DAFTAR PUSTAKA

Agios gerasimos bisotwo purnomo, & tarandhika tantra. (2024). Pengaruh store
atmosphere, sales promotion, dan hedonic shopping motivation terhadap
impulsive buying dimediasi oleh positive emotional response pada toko ritel
sepatu kulit lokal: toko xyz. Economic reviews journal, 3(2), 1177-1195.
Https://doi.org/10.56709/mrj.v3i2.368

Ainul musyafi’ah, khalid iskandar, s. U. (2022). Pengaruh hedonic shopping value
dan shopping lifestyle terhadap impulse buying pada konsumen swalayan
nirmala brebes. Journal economics and management (jecma), 3(01).

Andrian, indra, c., jumawan, & fadhli nursal, m. (2022). Perilaku konsumen. In rena
cipta mandiri (vol. 3, issue 1).
Https://medium.com/@arifwicaksanaa/pengertian-use-case-a7e576e1b6bf

Anggriani, r., anggrawan, a., & cahyadi, 1. (2020). Structural analysis of the
equation model on store atmosphere towards hedonic value and consumer
impulsive buying ( study at majapahit food center ). 4(1), 61-70.

Anisa nurhaliza, a. F. (2024). The mediating role of shopping lifestyle between
store atmosphere and impulse buying in retail store. Economics and business
international conference proceeding, 1(2), 672—685.

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

Athar, h. S., & faerrosa, lady. (2025). The influence of hedonic motive, shopping
lifestyle and religiosity on customer’s impulse buying behavior: moderated by

fear of missing out. Amwaluna: jurnal ekonomi dan keuangan syariah, 9(1),
44-58. Https://doi.org/10.29313/amwaluna.v9il.4562

Bucic. (2021). Marketing. Mcgraw hill education (australia) pty Itd.

Budianto, a., & lestari, m. N. (2022). The influence of fashion involvement and
promotion on impulse buying (a study at laksana baru majenang department
store). Business management and entrepreneurship journal, 4(1), 141-151.

Bunga indah cahyani, s. P. (2022). Pengaruh visual merchandising dan positive
emotion terhadap impulse buying pada pelanggan indomaret di surabaya.
Jurnal ilmiah manajemen bisnis dan inovasi universitas sam ratulangi (jmbi
unsrat), 9(3), 1091-1106.

David, g. (2016). Partial least squares (pls-sem). In garson and statistical associates
publishing.

Dwi puspitasari, f., lestari, b., & boedhi santoso, e. (2025). Pengaruh shopping
lifestyle, fashion involvement, dan price discount terhadap impulse buying
pada deliwafa store kota malang (studi pada mahasiswi jurusan administrasi
niaga politeknik negeri malang). Peng: jurnal ekonomi dan manajemen, 2(3),
2976-2984. Https://doi.org/10.62710/nf65na41

102



Edelia, a., & anggraini, t. (2022). The effect of hedonic shopping motivation ,
shopping lifestyle , and fashion involvement on impulse buying on zalora

customers in medan city. Journal of humanities and social sciences innovation
vol. 2 no. 4 (2022), 2(4).

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

Erisa al maidah, d. K. S. (2022). Pengaruh price discount , fashion involvement dan
shopping lifestyle terhadap impulse buying pada pengguna brand erigo apparel
di sidoarjo. Economic, business, management, and accounting journal, xix(2).

Fahri, a., savitri, c., & fadila, s. P. (2022). The effect of instagram ads and hedonic
shopping motivation on impulse buying through positive emotion ( study on
management students class of 2018-2020 ). 10(2), 54—65.

Febriani, s. F., & purwanto, n. (2020). 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

Harjadi, d., arraniri, i., & fatmasari, d. (2021). The role of atmosphere store and
hedonic shopping motivation in impulsive buying behavior. Jurnal riset bisnis
dan manajemen, 14(2), 46-52.

Hidayah, m. N., & sari, d. K. (2021). Influence of price discount , in-store display ,
and shopping lifestyle on impulse buying at umama gallery sidoarjo. 7(1).
Https://doi.org/10.21070/jbmp.v711.1338

Jefri putri nugraha, dian alfiah, gairah sinulingga, umi rojiati, gazi saloom,
rosmawati, fathihani, ren¢ johannes, kristia, mail hilian batin, widya jati
lestari, husnil khatimah, m. F. B. B. (2021). Teori perilaku konsumen. Pt.
Nasya expanding management.

