Analilsis]: Pengaruh Motivasi Belanja Secara Hedonis Terhadap Kecenderungan Pembelian Secara
Impulsi
MUCHAMAD ERVAN ROZIN, Sahid Susilo Nugroho, Dr., M.Sc.

Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

DAFTAR PUSTAKA

Angela Hausman, (2000), "A multi-method investigation of consumer motivations in impulse

buying behavior", Journal of Consumer Marketing, Vol. 17 Iss 5 pp. 403 - 426

Arnold, M.J. and Reynolds, K.E. (2003), “Hedonic shopping motivations”, Journal of Retailing,

Vol. 79, pp. 77-95.

Arnold, M.J. and Reynolds, K.E. (2012), “Approach and avoidance motivation: investigating

hedonic consumption in a retail setting”, Journal of Retailing, Vol. 88 No. 3, pp. 399-411.

Babin, B.J. and Attaway, J.S. (2000), “Atmospheric affect as a tool for creating value and

gaining share of customer”, Journal of Business Research, Vol. 49 No. 2, pp. 91-99.

Babin, B.J., Darden, W.R. and Griffin, M. (1994), “Work and/or fun: measuring hedonic and

utilitarian shopping value”, Journal of Consumer Research, Vol. 20, pp. 644-656.

Beatty, S.E. and Ferrell, M.E. (1998), “Impulse buying: modeling its precursors”, Journal of

Retailing, Vol. 74 No. 2, pp. 169-191.

Bressolles, G., Durrieu, F. and Giraud, M. (2007), “The impact of electronic service quality’s
dimensions on customer satisfaction and buying impulse”, Journal of Customer Behavior, Vol. 6

No. 1, pp. 37-56.

Cacioppo, J.T. and Gardner, W.L. (1999), “Emotions”, Annual Review of Psychology, Vol. 50,

pp. 191-214.

Chandon, P., Wansibk, B. and Laurent, G. (2000), “A benefit congruency framework of sales

64



Analilsis]: Pengaruh Motivasi Belanja Secara Hedonis Terhadap Kecenderungan Pembelian Secara
Impulsi
MUCHAMAD ERVAN ROZIN, Sahid Susilo Nugroho, Dr., M.Sc.

Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

promotion effectiveness”, Journal of Marketing, Vol. 64 No. 4, pp. 65-81.

Childers, T.L., Carr, C.L., Peck, J. and Carson, S. (2001), “Hedonic and utilitarian motivations

for online retail shopping behavior”, Journal of Retailing, Vol. 77 No. 4, pp. 511-535.

Cobb, C.J. and Hoyer, W.D. (1986), “Planned versus impulse purchase behavior”, Journal of

Retailing, Vol. 62, pp. 67-81.

Costa, F. and Laran, J. (2003), “Impulse buying on the internet: antecedents and consequences”,

paper presented at 2003 SMA Retail Symposium, New Orleans, LA.

Darden, W.R. and Reynolds, F.D. (1971), “Shopping orientations and product usage rates”,

Journal of Marketing Research, Vol. 8 No. 4, pp. 505-508.

Dawon, S., Bloch, P.H. and Ridway, N.W. (1990), “Shopping motives, emotional states, and

retail outcomes”, Journal of Retailing, Vol. 66 No. 4, pp. 408-427.

Dawson, S. and Kim, M. (2009), “External and internal trigger cues of impulse buying online”,

Direct Marketing: An International Journal, Vol. 3 No. 1, pp. 20-34.

Dincer,C.(2010),“The influence of affect and cognitionon impulse buying behavior”, Oneri, Vol.

9 No. 33, pp. 153-158.

Dittmar, H. and Drury, J. (2000), “Self-image — is it in the bag? A qualitative comparison
between ‘ordinary’ and ‘excessive’ consumers”, Journal of Economic Psychology, Vol. 21 No.

2, pp. 109-142.

Dittmar, H., Long, K. and Meek, R. (2004), “Buying on the internet: gender differencesin online

65



Analilsis]: Pengaruh Motivasi Belanja Secara Hedonis Terhadap Kecenderungan Pembelian Secara
Impulsi
MUCHAMAD ERVAN ROZIN, Sahid Susilo Nugroho, Dr., M.Sc.

Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

and conventional buying motivations”, Sex Roles, Vol. 50, pp. 423-444.

Donthu, N. and Garcia, A. (1999), “The internet shopper”, Journal of Advertising Research, Vol.

