Analisis Pengaruh Citra Toko Terhadap Sikap Positif dan Pembelian Impulsif Konsumen Mirota
Kampus
Yogyakarta

Sarastiwi Kalih Prajanti, Dr. Henry Yuliando, STP, MM., M.Agr; Ir. Guntarti Tatik Mulyati, M.T.
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/

DAFTAR PUSTAKA

Andani, K., dan Wahyono. (2018). Influence Of Sales Promotion, Hedonic
Shopping Motivation, And Fashion Involvement toward Impulse
Buying Through A Positive Emotion. Management Analysis Journal, 7(4),
448-457. Diakses dari http://maj.unnes.ac.id.

Anggriawan, B., Suardana, IL.W., Sendra, .M. (2016). Analisis faktor yang
mempengaruhi impulse buying wisatawan domestik terhadap produk
pariwisata di biro perjalanan wisata Bali. Jurnal IPTA, 4(1), 101-106.
DOI:10.24843/IPTA.2016.v04.101.p18.

Anonim. (2019). Univariate and Multivariate Outliers. Diakses Oktober 2019, dari

https://www statisticssolutions.com/univariate-and-multivariate-outliers.

Anonim. (2018). What is the best rating scale for a customer survey? Diakses 10
Agustus 2019, dari https://www.nbrii.com/customer-survey/best-rating-
scale-customer-survey/

Asosiasi Pengusaha Ritel Indonesia. (2017). Aprindo: Jual Beli Online Bukan Faktor
Utama Bisnis  Retail  Tutup. Diakses 7 Juli 2019, dari
https://www.aprindo.id/aprindo-jual-beli-  online-bukan-faktor-utama-

bisnis-retail-tutup/

Asosiasi Pengusaha Ritel Indonesia. (2019). APRINDO: Pasar Ritel Tanah Air
Masih Bergeliat. Diakses 7 Juli 2019, dari https://www.aprindo.id/aprindo-

pasar-ritel-tanah- air-masih-bergeliat/

Baker, J., Grewal, D., Parasuraman A. (1994). The influence of store environment
on quality inferences and store image. Journal of the Academy of Marketing
Science, 22(4), 328- 339. Diakses dari http://www.dhruvgrewal.com/wp-
content/uploads/2014/09/1994- JAMS-Store-Image.pdf/

Basith, A. (2015). Pengaruh in-store stimuli terhadap pembelian impulsif pada
MOR store  Jalan Sunda Bandung: e-Proceeding of Management,
Agustus 2015. Bandung, Indonesia.

91



Analisis Pengaruh Citra Toko Terhadap Sikap Positif dan Pembelian Impulsif Konsumen Mirota
Kampus
Yogyakarta

Sarastiwi Kalih Prajanti, Dr. Henry Yuliando, STP, MM., M.Agr; Ir. Guntarti Tatik Mulyati, M.T.
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/

Beatty, S. E., Mayer, M., Coleman, J. E., Reynolds, K. E., & Lee, J. (1996).
Customer—sales associate retail relationships. Journal of Retailing, 72(3),
223-247. Diakses dari
https://www.academia.edu/19842124/Customersales associate retail relati

onships/

Bong, S. (2010). The Influence of impulse buying toward consumer store loyalty at
hypermarket in Jakarta. Business and Entrepreneurial Review, 10(1), 25-44.
Diakses dari: http://trijurnal.lemlit.trisakti.ac.id/

Dawes, J.G. (2018). Price promotions: examining the buyer mix and subsequent
changes in purchase loyalty. Journal of Consumer Marketing, 35(4), 366-
376. DOI: 10.1108/JCM-03-2017-2134

Diallo, M.B., Burt, S., Sparks, L. (2015). The influence of image and consumer
factors on store brand choice in the Brazilian market: Evidence from two
retail chains. FEuropean Business Review, 27(5), 495-512. DOL
10.1108/EBR-03-2013-0048

Fornell, C., Larcker, D. F. (1981). Evaluating structural equation models with
unobservable variables and measurement error. Journal of Marketing
Research, 18(1), 39-50. Diakses dari
http://www.jstor.org/stable/3151312.

Gao, S., Mokhtarian, P., and Johnston, R. (2008). Non-normality of Data in
Structural Equation Models. California. University of California

Transportation Center.

Ghozali, I. dan Fuad. (2008). Structural Equation Modeling: Teori, Konsep, dan
Aplikasi Dengan Program Lisrel 8.80. Semarang: Badan Penerbit

Universitas Diponegoro.

Hadi, N.U., Abdullah N., and Sentosa, I. (2016). An Easy Approach to Exploratory
Factor Analysis: Marketing Perspective. Journal of Education and Social

Research, 6(1),215-223. DOI:10.5901/jesr.2016.v6n1p21.

Hair, J.F., Black, W.J., Babin, B.J., & Anderson, R.E. (2010). Multivariate data
analysis. Prentice Hall. Englewood Cliff, NJ.



Kampus
Yogyakarta

Sarastiwi Kalih Prajanti, Dr. Henry Yuliando, STP, MM., M.Agr; Ir. Guntarti Tatik Mulyati, M.T.
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/

Hendryadi. (2017). Validitas Isi: Tahap Awal Pengembangan Kuesioner. Jurnal
Riset Manajemen dan Bisnis (JRMB) Fakultas Ekonomi UNIAT, 2(2), 169-
178. Diakses dari http://jrmb.ejournal-
feuniat.net/index.php/JRMB/article/view/47/36.

Hendryadi. (2014). Content Validity (Validitas Isi). Teori Online Oersonal Paper,
(1), 1-5. Diakses 14 Oktober 2019 dari http://teorionline.net.

