
65 
 

DAFTAR PUSTAKA 

 

Agung Widhi Kurniawan, Z. P. (2010). Metode Penelitian Kuantitatif. 

Amiri, F., Jasour, J., Shirpour, M., dan Alizadeh, T. (2012). Evaluation of Effective 

Fashionism Involvement Factors Effects on Impulse buying of Customers 

and Condition of Interrelation between These Factors. 9413. 

Bhakat, R. S., dan Muruganantham, G. (2013). A Review of Impulse buying 

Behavior. International Journal of Marketing Studies, 5(3). 

https://doi.org/10.5539/ijms.v5n3p149 

Bon, C. L. (2015). Fashion marketing influencing consumer choice and loyalty with 

fashion products. 

Chauhan, S., Banerjee, R., dan Dagar, V. (2021). Analysis of Impulse buying 

Behaviour of Consumer During COVID-19: An Empirical Study. 

Millennial Asia. https://doi.org/10.1177/09763996211041215 

Colombage, V. K., dan Rathnayake, D. T. (2020). Impact of Fashion involvement 

and Hedonic Consumption on Impulse buying Tendency of Sri Lankan 

Apparel Consumers: The Moderating Effect of Age and Gender. NSBM 

Journal of Management, 6(2), 23. https://doi.org/10.4038/nsbmjm.v6i2.58 

Darmayasa, N. M. I. A. A., dan Sukaatmadja, I. P. G. (2017). Analisis Pengaruh 

Store Atmosphere Dan Sales promotion Terhadap Emotional Shopping Dan 

Impulse buying Behavior. E-Jurnal Manajemen Unud, 6(11), 6061– 6089. 

Dewi, D. A. N. N. (2018). Modul Uji Validitas Dan Hormonal. Universitas 

diponegoro, October, 14. 

https://www.researchgate.net/publication/328600462 

Dhurup, M. (2014). Impulsive fashion apparel consumption: The role of hedonism, 

fashion involvement and emotional gratification in fashion apparel 

impulsive buying behaviour in a developing country. Mediterranean 

Journal of Social Sciences, 5(8), 168–177. https://doi.org/10.5901/mjss 

2014.v5n8p168 

Edwin Japarianto, dan 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 

Ghozali, I. (2018). Aplikasi Analisis Multivariate Dengan Program IBM SPSS 25 

(9 ed.). Badan Penerbit Universitas Diponegoro. 

Gunawan Kwan, O. (2016). Pengaruh Sales promotion Dan Store Atmosphere 

Terhadap Impulse buying Dengan Positive Emotion Sebagai Variabel 

Intervening Pada Planet Sports Tunjungan Plaza Surabaya. Jurnal 

http://www.researchgate.net/publication/328600462
http://www.researchgate.net/publication/328600462
http://puslit2.petra.ac.id/ejournal/index.php/mar/article/view/18388


66 
 

Manajemen Pemasaran, 10(1), 27–34. 

https://doi.org/10.9744/pemasaran.10.1.27-34 

Hidayat Rahmat, T. 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. 

Hosseini, S. H., Zadeh, F. H., Shafiee, M. M., dan Hajipour, E. (2020). The effect 

of price promotions on impulse buying: The mediating role of service 

innovation in fast moving consumer goods. International Journal of 

Business Information Systems, 33(3), 320–336. 

https://doi.org/10.1504/IJBIS.2020.105828 

Irawan, B., Wulandari, G. A., Anggraini, N. A., Subagio, N. A., dan Indraningrat, 

K. (2022). Pengaruh Hedonic Shopping, Fashion involvement, Store 

Environment Dan Price Discount Terhadap Impulse buying Pada Store 

Three Second Di Lippo Plaza Mall Jember. VALUE: Journal of Business 

Studies, 1(1), 55. https://doi.org/10.19184/value.v1i1.31654 

Karbasivar, A., dan Yarahmadi, H. (2011). Evaluating Effective Factors on 

Consumer Impulse buying Behavior. Asian Journal of Business 

Management Studies, 2(4), 174–181. 

