
DAFTAR PUSTAKA 

Adiputra, E. (2015). Perilaku Pembelian Tidak Terencana (Impulse Buying) Di 

Pusat Perbenjaan Modern Di Surabaya. An-Nisbah: Jurnal Ekonomi Syariah, 

1(2). https://doi.org/10.21274/an.2015.1.2.155-180 

Akuntansi, M., No, V., Issn, M., E-issn, D., Keputusan, T., Pada, P., & Lombok, 

M. (2022). B.10 Pengaruh Life style..... 8(1), 28–47. 

Asterrina, F., & Hermiati, T. (2013). PENGARUH DISCOUNT TERHADAP 

PERILAKU IMPULSE BUYING ( Studi Pada : Konsumen Centro 

Department Store Di Margo City ). Fakultas Ilmu Sosial Dan Ilmu Politik. 

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

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

4359(99)80092-X 

Bong, S. (2011). Pengaruh In-Store Stimuli Terhadap Impulse Buying Behavior 

Konsumen Hypermarket Di Jakarta. ULTIMA Management, 3(1), 31–52. 

https://doi.org/10.31937/manajemen.v3i1.175 

Dananjaya, I., & Suparna, G. (2016). Hedonic Consumption Tendency Dan 

Impulse Buying Pelanggan Produk Fashion Di Mall Bali Galeria. E-Jurnal 

Manajemen Universitas Udayana, 5(4), 254937. 

Eka Pradana, I., & Suparna, G. (2016). Pengaruh Store Environment Dan Impulse 

Buying Tendency Terhadap Urge To Buy Impulsively Dan Impulse Buying 

Behaviour. E-Jurnal Manajemen Universitas Udayana, 5(7), 255200. 

Ghozali, Imam. 2006. Aplikasi Analisis Multivariate dengan Program SPSS. 

Semarang:Universitas Diponegoro. 

Gunadhi, N. (n.d.). SURABAYA. 3–7. 

Hanzaee, K.H., Taherikia, F. 2010. Impulse Buying : An Iranian Model. China–

USA Business Review. Vol.9(12): 31-43. 

Hatane Semuel. (2006). Dampak Respon Emosi Terhadap Kecenderungan 

Perilaku Pembelian Impulsif Konsumen Online Dengan Sumberdaya Yang 

Dikeluakan Dan Orientasi Belanja Sebagai Variabel Mediasi. Jurnal 

Manajemen Dan Kewirausahaan, 8(2), pp.101-115. 

Husnain, M., Rehman, B., Syed, F., & Akhtar, M. W. (2019). Personal and In-

store Factors Influencing Impulse Buying Behavior among Generation Y 

Consumers of Small Cities. Business Perspectives and Research, 7(1), 92–

107. https://doi.org/10.1177/2278533718800625 

Holbrook, MB, Lehmann, DR, 1981. Mengalokasikan waktu luang: saling 

melengkapi di antara aktivitas J. Konsumsi. Res 395-406 



Huang, LY, Hsieh, Y., 2011. Apa yang mendorong pembelian impulsif 

konsumen? Bukti daripengaturan ritel di Taiwan. J.Int. Kelola. Pejantan. 6, 1. 

lsler, Didar Büyüker, Atilla, Gaye, 2013. 

ISO, Alvarez, J. A., Gutiérrez-Solana, F., Science, M. M. O. F., Academy, U., 

Materialiv, F. M., Andreikiv, A. E., Gembara, O. V., Araújo, B. A., Palma, J. 

A.,  

Jyoti, A., & Verma, A. (2015). Journal of Retailing and Consumer Services Does 

urge to buy impulsively differ from impulsive buying behaviour ? Assessing 

the impact of situational factors. Journal of Retailing and Consumer 

Services, 22, 145–157. https://doi.org/10.1016/j.jretconser.2014.10.002 

Kacen, J. J., Hess, J. D., & Walker, D. (2012). Journal of Retailing and Consumer 

Services Spontaneous selection : The influence of product and retailing 

factors on consumer impulse purchases. Journal of Retailing and Consumer 

Services, 19(6), 578–588. https://doi.org/10.1016/j.jretconser.2012.07.003 

Luo, X.M., 2004. Group dynamics of impulse buying: an extended social 

facilitation perspective. Adv. Consum. Res. 31, 431. 

Maymand, M.M., Ahmadinejad, M., 2011. Impulse buying: the role of store 

environmental stimulation and situational factors (an empirical 

investigation). Afr. J. Bus. Manag. 5 (34), 13057–13065.  

Mesiranta, N., 2009. Consumer Online Impulsive Buying: Elements and 

Typology. Tampere University                      

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

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

121–133. https://doi.org/10.35313/jrbi.v2i3.97 

Moghaddam, F. M., & Foroughi, A. (2012). The Influence of Marketing Strategy 

Elements on Market Share of Firms. Ijfpss, 2(1), 19–24. 