John w. Creswell, j. D. C. (2024). Research design qualitative, quantitative, and
mixed methods approaches sixth edition. Sage publications, inc. All.

Joseph, hair, t. (2021). Partial least squares structural equation modeling ( pls-sem
) using r. Springer nature switzerland ag.

Joseph f. Hair, jr.g. Tomas m. Hult, c. M. R. (2022). A primer on partial least
squares structural equation modeling (pls-sem) third edition. Sage
publications, inc.

Khairani, e. S. Z. (2024). Manajemen pemasaran. Lppm unilak.

Kim, h. S. (2005). Consumer profiles of apparel product involvement and values.
Journal of fashion marketing and management, 9(2), 207-220.
Https://doi.org/10.1108/13612020510599358

Komala, c. (2019). Perilaku konsumsi impulsive buying perspektif imam al-ghazali.

103



Jurnal perspektif, 2(2), 248. Https://doi.org/10.15575/jp.v2i2.31

Konteza, o. A., & salim, m. (2025). The influence of store atmosphere and bonus
pack on impulse buying with positive emotion as a mediating variable among

guardian consumers in bengkulu city. Jurnal manajemen motivasi, 21, 215—
225.

Kotler, p., armstrong, g., & balasubramanian, s. (2024). Principles of marketing.
Pearson education limited, 2024.

Mansur, a., ismail, y., & abdussamad, z. (2024). Pengaruh hedonic shopping value
dan shopping lifestyle terhadap impulse buying pada konsumen butik zahra
collection. 10(2), 109-120. Https://doi.org/:
https://doi.org/10.5281/zenodo.10472564

Mariyana, djawoto, s. (2023). The influence of hedonic shopping motivation and
shopping lifestyle on impulse buying through positive emotion in e-
commerce.  Jurnal ~ manajemen  dan  bisnis, 22(2), 25-39.
Https://doi.org/10.24123/jmb.v22i2.691

Mifta, m. S., & ali, m. (2023). Pengaruh sales promotion, hedonic shopping
motivation, dan shopping lifestyle terhadap impulse buying pada situs belanja
online (studi terhadap pengguna tokopedia di kota semarang). Qikos : jurnal
kajian pendidikan ekonomi dan ilmu ekonomi, vii(2), 153—163.

Nainggolan, g. T., & perwangsa nuralam, i. (2025). How does social media
marketing impact consumer response? The role of brand equity in indonesia’s

svod services. Journal of innovation in business and economics, 9(02), 81-96.
Https://doi.org/10.22219/jibe.v9101.38319

Nengsi, e. G., & yulinda, a. T. (2025). The influence of price discount, hedonic
shopping motivation, and shopping lifestyle on impulse buying at rj galery
store in bengkulu city. Proceedings series on social sciences & humanities,
26(iconomics), 75—-83. Https://doi.org/10.30595/pssh.v26i1.1809

Noor, z. Z. (2020). The effect of price discount and in-store display on impulse
buying. Sosiohumaniora - jurnal ilmu-ilmu sosial dan humaniora, 22(2), 133—
139. Https://doi.org/10.24198/sosiohumaniora.v22i2.26720

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

Pardomuan robinson sihombing, ade marsinta arsani, maya oktaviani, ranti
nugraheni, lianna wijaya, 1. M. (2024). Aplikasi smartpls 4.0 untuk statistisi
pemula. Minhaj pustaka.

Purwati, r., & fauziah, s. (2025). The effect of product display and store atmosphere
on impulse buying in consumers mandiri store gresik. Indonesian
interdisciplinary journal of sharia economics (iijse), 8(3), 8871-8882.

Putri dyah pitaloka, n. B. (2025). The effect of fashion involvement , shopping

104



lifestyle and hedonic shopping value on implement buying of fashion products
in the shopee application ( a study of students of the faculty of economics and
business , islamic university of lamongan). International journal of economics
and management research.