39 No. 3, pp. 52-58.

Erevelles, S. (1998), “The role of affect in marketing”, Journal of Business Research, Vol. 42,

pp. 199-215

Eroglu, S.A., Machleit, K.A. and Davis, L.M. (2001), “Atmospheric qualities of online retailing:
a conceptual model and implications”, Journal of Business Research, Vol. 54 No. 5, pp. 177-

184.

Fornell, C. and Larcker, D.F. (1981), “Evaluating structural equation models with unobservable

variables and measurement error”, Journal of Marketing Research, Vol. 18 No. 1, pp. 39-50.

Ghozali, Imam. (2006), “Aplikasi Analisis Multivariate dengan Program SPSS. Semarang:

Badan Penerbit Universitas Diponegoro,

Hair, J.F.J., Anderson, R.E., Tatham, R.L. & Black, W.C. (1998),” Multivariate Data Analysis

with Readings, Prentice-Hall, Uper Saddle River, NJ

Hair, J.F., Black, W.C., Babin, B.J. and Anderson, R.E. (2010), Multivariate Data Analysis. A

Global Perspective, Prentice-Hall, Englewood Cliffs, NJ.

Hausman, A. (2000), “A multi-method investigation of consumer motivations in impulse buying

behavior”, Journal of Consumer Marketing, Vol. 17 No. 5, pp. 403-417.

Hennig-Thurau, T., Gwinner, K.P., Walsh, G. and Gremler, D.D. (2004), “Electronic word-of-

66



Analilsis]: Pengaruh Motivasi Belanja Secara Hedonis Terhadap Kecenderungan Pembelian Secara
Impulsi
MUCHAMAD ERVAN ROZIN, Sahid Susilo Nugroho, Dr., M.Sc.

Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

mouth via consumer-opinion platforms. what motivates consumers to articulate themselves on

the internet?”, Journal of Interactive Marketing, Vol. 18 No. 1, pp. 38-52.

Hilgard, E.R. (1962), “Impulsive versus realistic thinking”, Psychological Bulletin, Vol. 59, pp.

477-488.

Hirschman, E.C. and Holbrook, M.B. (1982), “Hedonic consumption: emerging concepts,

methods and propositions”, Journal of Marketing, Vol. 46, pp. 92-101.

Hoffman, D.L. and Novak, T.P. (1996), “Marketing in hypermedia computer-mediated

environments: conceptual foundations”, Journal of Marketing, Vol. 60, pp. 50-68.

Hofstede, G. (2012), “What about Turkey?”. Available at: http://geert-hofstede.com/turkey.html ,

accessed February 10, 2012.

Jones, M.A., Reynolds, K.E., Weun, S. and Beatty, S.E. (2003), “The product-specific nature of

impulse buying tendency”, Journal of Business Research, Vol. 56 No. 7, pp. 505-511.

Kim, H.S. (2006), “Using hedonic and utilitarian shopping motivations to profile inner city

consumers”, Journal of Shopping Center Research, Vol. 13 No. 1, pp. 57-79.

Kim, S. and Eastin, M.S. (2011), “Hedonic tendencies and the online consumer: an investigation

of the online shopping process”, Journal of Internet Commerce, Vol. 10, pp. 68-90.

Kim, Y.K. (2002), “Consumer value: an application to mall and internet shopping”, International

Journal of Retail & Distribution Management, Vol. 30 No. 12, pp. 595-602.

Kline, R.B. (2005), Principles and Practices of Structural Equation Modeling, The Guilford

67



Analilsis]: Pengaruh Motivasi Belanja Secara Hedonis Terhadap Kecenderungan Pembelian Secara
Impulsi
MUCHAMAD ERVAN ROZIN, Sahid Susilo Nugroho, Dr., M.Sc.

Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Press, New York, NY.

Kollat, D.T. and Willet, R.P. (1967), “Consumer impulse purchasing behavior”, Journal of

Marketing Research, Vol. 4, pp. 21-31.

Koufaris, M. (2002), “Applying the technology acceptance model and flow theory to online

consumer behavior”, Information System Research, Vol. 13 No. 2, pp. 205-223.

LaRose, R. (2001), “On the negative effects of e-commerce: a sociocognitive exploration of

unregulated on-line buying”, Journal of Computer Mediated Communication, Vol. 6 No. 3.

Lim, H.J. and Hong, K.H. (2004), “A study on information search and impulse buying behavior
according to the internet clothing shopping motives”, Journal of the Korean Society of Clothing

and Textiles, Vol. 28 No. 8, pp. 1065-1075.