Khare, A. (2014). How cosmopolitan are Indian consumers?: A study on fashion 

clothing involvement. Journal of Fashion Marketing and Management, 

18(4), 431–451. https://doi.org/10.1108/JFMM-05-2013-0066 

Kotler, P., dan Armstrong, G. (2016). Principles of Marketing. 

Kurniasari, D. (2022). Pahami Pengertian Statistik Inferensial & Macam Metode 

Analisisnya. Yayasan Multimedia Nusantara & Xeratic. 

https://dqlab.id/pahami-pengertian-statistik-inferensial-and-macam- 

metode-analisisnya 

Muhammad Darwin, Mamondol, M. R., Sormin, S. A., Nurhayati, Y., Tambunan, 

H., Sylvia, D., Adnyana, I. M. D. M., Prasetiyo, B., Vianitati, P., dan 

Gebang, A. A. (2021). Metode Penelitian Pendekatan Kuantitatif Kualitatif 

(Nomor August). 

Multazami, N. (2018). PENGARUH SHOPPING LIFESTYLE DAN FASHION 

INVOLVEMENT TERHADAP IMPULSE BUYING BEHAVIOR 

MASYARAKAT KOTA MAKASSAR. JURISMA : Jurnal Riset Bisnis & 

Manajemen, 8(1). https://doi.org/10.34010/jurisma.v8i1.994 

Natalie A., A., dan Japarianto, E. (2019). Analisis Pengaruh Fashion involvement 

Terhadap Impulse buying Melalui Hedonic Value Di H&M Store Pakuwon 

Mall Surabaya. Jurnal Manajemen Pemasaran, 13(1), 40–46. 

https://doi.org/10.9744/pemasaran.13.1.40-46 

Nguyen, S. T., dan Ha, T. M. (2021). Predictors of fast-fashion-oriented impulse 

buying: The case of Vietnamese millennials. Management Science Letters, 



67 
 

11, 2021–2032. https://doi.org/10.5267/j.msl.2021.3.007 

O’Cass, A. (2004). Fashion clothing consumption: antecedents and consequences 

of fashion clothing involvement. European Journal of Marketing, 38(7), 

869–882. https://doi.org/10.1108/03090560410539294 

Padmasari, D., dan Widyastuti, W. (2022). Influence of Fashion involvement, 

Shopping Lifestyle, Sales promotion on Impulse buying on Users of Shopee. 

Jurnal Ilmu Manajemen, 10(1), 123–135. 

https://doi.org/10.26740/jim.v10n1.p123-135 

Ritonga, H. M., Fikri, M. El, Siregar, N., Agustin, R. R., dan Rahmat Hidayat. 

(2018). Manajemen pemasaran. In Angewandte Chemie International 

Edition, 6(11), 951–952. 

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

Behavior. Journal of Consumer Research, 22(3), 305. 

https://doi.org/10.1086/209452 

Sitorus, O. F., dan Utami, N. (2017). Strategi promosi pemasaran. Fkip Uhamka, 

1–309. 

Sugiyono, D. (2013). Metode Penelitian Kuantitatif, Kualitatif, dan Tindakan. 

Sumampow, K. Z., Soepeno, D., Ch Raintung, M.,  dan Manajemen Fakultas 

Ekonomi dan Bisnis, J. (2022). Pengaruh Fashion involvement, Sales 

promotion Dan Positive Emotion Terhadap Impulse buying Pada Matahari 

Departement Store Megamall Manado the Influence of Fashion Involment, 

Sales promotion and Posotive Emotion on Impulse buying At Matahari 

Departement S. Z. Sumampow., D. Soepeno., M. Ch. Raintung. 809 Jurnal 

EMBA, 10(2), 809–819. 

Vazifehdoost, H., Rahnama, A., dan Mousavian, S. J. (2014). Evaluation of the 

influence of fashion involvement, personality characteristics, tendency to 

hedonic consumption and store environment on fashion-oriented impulse 

buying. Mediterranean Journal of Social Sciences, 5(16), 223–231. 

https://doi.org/10.5901/mjss.2014.v5n16p223 

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 

Zainurossalamia, D. S. (2020). Manajemen Pemasaran Teori Strategi. Tim 

Penerbit FP. Aswaja. 



 

 


