
97 
 

DAFTAR PUSTAKA 

 
 

Amanah, D., & Pelawi, S. P. (2015). Jurnal Quanomic Vol. III No. 02 - Oktober 2015 | ISSN No. 

2339-2037. III(02), 10–18. 
 

Andriyanto, D., Suyadi, I., & Fanani, D. (2016). PENGARUH FASHION INVOLVEMENT DAN 

POSITIVE EMOTION TERHADAP IMPULSE BUYING (Survey pada Warga Kelurahan 

Tulusrejo Kecamatan Lowokwaru Kota Malang). Jurnal Administrasi Bisnis S1 Universitas 

Brawijaya, 31(1), 42–49. 

 

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. 
 

Aprilliani, R., & Khuzaini. (2017). Pengaruh Price Discount, Positive Emotion Dan in-Store Stimuli 

Terhadap Impulse Buying. Jurnal Ilmu Dan Riset Manajemen, 6, 1–19. 

 

A. O’Cass, “Fashion clothing consumption: antecedents and consequences of fashion clothing 

involvement,” Eur. J. Mark., vol. 38, no. 7, pp. 869–882, 2004, doi: 

10.1108/03090560410539294. 

 

Darma, L. A., & 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. 

https://doi.org/10.9744/pemasaran.8.2.80-89 

 

Deviana D, N., & Giantari, I. (2016). Pengaruh Shopping Lifestyle Dan Fashion Involvement 

Terhadap Impulse Buying Behaviour Masyarakat Di Kota Denpasar. None, 5(8), 250317. 
 

Edwin Japarianto, & Sugiono Sugiharto. (2011). Pengaruh Shopping Life Style Dan Fashion 

Involvement Terhadap Impulse Buying Behavior Masyarakat High Income Surabaya. Jurnal 

Manajemen Pemasaran, 6(1), 32–41. 

http://puslit2.petra.ac.id/ejournal/index.php/mar/article/view/18388 
 

E. Japarianto, “PENGARUH SHOPPING LIFE STYLE DAN FASHION INVOLVEMENT 

TERHADAP IMPULSE BUYING BEHAVIOR MASYARAKAT HIGH INCOME 

SURABAYA,” 2009. 

 

Fauzi, L. U., Welsa, H., & Susanto. (2019). Pengaruh Hedonic Shopping Value dan Shopping 

Lifestyle terhadap Impulse Buying dengan Positive Emotion sebagai Variabel Intervening. 

Jurnal Bisnis: Teori Dan Implementasi, 10, 150–160. 

 

Fauziyyah, A. N., & Oktafani, F. (2018). Pengaruh Shopping Lifestyle Dan Fashion Involvement 

Terhadap Impulse Buying Behavior. JURISMA : Jurnal Riset Bisnis & Manajemen, 8(1), 5264– 

5273. https://doi.org/10.34010/jurisma.v8i1.994 
 

Febriani, S. F., & Purwanto, N. (2019). Pengaruh Shopping Lifestyle Dan Fashion Involvement 

Terhadap Impulse Buying Pada Konsumen Hijab Butik Rabbani Jombang. JMD: Jurnal Riset 

Manajemen & Bisnis Dewantara, 2(2), 53–62. https://doi.org/10.26533/jmd.v2i2.372 

http://puslit2.petra.ac.id/ejournal/index.php/mar/article/view/18388
https://doi.org/10.34010/jurisma.v8i1.994
https://doi.org/10.26533/jmd.v2i2.372


98 
 

Gogoi, B. J. (2017). Effect of Store Design on Perceived Crowding and Impulse Buying Behavior. 

International Review of Management and Marketing, 7(2), 180–186. 

 

Gumilang, W., & Nurcahya, I. (2016). Pengaruh Price Discount Dan Store Atmosphere Terhadap 

Emotional Shopping Dan Impulse Buying. None, 5(3), 244197. 

 

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 
 

Husnain, M., & Akhtar, M. W. (2016). Impact of Branding on Impulse Buying Behavior: Evidence 

from FMCG’S sector Pakistan. International Journal of Business Administration, 7(1), 59–68. 

https://doi.org/10.5430/ijba.v7n1p59 
 

I. Fatmawati, F. D. Astuti, and L. Iswanti, “The Influence of Store Atmosphere, Shopping 

Lifestyle, and Time Availability on Emotional Response and Impulse Buying,” vol. 201, 

no. ICoSIAMS, pp. 346–354, 2021, doi: 10.2991/aer.k.210121.049. 