Mathwick, C., Malhotra, N. and Rigdon, E. (2001), “Experiential value; conceptualization,
measurement, and application in the catalog and internet shopping environment”, Journal of

Retailing, Vol. 11 No. 1, pp. 39-56.

Moe, W.W. (2003), “Buying, searching or browsing: differentiating between online shoppers
using in-store navigational clickstream”, Journal of Consumer Psychology, Vol. 13 No. 1, pp.

29-39.

Parboteeah, D.V., Valacich, J.S. and Wells, J.D. (2009), “The influence of website characteristics
on a consumer’s urge to buy impulsively”, Wells Information Systems Research, Vol. 20 No. 1,

pp. 60-78.

68



Analilsis]: Pengaruh Motivasi Belanja Secara Hedonis Terhadap Kecenderungan Pembelian Secara
Impulsi
MUCHAMAD ERVAN ROZIN, Sahid Susilo Nugroho, Dr., M.Sc.

Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Park, E.J., Kim, E.Y., Funches, V.M. and Foxx, W. (2012), “Apparel product attributes, web
browsing, and e-impulse buying on shopping websites”, Journal of Business Research, Vol. 65,

pp. 1583-1589.

Park, J. and Lennon, S.J. (2006), “Psychological and environmental antecedents of impulse
buying tendency in the multichannel shopping context”, Journal of Consumer Marketing, Vol.

23 No. 2, pp. 56-66.

Parsons, A.G. (2002), “Non-functional motives for online shoppers: why we click”, The Journal

of Consumer Marketing, Vol. 19 No. 5, pp. 380-392.

Peter Hultén Vladimir Vanyushyn , (2014),"Promotion and shoppers' impulse purchases: the

example of clothes,"Journal of Consumer Marketing, Vol. 31 Iss 2 pp. 94 - 102

Phau, I. and Lo, C.C. (2004), “Profiling fashion innovators: a study of self-concept, impulse
buying and internet purchase intent”, Journal of Fashion Marketing & Management, Vol. 8 No.

4, pp. 399-411.

Piron, F. (1991), “Defining impulse purchasing”, Advances in Consumer Research, Vol. 18, pp.

509-514.

Raykov, T. and Marcoulides, G.A. (2006), A First Course in Sructural Equation Modeling,

Psychology Press, Taylor & Francis, New York, NY.

Rohm, A.J. and Swaminathan, V. (2004), “A typology of online shoppers based on shopping

motivations”, Journal of Business Research, Vol. 57, pp. 748-757.

69



Analilsis]: Pengaruh Motivasi Belanja Secara Hedonis Terhadap Kecenderungan Pembelian Secara
Impulsi
MUCHAMAD ERVAN ROZIN, Sahid Susilo Nugroho, Dr., M.Sc.

UNIVERSITAS Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/
GADJAH MADA

Rook, D.W. (1987), “The buying impulse”, Journal of Consumer Research, Vol. 14, pp. 189-

199.

Rook, D.W. and Fisher, R.J. (1995), “Normative influences on impulsive buying behavior”,

Journal of Consumer Research, Vol. 22, pp. 305-313.

Rook, D.W. and Gardner, M.P. (1993), “In the mood: impulsive buying’s antecedents”, in
Arnold-Costa, J. and Belk, R.W. (Eds), Research in Consumer Behavior, Vol. 6, JAl Press,

Greenwich, CT, pp. 1-28

Sarkar, A. (2011), “Impact of utilitarian and hedonic shopping values on individual’s perceived
benefits and risks in online shopping”, International Management Review, Vol. 7 No. 1, pp. 58-

65.

Sekaran, Uma. (2003) Research Methods for Business, 4th edition, John Wiley & Sons, Inc.

Sekaran, Uma & Roger Bougie. (2010), Research Methods for Business: a Skill Building

Approach, 5th ed., Chichester, West Sussex, UK: John Wiley and Sons, Ltd.

Sharma, P., Sivakumaran, B. and Marshall, R. (2010), “Impulse buying and variety seeking: a

trait-correlates perspective”, Journal of Business Research, Vol. 63 No. 3, pp. 276-283.

Sherry, J.F. (1990), “A sociocultural analysis of Midwestern flea market”, Journal of Consumer

Research, Vol. 17 No. 2, pp. 13-30.

Silvera, D.H., Lavack, A.M. and Kropp, F. (2008), “Impulse buying: the role of affect, socia

influence, and subjective wellbeing”, Journal of Consumer Marketing, Vol. 25 No. 1, pp. 23-33.

