PADA INSTAGRAM (Analisis Deskriptif 

Motivasi Konsumen Dalam Melakukan Pembelian Online Pada Instagram) Dewa. 

Jurnal Signal, 1–13. 

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 

GÃ¼ltekin, B. (2012). The influence of hedonic motives and browsing on impulse 

buying. Journal of Economics and Behavioral Studies, 4(3), 180–189. 

Harmancioglu, N., Finney, R. Z., & Joseph, M. (2009). Impulse purchases of new 

products: An empirical analysis. Journal of Product and Brand Management, 

18(1), 27–37. https://doi.org/10.1108/10610420910933344 

Ismail, H. A., & Trimiati, E. (2020). Membangun model konseptual faktor sinergitas 

perilaku konsumen dalam konteks pembelian impulsive secara online. 6(3), 10–

20. 

Kang, J., & Park-Poaps, H. (2010). Hedonic and utilitarian shopping motivations of 

fashion leadership. Journal of Fashion Marketing and Management, 14(2), 312–

328. https://doi.org/10.1108/13612021011046138 



3 
 

Korry, P. D. P., & Dwiya, K. G. S. (2017). Pengaruh hedonisme dalam memediasi 

fashion involvement terhadap perilaku impulse buying pada generasi milenial di 

Bali. Jurnal Ilmiah Manajemen & Bisnis, 2(2), 311–323. 

http://journal.undiknas.ac.id/index.php/manajemen/article/view/2081 

Kosyu, D. (2014). Pengaruh Hedonic Shopping Motives Terhadap Shopping Lifestyle 

Dan Impulse Buying (Survei Pada Pelanggan Outlet Stradivarius Di Galaxy Mall 

Surabaya). Jurnal Administrasi Bisnis S1 Universitas Brawijaya, 14(2), 84440. 

Kurniawan, M. H. & D. (2020). BPS: Pendapatan Masyarakat Turun, Ekonomi 

Indonesia Kontraksi di Kuartal II 2020. Voi.Id. https://voi.id/bernas/7639/bps-

pendapatan-masyarakat-turun-ekonomi-indonesia-kontraksi-di-kuartal-ii-2020 

Kusumadewi, R. N. (2020). Pengaruh Motivasi Hedonis, Browsing dan Gaya Hidup 

Berbelanja Terhadap Pembelian Impulsif Di Online Shop (Studi Pada Mahasiswa 

Universitas Majalengka). Entrepreneur: Jurnal Bisnis Manajemen Dan 

Kewirausahaan, 1(1), 31–49. 

Larasati, M. A., & Budiani, M. S. (2014). Hubungan Antara Kontrol Diri Dengan 

Pembelian Impulsif Pakaian Pada Mahasiswi Psikologi Universitas Negeri 

Surabaya Yang Melakukan Pembelian Secara Online. Psikologi, 02(3), 1–8. 

Lim, P. L., & Yazdanifard, R. (2015). What internal and external factors influence 

impulsive buying behavior in online shopping? Global Journal of Management 

and Business Research. 

Lumintang, F. F. (2013). Pengaruh Hedonic Motives Terhadap Impulse Buying 

Melalui Browsing Dan Shopping Lifestyle Pada Online Shop. Journal of Business 

Research, 5(11), 35–52. http://dx.doi.org/10.1016/j.jbusres.2011.10.019 

Luo, X. (2005). How does shopping with others influence impulsive purchasing? 

Journal of Consumer Psychology, 15(4), 288–294. 

https://doi.org/10.1207/s15327663jcp1504_3 

MH, N., & Harmon, H. (2017). Faktor Penentu Perilaku Impulsive Buying Pada 



4 
 

Fashion Business Di Kota Bandung. Jurnal Riset Bisnis Dan Investasi, 2(3), 121. 

https://doi.org/10.35697/jrbi.v2i3.97 

Naeem, M. (2021). Understanding the customer psychology of impulse buying during 

COVID-19 pandemic: implications for retailers. International Journal of Retail 

and Distribution Management, 49(3), 377–393. https://doi.org/10.1108/IJRDM-

08-2020-0317 

NURYADI, TUTUT DEWI ASTUTI, ENDANG SRI UTAMI, & MARTINUS 

BUDIANTARA. (2017). Dasar-Dasar Statistika Penelitian. 

http://lppm.mercubuana-yogya.ac.id/wp-content/uploads/2017/05/Buku-

Ajar_Dasar-Dasar-Statistik-Penelitian.pdf 

Overby, J. W., & Lee, E.-J. (2006). The effects of utilitarian and hedonic online 

shopping value on consumer preference and intentions. Journal of Business 

Research, 59(10–11), 1160–1166. 