 

Ikanubun, D. Setyawati S, M. A. (2019). Pengaruh Hedonic Shopping Terhadap Impulse Buying 

yang dimediasi Emosi Positif. Jurnal Ekonomi, Bisnis, Dan Akuntansi, 21(1), 1–12. 

 

Imbayani, I. G. A., & Novarini, N. N. A. (2018). Pengaruh Shopping Lifestyle, Fashion Involvement 

Dan Positive Emotion Terhadap Impulse Buying Behavior. Jurnal Ilmiah Manajemen & Bisnis, 

3(2), 199–210. 
 

Indah Suhartini, Y., & Listyorini, S. (2011). PENGARUH SHOPPING LIFETYLE, FASHION 

INVOLVEMENT, DAN HEDONIC SHOPPING MOTIVATION TERHADAP IMPULSE 

BUYING (Studi Kasus pada Konsumen Matahari Departement Store di Kota Semarang). 

 

I.Puspitasari and I. Maftukhah, “Created Impulse Buying by Shopping Lifestyle,” Manag. Anal J., 

vol. 8, no. 4, 2019. 

 
Irawati, D., & Si, M. (n.d.). PENGARUH SHOPPING LIFESTYLE , FASHION INVOLVEMENT , 
HEDONIC SHOPPING VALUE , DAN INSTORE ENVIRONMENT TERHADAP IMPULSE 

BUYING BEHAVIOR KONSUMEN ( Survei pada konsumen Galeria Mall di Kota Yogyakarta ). 1– 

12 

 

Khan, N., Hui Hui, L., Booi Chen, T., & Yong Hoe, H. (2015). Impulse Buying Behaviour of 

Generation Y in Fashion Retail. International Journal of Business and Management, 11(1), 144. 

https://doi.org/10.5539/ijbm.v11n1p144 
 

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 

https://doi.org/10.30871/jaba.v2i2.1117
https://doi.org/10.5430/ijba.v7n1p59
https://doi.org/10.5539/ijbm.v11n1p144
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. 

 

Manajemen, P. (2016). Pengaruh Fashion Involvement dan Shopping Lifestyle Terhadap Impulse 

Buying Produk Fashion Shopee. 1–14. 

 

Maqhfiroh, L., & Prihandono, D. (2019). The Role of Time Availability in Moderating Hedonic 

Shopping Motivation toward Impulse Buying of Consumer Online at Harbolnas’s Event. 

Management Analysis Journal, 8(2), 135–145. 

 

Nasrul, C. P. (2019). A Literature Review on the Influence of Sales Promotion , Shopping Lifestyle 
, Store Atmosphere , and Hedonic Shopping Motivation toward Unplanned Purchase. 64, 

389–395. 

 

Nindyakirana, R. H., Manajemen, J., Ekonomi, F., Semarang, U. N., & Artikel, I. (2016). 

Membangun Emosi Positif melalui Promosi Penjualan dan Lingkungan Toko Dampaknya 

terhadap Impulse Buying. Management Analysis Journal, 5(4), 375–388. 

https://doi.org/10.15294/maj.v5i4.5570 

 

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

Keputusan Pembelian Impuls. Jurnal Ilmu Ekonomi Dan Pembangunan, 17(1), 23–40. 

 

P. Ayu, T. Febrianty, N. Nyoman, and K. Yasa, “The Effect Of The Store’s Atmosphere, 

Emotional Shopping, And Shopping Lifestyle On Impulse Buying,” Am. J. 

Humanit. Sicial Sci. Res., vol. 4, no. 11, pp. 38–48, 2020. 

 

Pramithasari, A. (2019). Jurnal Penelitian Psikologi. Penelitian Psikologi, 10(2), 12. 

 

Putra, N. (2015). Pengaruh Shopping Lifestyle , Fashion Involvement dan Pre - Decision Stage 

terhadap Loyalty melalui Impulse Buying dan Post - Decision Stage pada XYZ Boutique di 

Surabaya. 1–11. 
 