Mohan, Geetha., Bharadhwaj Sivakumaran, Piyush Sharma. 2013. Impact of Store 

Environment on Impulse Buying Behavior. European Journal of Marketing. 

Vol. 47(10): 1711-1732. 

Mohammad Mahmoudi Maymand. (2012). Impulse buying: the role of store 

environmental stimulation and situational factors (An empirical 

investigation). African Journal of Business Management, 5(34), 13057–

13065. https://doi.org/10.5897/ajbm11.2112 

Mowen, John dan Michael Minor. 2005. Perilaku Konsumen. Jakarta: Erlangga 

Nur Hartanti, D., Puji Lestari, D., & Sanjaya, V. F. (2022). Pengaruh Shopping 

Lifestyle, Discount Dan Promosi Penjualan Terhadap Impulsive Buying 

Produk Di Cordy Butik Bandar Lampung. Keuangan Dan Akuntansi 

(MEKA), 3(1), 377–384. http://ejurnal.poltekkutaraja.ac.id/index.php/meka 

Pandin, M. L. (2009). Potret Bisnis Ritel di Indonesia: Pasar Modern. Nuclear 



Instruments and Methods, 164(2), 255–265. 

Park, C. W., Iyer, E. S., & Smith, D. C. (1989). The Effects of Situational Factors 

on In-Store Grocery Shopping Behavior: The Role of Store Environment and 

Time Available for Shopping. Journal of Consumer Research, 15(4), 422. 

https://doi.org/10.1086/209182 

Pattipeilohy, V.R., Rofiaty, M.S.I., 2013. The influence of the availability of 

money and time, fashion involvement, hedonic consumption tendency and 

positive emotions towards impulse buying behavior in Ambon City. Int. J. 

Bus. Behav. Sci. 3 (8), 36–49. 

Sugiyono. 2006. Metode Penelitian Bisnis. Bandung: Alfabeta 

Sugiyono. 2009. Metodelogi Penelitian Bisnis. Bandung: Alfabeta. 

Sugiyono. 2018. Metode Pnelitian Kuantitatif, Kualitatif, dan R&D.    

Bandung:Alfabeta. 

Sari, Dewi Permata. 2014. Analisis faktor‐Faktor Yang Mempengaruhi Pembelian 

Impulsif Konsumen Online dengan Sumberdaya yang Dikeluarkan dan 

Orientasi Belanja sebagai Variabel Mediasi. Universitas Kristen Petra. 

http://www.petra.ac.id/ 

Schlosser, A. E., White, T. B., & Lloyd, S. M. (2006). Converting web site 

visitors into buyers: How web site investment increases consumer trusting 

beliefs and online purchase intentions. Journal of Marketing, 70(2), 133–

148. https://doi.org/10.1509/jmkg.70.2.133 

Shen, K. N., & Khalifa, M. (2012). System design effects on online impulse 

buying. 

Internet Research. 

Sihombing, E. S., Budi, I., & Munajat, Q. (2020). Factors affecting the urge of 

impulsive buving on social commerce Instagram. International Journal of 

Internet Marketing and Advertising, 14(3), 236-257. 

Tirmizi, M. A., Kashif-Ur-Rehman, & Saif, M. I. (2009). An empirical study of 

consumer impulse buying behavior in local markets. European Journal of 

Scientific Research, 28(4), 522–532. 

Tri Joko Utomo. (2010). 68-127-1-SM jes. Fokus Ekonomi, 5(1), 70–80. 

https://www.ejournal.stiepena.ac.id/index.php/fe/article/view/68/65 

Underhill, P., 1999. Why We Buy: The Science of Shopping. Simon & Schuster, 

New York 

Utami, Christina Whidya.2010. Manajemen Ritel. Edisi Kedua. Jakarta. Salemba 

Empat. 

Utami, C. W. 2010. Manajemen Bisnis Ritel: Strategi Dan Implementasi 

Operasional Bisnis Ritel Modern di Indonesia. Jakarta: Salemba Empat 



Waworuntu, J. R. (2014). Faktor-faktor yang mempengaruhi. 3(2), 1–17. 

Wijaya, E., & Oktarina, Y. (2019). Faktor-Faktor Yang Mempengaruhi Impulse 

Buying Pada Hodshop Bengkulu. EKOMBIS REVIEW: Jurnal Ilmiah 

Ekonomi Dan Bisnis, 7(1), 10–22. https://doi.org/10.37676/ekombis.v7i1.696 

Xu, H., Zhang, K. Z., & Zhao, S. J. (2020). A dual systems model of online 

impulse 

buying. Industrial Management & Data Systems. 

Yistiani, N. N. M., Yasa, N. N. K., & Suasana, I. G. A. K. G. (2015). Pengaruh 

Atmosfer Gerai Dan Pelayanan Ritel Terhadap Nilai Hedonik Dan Pembelian 

Impulsif Pelanggan Matahari Department Store Duta Plaza Di Denpasar. 

Jurnal Manajemen, 9(2), 1–1. 

 