Pancaningrum, E. (2017). Visual Merchandise Dan Atmosfer Toko: Pengaruhnya 

Terhadap Keputusan Pembelian Impuls. Jurnal Ilmu Ekonomi Dan 

Pembangunan, 17(1), 23–40. 

Park, J., & Lennon, S. J. (2006). Psychological and environmental antecedents of 

impulse buying tendency in the multichannel shopping context. Journal of 

Consumer Marketing, 23(2), 58–68. https://doi.org/10.1108/07363760610654998 

Patricia, N., & Handayani, S. (2014). Pengaruh Gaya Hidup Hedonis Terhadap 

Perilaku Konsumtif Pada Pramugari Maskapai Penerbangan Âxâ. Jurnal 

Psikologi Esa Unggul, 12(01). 

Psikologi, F., Sanata, U., & Yogyakarta, D. (2012). Impulsive Buying Pada Dewasa 

Awal Di Yogyakarta. Jurnal Psikologi Undip, 11(2), 6. 

https://doi.org/10.14710/jpu.11.2.6 

Putra, J. R., & Balqies, S. (2021). Pengaruh Shopping Lifestyle dan Hedonic Motives 

terhadap Impulse Buying Behavior pada Konsumen Produk Fashion. Indonesian 



5 
 

Psychological Research, 3(1), 23–30. https://doi.org/10.29080/ipr.v3i1.487 

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. 

Safyra Primadhyta. (2015). Generasi Millenial RI Paling Impulsif Belanja Barang 

Mewah. Cnnindonesia.Com. 

https://www.cnnindonesia.com/ekonomi/20151102182452-92-88999/generasi-

millenial-ri-paling-impulsif-belanja-barang-mewah 

Setyningrum, F., Arifin, Z., & Yulianto, E. (2016). PENGARUH HEDONIC 

MOTIVES TERHADAP SHOPPING LIFESTYLE DAN IMPULSE BUYING 

(Survei pada Konsumen Superindo Supermarket Yang Melakukan Impulse 

Buying). Jurnal Administrasi Bisnis S1 Universitas Brawijaya, 37(1), 97–104. 

Solikhah, M., & Dhania, D. R. (2017). Hubungan Antara Gaya Hidup Hedonisme dan 

Konformitas Teman Sebaya Dengan Perilaku Pembelian Impulsif Universitas 

Muria Kudus. Psikovidya, 21(1), 43–49. 

Sugiyono, D. R. P. (2009). Metode Penelitian Administrasi Dilengkapi Dengan Metode 

R&D. Revisi. Alfabeta. 

Sugiyono, P. D. (2010). Metode penelitian pendidikan. Pendekatan Kuantitatif. 

Sumetha, M., & Vasanthi, S. (2014). Factors influencing online impulsive buying 

behaviour. Academia and Society, 2(2), 28–31. 

Survei PwC: Pandemi Mengubah Perilaku Konsumen. (2020). Www.Pwc.Com. 

https://www.pwc.com/id/en/media-centre/pwc-in-news/2020/indonesian/survei-

pwc-pandemi-mengubah-perilaku-konsumen.html 

Taiyeb, A. M., & Mukhlisa, N. (2015). Hasil Belajar Biologi Siswa Kelas Xi Ipa SMA 

Negeri 1 Tanete Rilau. Jurnal Bionature, 16(1), 8–16. 



6 
 

http://ojs.unm.ac.id/bionature/article/viewFile/1563/627 

Usman, H., & Setiady, P. (2008). Metodologi Penelitian Sosial Budaya. In Jakarta: 

Bumi Aksara (Issue April). https://difarepositories.uin-

suka.ac.id/152/1/metodologi penelitian sosial.pdf 

Vernanda, D., Informasi, J. S., Subang, P. N., Penerimaan, I., Baru, M., Technique, O. 

M., & Mahasiswa, P. (2018). Analisis Tingkat Kematangan. Jurnal Ilmiah Ilmu 

Dan Teknologi Rekayasa, 1, 54–63. https://doi.org/10.31962/jiitr.v 

Verplanken, B., & Herabadi, A. (2001). Individual differences in impulse buying 

tendency: Feeling and no thinking. European Journal of Personality, 15(1 

SUPPL.), 71–83. https://doi.org/10.1002/per.423 

Wood, M. (1998). Socio-economic status, delay of gratification, and impulse buying. 

Journal of Economic Psychology, 19(3), 295–320. https://doi.org/10.1016/S0167-

4870(98)00009-9 

Yulia Hermanto, E. (2016). Pengaruh Fashion Involvement Terhadap Impulse Buying 

Behaviour Masyarakat Surabaya Dengan Hedonic Shopping Motivation Dan 

Positive Emotion Sebagai Variabel Intervening Pada Merek Zara. Jurnal 

Manajemen Pemasaran, 10(1), 11–19. 

https://doi.org/10.9744/pemasaran.10.1.11-19 

 

 

 


