
80 
 

  
 
 

DAFTAR PUSTAKA 

 

Affandi, S. (2011). Pengaruh Pesonal Selling dan Kesadaran Merek terhadap. FE 

unisa. 

Alhouti, S., Butler, T., Johnson, C., & Davis, L. (2014). Journal of Marketing 

Theory and Practice. "Unwanted Pursuit Behavior: Understanding 

Salespeople's Desire to Pursue and Desire to Avoid Customers", Vol. 22, 

No.4, 385-400. . https://doi.org/10.2753/MTP1069-6679220403 

Anak Agung Istri Sandya Kharisma, I. G. (2018). PENGARUH PERSONALITY 

DAN SHOP ENJOYMENT TERHADAP IMPLUSE BUYING 

BEHAVIOR YANG DIMEDIASI IMPLUSE BUYING. E-Jurnal 

Manajemen Unud, Vol. 7, No. 6. 

Andersson, K. (2016). Changing the servicescape The influence of music, self-

disclosure and eye gaze on service encounter experience and approach-

avoidance behavior. 16. 

Anggoro, S. P. (2012). Analisis Pengaruh Store Atmosphere Terhadap Impluse 

Buying Melalui Emotional Response Di Matahari Departement Store 

Tunjungan Plaza Surabaya. Vol 1 No 4. 

Astrid, K. (2010). Pengaruh Desain Atmosfer Toko Terhadap Perilaku Belanja . 

Jurnal Manajemen Bisnis , Vol. 3 No. 1. 

Babin, B., & Attaway, J. (2000). Atmospheric Affect As A Tool For Creating 

Value And Gaining Share Of Customer. Journal Of Business Research, 

49(2), 91–99. . https://doi.org/10.1016/S0148-2963(99)00011-9 

Babin, J., Hardesty, D., & Suter, T. (2003). Journal of Business Research. “Color 

and shopping intentions: the intervening effect of price fairness and 

perceived affect”, Vol. 56 No. 7,pp. 541-551. 

https://doi.org/10.1016/S0148-2963(01)00246-6 

Backstrom, K., & Johansson, U. (2006). Journal of Retailing and Consumer 

Services. “Creating and consuming experiences in retail store 

environments: comparing retailer and consumer perspectives”, Vol. 13 

No. 6, pp. 417-430. https://doi.org/10.1016/j.jretconser.2006.02.005 



81 
 

 
 

Banat, A., & Wandebori, H. (2012). Store Design and Store Atmosphere Effect on 

Customer Sales per Visit. Management and Behavioral Sciences. 

Beatty, S., & Ferrell, M. (1998). Impluse buying: modeling its precursors. Journal 

of Retailing, Vol. 74. No. 2. PP 91-169. https://doi.org/10.1016/S0022-

4359(99)80092-X 

Bellizzi, J., & Hite, R. (1992). Psychology and Marketing, Vol. 9 No. 5, pp. 347-

363. “Environmental color, consumer feelings, and purchase likelihood”,. 

https://doi.org/10.1002/mar.4220090502 

Bellizzi, J., Crowley, A., & Hasty, R. (1983). Journal of Retailing, Vol. 59 No. 1, 

pp. 21-45. “The effects of color in store design”. 

Brown, T., Mowen, J., Donavan, D., & Licata, J. (2002). Journal of Marketing 

Research. "The Customer Orientation of Service Workers: Personality 

Trait Effects on Self- and Supervisor Performance Ratings", Vol. 39, No. 

1, 110-119. https://doi.org/10.1509/jmkr.39.1.110.18928 

Cooper, D. R., & Emory, C. W. (1995). Business Research Methods 5th Edition. 

(R. D, Ed.) Irwin Inc. 

Crowley, A. (1993). Marketing Letters. “The two-dimensional impact of color on 

shopping”, Vol. 4 No. 1, pp. 59-69. https://doi.org/10.1007/BF00994188 

Demoulin, N. (2011). "Music congruency in a service setting: The mediating role 

of emotional and cognitive responses". Journal of Retailing and Consumer 

Services,, 10-18. https://doi.org/10.1016/j.jretconser.2010.08.007 

Desyandri. (2015). Pendidikan Seni Musik Humanis, Vol 1, No 1. 