70



Analilsis]: Pengaruh Motivasi Belanja Secara Hedonis Terhadap Kecenderungan Pembelian Secara
Impulsi
MUCHAMAD ERVAN ROZIN, Sahid Susilo Nugroho, Dr., M.Sc.

Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Stern, H. (1962), “The significance of impulse buying today”, Journal of Marketing, Vol. 26 No.

2, pp. 59-62.

Thompson, C.J., Locander, W.B. and Pollio, H.R. (1990), “The lived meaning of free choice: an
existential-phenomenological description of everyday consumer experiences of contemporary

married women”, Journal of Consumer Research, Vol. 17 No. 3, pp. 346-361.

To, P.L., Liao, C. and Lin, T.H. (2007), “Shopping motivations on internet: a study based on
utilitarian and hedonic value”, Technovation: The International Journal of Technological

Innovation, Entrepreneur ship and Technology Management, VVol. 27 No. 12, pp. 774-787.

TUIK (2012), “Household information technology usage study results”, Turkish Statistical

Institute News Bulletin. Available at; http://www.tuik.gov.tr/PreHaberBultenl eri.do?idv410880 |,

accessed 20 February 2013.

Verhagen, T. and van Dolen, W. (2011), “The influence of online store beliefs on consumer
online impulse buying: a model and empirical application”, Information & Management, Vol.

48, pp. 320-327.

Verplanken, B. and Herabadi, A.G. (2001), “Individual differences in impulse buying tendency”,

European Journal of Personality, Vol. 15, pp. 571-583.

Verplanken, B., Herabadi, A.G., Perry, J.A. and Silvera, D.H. (2005), “Consumer style and
health: the role of impulsive buying in unhealthy eating”, Psychology & Health, Vol. 20, pp.

429-441.

Webster, J., Trevino, L.K. and Ryan, L. (1993), “The dimensionality and correlates of flow in

71



Analilsis]: Pengaruh Motivasi Belanja Secara Hedonis Terhadap Kecenderungan Pembelian Secara
Impulsi
MUCHAMAD ERVAN ROZIN, Sahid Susilo Nugroho, Dr., M.Sc.

Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

human-computer interactions”, Computersin Human Behavior, Vol. 9, pp. 411-426.

Weinberg, P. and Gottwald, W. (1982), “Impulsive consumer buying as a result of emotions”,

Journal of Business Research, Vol. 10 No. 1, pp. 43-57.

Wells, J.D., Parboteeah, V. and Valacich, J.S. (2011), “Online impulse buying: understanding the
interplay between consumer impulsiveness and website quality”, Journal of the Association for

Information Systems, Vol. 12 No. 1, pp. 32-56.

Westbrook, R.A. and Black, W.C. (1985), “A motivation-based shopper typology”, Journal of

Retailing, Vol. 61 No. 1, pp. 78-103.

Wolfinbarger, M. and Gilly, M. (2001), “Shopping online for freedom, control, and fun”,

California Management Review, Vol. 43 No. 2, pp. 34-55.

Yu, C. and Bastin, M. (2010), “Hedonic shopping value and impulse buying behavior in
transitional economies. a symbiosis in the Mainland China marketplace”, Brand Management,

Vol. 18 No. 2, pp. 105-114.

Zhang, X., Prybutok, V.R. and Koh, C.E. (2006), “The role of impulsiveness in a TAM-based
online purchasing behavior model”, Information Resources Management Journal, Vol. 19 No. 2,

pp. 54-68. Zhou, L., Dai, L. and

Zhang, D. (2007), “Online shopping acceptance model: a critical survey of consumer factors in

online shopping”, Journal of Electronic Commerce Research, Vol. 8 No. 1, pp. 41-62.

(2014), “Uji chi squared untuk uji kecocokan goodness of fit test.” Avaliable at:

72



Analilsis]: Pengaruh Motivasi Belanja Secara Hedonis Terhadap Kecenderungan Pembelian Secara
Impulsi

MUCHAMAD ERVAN ROZIN, Sahid Susilo Nugroho, Dr., M.Sc.

UNIVERSITAS Universitas Gadjah Mada, 2016 | Diunduh dari http://etd.repository.ugm.ac.id/

GADJAH MADA

http://statistikceria.blogspot.com/2014/04/uji-chi-squared-untuk-uji-kecocokan-goodness-of-fit-

test.html. Akses per tanggal 15 Desember, 2015.

73