Rismawati, r. (2022). Pengaruh store atmosphere , shopping lifestyle dan fashion
involvement terhadap impulse buying dengan positive emotion sebagai
variabel intervening ( studi kasus konsumen rabbani di kota salatiga ). Social
science studies vol. 2 no. 3 2022 page 215-239 doi: 10.47153/sss23.3862022,
2(3), 215-239. Https://doi.org/10.47153/sss23.3862022

Rook, d. W., & fisher, r. J. (1995). Normative influences on impulsive buying
behavior. Journal of  consumer research, 22(3), 305.
Https://doi.org/10.1086/209452

Rudy irwansyah, khanti listya, amanda setiorini, ita musfirowati hanika,
muhammad hasan, kurniawan prambudi utomo, ahmad bairizki, ambar sri
lestari, denok wahyudi setyo rahayu, marisi butarbutar, hayati nupus,
imanuddin hasbi, elvera, d. T. (2021). Perilaku konsumen. Widina bhakti
persada bandung.

Sandra, j. V., karnawati, t. A., & bukhori, m. (2022). The effect of discount and
shopping life style on impulse buying with positive emotion as an intervening
variable on the shopee shopping platform. Jurnal ilmiah bisnis dan ekonomi
asia, 6. Https://doi.org/10.32812/jibeka.v18i2.1895

Septi novita sari telaumbanua, a. P. (2022). Pengaruh shopping lifestyle, fashion
involvement dan hedonic shopping motivation terhadap perilaku impulse
buying. Jurnal ilmiah poli bisnis, 14(1), 41-50.

Setiawan, m. A., & supriyanto, a. (2023). Impulse buying of generation z muslims :
a study on hedonic shopping motivation , shopping lifestyle , and hedonic.
Jurnal al istishad, 19, 68-82. Https://doi.org/10.24014/jiq.v19i1.19875

Setyaningrum, f. Y., 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.

Sugiyono. (2023). Metode penelitian kuantitatif kualitatif dan r&d. Alfabeta, cv.

Syahida, t. N., marliyah, m., & nurbaiti, n. (2025). Pengaruh hedonic consumption
tendency, fashion involvement, dan visual merchandising terhadap impulsive
buying pada gen z di oh some carefour medan. Jurnal maksipreneur:
manajemen,  koperasi, dan  entrepreneurship,  14(2), 694-710.
Https://doi.org/http://dx.doi.org/10.30588/jmp.v14i2.2423

Utami, h. D. (2014). Consumer behavior toward goat milk and its processed
products in malang, indonesia. Journal of international food and agribusiness
marketing, 26(1), 1-12. Https://doi.org/10.1080/08974438.2012.755724

Wahyuni, s. (2022). Pengaruh shopping lifestyle dan fashion involvement terhadap

105



impulse buying pada konsumen toko pakaiantri collection di desa bandar
masilam, kecamatan bandar masilam.

Wajdi, f., & dakwah, m. M. (2025). Pengaruh visual merchandising, store
atmosphere dan hedonic shopping motivation terhadap impuls buying pada
toko maya collection beleke lombok barat. Transekonomika: akuntansi, bisnis
dan keuangan, 6(2), 226. Https://doi.org/10.29303/alexandria.v6i2.1009

Wardani, i. K., & trihudiyatmanto, m. (2021). Emosi positif : dalam hubungan store
atmosphere terhadap impulse buying. Jre: jurnal riset entrepreneurship, 4(2).
Https://doi.org/10.30587/jre.v4i2.2993

Wayan, n., ratna, r., & adi, i. N. R. (2023). Shopping lifestyle , fashion involvement
, hedonic shopping motivation , positive emotion , impulse buying e-
commerce. Quantitative economics and management studies (gems), 4(6), 0—

10.

Widagdo, b., & roz, k. (2021). Hedonic shopping motivation and impulse buying:
the effect of website quality on customer satisfaction. Journal of asian finance,
economics and business, 8(1), 395-405.
Https://doi.org/10.13106/jafeb.2021.vol8.no1.395

Widodo, a. S. (2025). Bauran pemasaran. Pt penerbit naga pustaka redaksi.

Yulinda, a. T., rahmawati, r., & sahputra, h. (2022). Pengaruh shopping lifestyle
dan fashion involvement terhadap impulse buying ( studi kasus pada
konsumen toko mantan karyawan kota bengkulu ). Jurnal ilmiah ekonomi dan
bisnis, 10(2), 1315-1326.
Https://doi.org/https://doi.org/10.37676/ekombis.v10i12

Zaichkowsky, j. L. (1985). Measuring the involvement construct. Journal of
consumer research, 12.

106