Rahayu, R. D., & Widjajani, S. (2019). PENGARUH STORE ATMOSPHERE TERHADAP 

PEMBELIAN IMPULSIF DENGAN EMOSI POSITIF SEBAGAI VARIABEL MEDIASI ( 

Studi Pada Centro Departement Store Ambarukmo Plaza Yogyakarta ). Universitas 

Muhammadiyah Purworejo, 1–12. 
 

Rahmawati, N. T. (2018). Pengaruh Hedonic Shopping Value dan Shopping Lifestyle terhadap 

Impulse Buying dengan Emosi Positif sebagai Variabel Mediasi. Jurnal Manajemen Bisnis 

Indonesia, 3(1), 1–12. 

 

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.. 

 
94 



95 
 

 

S. Dawson and M. Kim, “External and internal trigger cues of impulse buying online,” Direct 

Mark., vol. 3, no. 1, pp. 20–34, 2009, doi: 10.1108/17505930910945714. 

 

Sholihah, U. M., Rachma, N., & Slamet, A. R. (2017). Pengaruh Shopping Life Style, Fashion 

Involvement, Hedonic Shopping Motivation dan Sales Promotion Terhadap Impulse Buying 

di Malang Town Square, dan Mall Olympic Garden (Study Pada Mahasiswa Fakultas 

Ekonomi Universitas Islam Malang). Jurnal Riset Manajemen, 6(1), 124–135. 

 

S. M. Setyawati, Sumarsono, and I. Praditya, “The Influence of Fashion Involvement, Hedonic 

Consumption, and Visual Merchandising on Impulse Buying with Positive Emotion as 

Mediation Variables,” J. Account. Manag. Econ., vol. 20, no. 1, pp. 37–47, 2018. 

S. Tirtayasa, M. Nevianda, and H. Syahrial, “The Effect of Hedonic Shopping Motivation , 

Shopping Lifestyle And Fashion Involvement With Impulse Buying,” Int. J. Bus. Econ. IJBE, vol. 

2, no. 1, pp. 18–28, 2020. 

 

Sucidha, I. (2019). Pengaruh Fashion Involvement, Shopping Lifestyle, Hedonic Shopping Value 

Dan Positive Emotion Terhadap Impulse Buying Produk Fashion Pada Pelanggan Duta Mall 

Banjarmasin.         At-Tadbir :         Jurnal         Ilmiah         Manajemen,         3(1),         1–10. 

https://doi.org/10.31602/atd.v3i1.1705 

 

Sudarsono, J. G. (2017). Pengaruh Visual Merchandising Terhadap Impulse Buying Melalui 

Positive Emotion Pada Zara Surabaya. Jurnal Manajemen Pemasaran, 11(1), 16–25. 

https://doi.org/10.9744/pemasaran.11.1.16-25 
 

Tambuwun, M. (2016). Shopping Lifestyle as Intervening Relation Between Hedonic Motive and 

Gender on Impulse Buying. International Journal of Business and Finance Management 

Research (IJBFMR), 4, 9–16. 

 

Tawas, H., & Mandey, S. (2014). Merek Dan Fashion Involvement Pengaruhnya Terhadap 

Perilaku Impulse Buying Pada Konsumen. Jurnal Riset Ekonomi, Manajemen, Bisnis Dan 

Akuntansi, 2(2), 975–984. https://doi.org/10.35794/emba.v2i2.4466 

 

Temaja, I., Rahanatha, G., & Yasa, N. (2015). Pengaruh Fashion Involvement, Atmosfer Toko 

Dan Promosi Penjualan Terhadap Impulse Buying Pada Matahari Department Store Di Kota 

Denpasar. E-Jurnal Manajemen Universitas Udayana, 4(6), 243654. 

 

Unud, E. M. (2015). (2) (1)(2). 4(6), 1684–1700. 

 

Yue, C. Y., & Razak, A. Z. A. A. (2018). Impulse Buying Behavior Among Working Ladies: a 

Literature Review. International Journal of Accounting, 26–34. 

http://www.ijafb.com/PDF/IJAFB-2018-13-09-05.pdf 

http://www.ijafb.com/PDF/IJAFB-2018-13-09-05.pdf