Hooper, D., Coughlan, J. and Mullen, M.R. (2008). Structural Equation Modelling:
Guidelines for Determining Model Fit. The Electronic Journal of Business

Research Methods,  6(1), 53 — 60. Diakses dai www.ejbrm.com.

Hultén, P., Vanyushyn, V. (2014). Promotion and shoppers' impulse purchases: the
example of clothes. Journal of Consumer Marketing, 31(2), 94-102. DOI:
10.1108/JCM-06-2013- 0603.

Kacen, J.J., Hess, J.D., and Walker, D. (2012). Spontaneous selection: The influence
of product and retailing factors on consumer impulse purchases. Journal of

Retailing and Consumer  Services, 19, 578-588. Diakses dari
http://dx.doi.org/10.1016/j.jretconser.2012.07.003.

Kaiser, H.F. (1974). An Index of Factorial Simplicity. Psychometrika, 39(1), 31-36.
Diakses dari
https://jaltcue.org/files/articles/Kaiser1974 an_index of factorial simplic
ity.pdf

Latan, H. (2012). Structural equation modeling konsep dan aplikasi menggunakan
LISREL 8.80. Bandung: Alfabeta.

Lee, J.A., Kacen J.J. (2008). Cultural influences on consumer satisfaction with
impulse and planned purchase decisions. Journal of Business Research, 61,

265-272. Diakses dari http://sciencedirect.com/

Mohan, G., Sivajumaran, B., Sharma, P. (2013). Impact of store environment on
impulse buying behavior. European Journal of Marketing, 47(10), 1711-
1732. DOI:10.1108/EJM-03-2011-0110

Analisis Pengaruh Citra Toko Terhadap Sikap Positif dan Pembelian Impulsif Konsumen Mirota



Analisis Pengaruh Citra Toko Terhadap Sikap Positif dan Pembelian Impulsif Konsumen Mirota
Kampus
Yogyakarta

Sarastiwi Kalih Prajanti, Dr. Henry Yuliando, STP, MM., M.Agr; Ir. Guntarti Tatik Mulyati, M.T.
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/

Muruganantham, G., Bhakat, R.S. (2013). a Review of impulse buying behavior.
International Journal  of  Marketing  Studies,  5(3), 149-160.
DOI:10.5539/ijms.v5n3p149.

Narimawati, U., Sarwono, J. (2007). Structural Equation Model (SEM) dalam Riset
Ekonomi: Menggunakan LISREL. Y ogyakarta: Gava Media.

Nishanov, B. and Ahunjunov, U. (2016). The Influence Of Store Characteristics On
Consumers’ Impulse Buying Behaviour. Journal of International Business
Research and Marketing, 1(3), 20-26. DOI: 10.18775/jibrm.1849-
8558.2015.13.3002.

Point of Purchase Advertising International. (2012). Shoppers engagement study:
Media topline report. Point of Purchase Advertising International. Diakses
dari http://www.popai.cz/files/publishing/shopper-engagement-
study 5165.pdf/

Santosa, M.S.E. (2016). Compromise Effect on Consumers’ Behaviour. Journal of
Indonesian Economy and Business, 31(3), 325-344. Diakses dari
https://media.neliti.com/

Sarwono, J. (2019). Teori SEM (Structural Equation Model). Diakses 7 Mei 2019,

dari http://jonathansarwono.info/

Schumaker, R. E., and Lomax, R.G. (2015). A Beginner’s Guide to Structural
Equation Modeling second ed. Evaluation and Program Planning, 28, 245-
246. DOI:10.1016/j.evalprogplan.2005.01.006.

Stern, H. (1962). The significance of impulse buying today. Journal of Marketing,
26, 59-62. DOI: 10.2307/1248439

Sutopo, Y. dan A. Slamet. (2010). Statistika Inferensial. Y ogyakarta: Penerbit Andi.

Waluyo, M. (2016). Mudah Cepat Tepat Penggunaan Tools Amos dalam Aplikasi
SEM. Surabaya: UPN “VETERAN” JATIM.

Widhiarso, W. (2001). Berurusan dengan Outliers. Diakses September 2019, dari
http://widhiarso.staff.ugm.ac.id/files/Berurusan%?20dengan%200utliers.pdf



Analisis Pengaruh Citra Toko Terhadap Sikap Positif dan Pembelian Impulsif Konsumen Mirota
Kampus
Yogyakarta

Sarastiwi Kalih Prajanti, Dr. Henry Yuliando, STP, MM., M.Agr; Ir. Guntarti Tatik Mulyati, M.T.
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2020 | Diunduh dari http://etd.repository.ugm.ac.id/

Wiyono, H., Hastjarja D. (2017). Perilaku impulse buying konsumen retail.
Sustainable  Competitive Advantage-7 (SCA-7). 211-219. Diakses dari
http://jp.feb.unsoed.ac.id/index.php/sca-1/article/viewFile/1051/pdf 224/

Wolf, E.J., Harrington K.M., Clark, S.L., and Miller M.W. (2013). Sample Size
Requirements for Structural Equation Models: An Evaluation of Power,
Bias, and Solution Propriety. Educ Psychol Meas, 76(6), 913-934. DOI:
10.1177/0013164413495237.

Wrenn, B., Stevens, R., and Loudon D. (2002). Marketing Research Text and Cases.

New York: Best Business Books.

Yudiono, N., Fauzi A., dan Suyadi, I. (2016). Pengaruh store image (citra toko)
terhadap pembentukan private brand image (citra merek produk privat).
Jurnal Administrasi  Bisnis  (JAB), 32(1), 9-17. Diakses dari

http://administrasibisnis.studentjournal.ub.ac.id/index.php/jab/article/view/
1232/1414/