Devine, E. G. (2010). Mood Management Comprehenshive. Module 9. 

Dian Sukma Andriyanto, I. S. (2016). PENGARUH FASHION INVOLVEMENT 

DAN POSITIVE EMOTION TERHADAP IMPLUSE BUYING . Jurnal 

Administrasi Bisnis , Vol. 31 No. 1 

(administrasibisnis.studentjournal.ub.ac.id). 

Djohan. (2006). Terapi Musik, Teori dan Aplikasi. Yogyakarta: Galangpress. 

Ekkekasis. (2012). Affect, Mood, and Emotion. Library of Congress 

Catalogingin-Publication Data. 

https://doi.org/10.5040/9781492596332.ch-028 



82 
 

 
 

Engel,, J., Blackwell, R., & Miniard, P. (2006). Consumer behavior. Ed. 10. 

Mason:Thomson South-Western. 

Ferdinand, A. (2006). Metode Penelitian Manajemen: Pedoman Penelitian untuk 

Penulisan Skripsi, Tesis, dan Desertasi Ilmu Manajemen (Edisi Kedua 

ed.). Semarang: Badan Penerbit Universitas Diponegoro. 

Fuad, M. (2017). STORE ATMOSPHERE DAN PERILAKU PEMBELIAN 

KONSUMEN. 

Garlin, F., & Owen, K. (2006). Journal of Business Research, Vol. 59 No. 6,pp. 

755-764. “Setting the tone with the tune: a meta-analytic review of 

theeffects of background music in retail settings”. 

https://doi.org/10.1016/j.jbusres.2006.01.013 

Ghozali, I. (2011). Aplikasi Analisis Multivariate dengan Program SPSS. 

Semarang: Badan Penerbit Universitas Diponegoro. 

Goff, B., Boles, J., Bellenger, D., & Stojack, C. (1997). Journal of Retailing. "The 

Influence of Salesperson Selling Behaviors on Customer Satisfaction with 

Products", Vol. 73 (2), 171-183. . https://doi.org/10.1016/S0022-

4359(97)90002-6 

Hennig-Thurau, T. (2004). International Journal Service Industry Management . 

"Customer Orientation of Service Employees. Its Impact on Customer 

Satisfaction, Commitment and Retention., Vol. 15 No. 5, 460-478. 

https://doi.org/10.1108/09564230410564939 

Hennig-Thurau, T., & Thurau, C. (2003). Journal of Relationship Marketing. 

Customer Oriented of Service Employee- Toward a Conceptual 

Framework of a Key Relationship Marketing Concept, Vol.1 No. 3. 

https://doi.org/10.1300/J366v02n01_03 

Hui, M., Dude, L., & Chebat, J. (1997). "The Impact of Music on Consumers 

Reactions to Waiting for Services". Journal of Retailing, 87-104. 

https://doi.org/10.1016/S0022-4359(97)90016-6 

Hussain, R., & Mazhar, A. (2015). International Journal of Marketing Studies. 

Effect of Store Atmosphere on Consumer Purchase Intention, Vol. 7, No. 

2; 2015. https://doi.org/10.5539/ijms.v7n2p35 

Huu, Z., Hou, M., & Wu, X. (2013). Personnel Service, Consumption Emotion, 

and Patronage Intention in Department Stores. International Business 

Research. https://doi.org/10.5539/ibr.v6n3p6 



83 
 

 
 

J. Paul dan Olson, J. C. (2001). Consumer Behavior: Perilaku Konsumen dan 

Strategi. Jakarta : Erlangga. 

Jeon, S., Yi, Y., & Park, C. (2016). Co-creation of background music: A key to 

innovating coffee shop management. 

https://doi.org/10.1016/j.ijhm.2016.07.006 

Kim, J.-E., & Kim, J. (2012). International Journal of Retail and Distribution 

Management. “Human factors in retail environments: a review”, Vol. 40 

No. 11, pp. 818-841. . https://doi.org/10.1108/09590551211267593 

Kotler, P. (2009). Manajemen Pemasaran . Jakarta: Erlangga. 

Kotler, P., & Keller, K. (2009). Manajemen Pemasaran. Edisi1. Terjemahan Bob 

Sabran, MM. Jakarta: Erlangga. 

Lee, S., & Dubinsky, A. (2003). International Review of Retail, Distribution and 

Consumer Research. 

“Influenceofsalespersoncharacteristicsandcustomeremotion on retail 

dyadic relationships”, Vol.13No.1,pp.21-36. 

https://doi.org/10.1080/09593960321000051666. 

Levy, M., & Barton, W. ( Apr 18, 2008 ). Business & Economics . Retailing 

Management 8th Edition. 

Loudon, D., & Bitta, A. (1993). Consumer behavior : Concept and application. 

Ed.4. Singapore: McGraw-Hill. 

Mai, N. (2003). An Exploratory Investigation into Impluse Buying Behavior in a 

Transitional Economy: A Study of Urban Consumers in Vietnam. Journal 

of International Marketing., Vol. 11. PP 16-31. 

https://doi.org/10.1509/jimk.11.2.13.20162 

Mans, M. ( 2009). Living in World of Music; A View of Education and Value. In 

Lanscape the Art, Aesthetic, and Education. New York: Springer. 

Mazhar, R. H. (2015). Effect of Store Atmosphere on Consumer Purchase. 

Menon, K., & Dube, L. (2000). Journal of Retailing. “Ensuring greater 

satisfaction by engineering salesperson response to customer emotions”. 

https://doi.org/10.1016/S0022-4359(00)00034-8 

Milliman, R. (1982). Using Background music to Affect the Behavior of 

Supermarket Shoppers. Journal of Marketing, Vol. 46, pp. 86-91. 

https://doi.org/10.1177/002224298204600313 



84 
 

 
 

Mirabi, V., & Samiey, E. (2015). Factors influencing store environment 

perception (evidence dari Iranian chain stores). Journal of Scientific 

Research and Development, 171-177. 

Nooryan Bahari. ( 2008). Wacana Apresiasi dan Kreasi. Yogyakarta: Pustaka 

Pelajar. 

North, A., Sheridan, L., & Areni, C. (2016). Music Congruity Effects on Product 

Memory, Perception, and Choice. Journal of Retailing, 83-95. 

https://doi.org/10.1016/j.jretai.2015.06.001 

Park, J., & Lennon, S. (2006). Journal Of Consumer. Psychological And 

Environmental Antecedents Of Impluse Buying Tendency In The Multi 

Channel Shopping Context, 23(2), 58–68. 

https://doi.org/10.1108/07363760610654998 

Prawita, S. d. (2001). Perilaku Konsumen dan Komunikasi Pemasaran. Bandung: 

PT Remaja Rosdakarya. 

Premananto, G. (2007). Proses Pengambilan Keputusan Pembelian Impuls 

Dengan Pendekatan Psikologi Lingkungan Dan Rantai Kausalitas. Jurnal 

Antisipasi. . 

Priyatno. (2010). Paham Analisa Statistik dengan Data SPSS. Yogyakarta: 

Mediakom. 

Rachmawati, V. (2009). Hubungan Antara Hedonic Shopping Value, Positive 

Emotion, Dan Perilaku Impluse Buying Pada Konsumen Ritel. Jurnal 

Majalah Ekonomi, 19(2), 192–209. . 

Rachmawati, V. (2009). Jurnal Majalah Ekonomi. Hubungan Antara Hedonic 

Shopping Value, Positive Emotion, Dan Perilaku Impluse Buying Pada 

Konsumen Ritel, 19(2), 192–209. 

Rahmawati, Y. (2016). musik yang berpengaruh pada mood. Journal Universitas 

Sumatra Utara. 

Riardi, A. (2012). Analisis Pengauh Musik Backgruond Terhadap Perilaku 

Belanja Konsumen Pada Produk Minuman Kemasan Dengan Metode Eye-

Tracking . Skripsi. 

Rony Wibowo, M. D. (2018). Warna Toko Dan Citra Toko. Jurnal Ekonomi, 

Manajemen, Akuntansi dan Perpajakan, Vol. 1 No. 1 . 

https://doi.org/10.24167/jemap.v1i1.1585 



85 
 

 
 

Rook, D. (1987). The impluse buying. Journal of Consumer Research., Vol. 9. 

No. 14. 189-. https://doi.org/10.1086/209105 

Ryu, K., & Han, H. (2010). Journal of Hospitality & Tourism Management. 

"Influence of Physical Environment on Disconfirmation, Customer 

Satisfaction, and Customer Loyalty for First-Time and Repeat Customer in 

Upscale Restaurants", Vol 13, 1. 

SANDI, M. F. (2018). PENGARUH MUSIK TERHADAP KECERDASAN 

EMOSIONAL. Skripsi. 

Simanungkalit, N. (2008). Teknik Vokal Paduan Suara. Jakarta: PT. Gramedia 

Pustaka Utama. 

Singarimbun, M., & Effendi, S. (1987). Metode Penelitian Survey. Jakarta: PT 

Pustaka LP3ES, Indonesia. 

Soeseno, B. P. (2011). Ultima Management . PENGARUH IN-STORE STIMULI 

TERHADAP IMPLUSE BUYING BEHAVIOR KONSUMEN 

HYPERMARKET DI JAKARTA, Vol. 3 No. 1. 

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

Stone, N. (2003). Journal of Environmental Psychology. “Environmental view of 

color for a stimulated telemarketing task", Vol. 23 No. 1, pp. 63-78. 

https://doi.org/10.1016/S0272-4944(02)00107-X 

Suciningtyas, W. (2012). Pengaruh Brand Awareness, Brand Image, Dan Media 

Communication Terhadap Keputusan Pembelian. Management Analysis 

Journal 1 (1) Universitas Negeri Semarang,Indonesia ISSN 2252-6552, 1-

8. 

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

PT Alfabet. 

Tjiptono, F. (2006). Strategi Pemasaran. Journal Diponegoro. 

Turley, L., & Milliman, R. (2000). Journal of Business Research. Atmospheric 

affects on shopping behaviour a review of the experimental, 49, 193-211. 

https://doi.org/10.1016/S0148-2963(99)00010-7 

Tyas, S. R. (2014). PENGARUH KEBERSIHAN, MUSIK, AROMA, 

PENCAHAYAAN, WARNA, DAN DISPLAY PADA NIAT BELI 

KONSUMEN(Studi pada Matahari Departement Store di Yogyakarta). 



86 
 

 
 

Utami, C. (2010). Manajemen Ritel: Strategi Dan Implementasi Operasional 

Bisnis Ritel Modern Di Indonesia. Jakarta : Salemba Empat: Edisi Ke 2. 

Utami, C. (2010). Manajemen Ritel: Strategi Dan Implementasi Operasional 

Bisnis Ritel Modern Di Indonesia. Edisi Ke 2. Jakarta: Salemba Empat. . 

Yahya Nuur Hidayat, S. R. (2017). ANALISIS PENGARUH ATMOSFER 

TOKO, PRICE DISCOUNT DAN SALES PERSON TERHADAP 

IMPLUSE BUYING MELALUI MOOD TERHADAP IN STORE 

BEHAVIOR. DIPONEGORO JOURNAL OF MANAGEMENT. 

Yoo, C., Park, J., & MacInnis, D. (1998). Effects of Store Characteristics and In-

Store Emotional Experiences on Store Attitude. Journal of Business 

Research, 253–263. https://doi.org/10.1016/S0148-2963(97)00122-7 

 

  


