Pengaruh Orientasi Berbelanja Terhadap Kecenderungan Membeli Pakaian di Toko Online
FARIZ MUZAKKI, Widya Paramita, S.E., M.Sc.

Universitas Gadjah Mada, 2015 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

DAFTAR PUSTAKA

Allison, P. (2012, September 10). When Can You Safely Ignore Multicolinearity?
Dipetik November 21, 2014, dari Statistical Horizons:

http://www.statisticalhorizons.com/multicollinearity

Bakos, J. Y. (1997). Reducing Buyer Search Costs: Implications for Electronic

Marketplaces. Management Science, 1676-1692.

Bartos, R. (1989). Marketing to Women around the World. Boston: Harvard Business

School Press.

Bearden, W. O., Teel, J. E., & Durand, R. M. (1978). Media Usage, Psychographic, and

Demographic Dimensions of Retail Shoppers. Journal of Retailing, 65-74.

Bellante, D., & Foster, A. (1984). Working Wives and Expenditure on Services. Journal

of Consumer Research, 700-707.

Bellenger, D. N., & Korgaonkar, P. K. (1980). Profiling the Recreational Shopper.

Journal of Retailing, 77-92.

Benway et al. (1987). Presto! The Convenience Industry: Making Life a Little Simpler.

Business Week, 86-94.

Berry, L. (1979). The Time-Buying Consumer. Journal of Retailing, 58-69.

Brashear, T. G., Kashyap, V., Musante, M. D., & Donthu, N. (2008). A Six-Country
Comparison of the Internet Shopper Profile. Revista de Ciéncias da Administragéo,

54-75.

77



Pengaruh Orientasi Berbelanja Terhadap Kecenderungan Membeli Pakaian di Toko Online
FARIZ MUZAKKI, Widya Paramita, S.E., M.Sc.

Universitas Gadjah Mada, 2015 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Brown. (1990). Convenience in Services Marketing. Journal of Services Marketing, 53-

59.

Brown, L. G. (1989). The Strategic and Tactical Implications of Convenience in

Consumer Product Marketing. Journal of Consumer Marketing, 13-19.

Brown, M., Pope, N., & Voges, K. (2003). Buying or browsing? An exploration of
shopping orientations and online purchase intention. European Journal of

Marketing, 1666-1684.

Chiang, K.-P., & Dholakia, R. R. (2003). Factors Driving Consumer Intention to Shop

Online: An Empirical Investigation. Journal of Consumer Psychology, 177-183.

Close, A. G., & Kukar-Kinney, M. (2010). Beyond buying: Motivations behind

consumers' online shopping cart use. Journal of Business Research, 986-992.

Darian, J. C. (1987). In-Home Shopping: Are There Consumer Segments? Journal of

Retailing, 163-186.

de Mooij, M. (2010). Global marketing and advertising: Understanding cultural

paradoxes. California: Sage.

de Mooij, M., & Hofstede, G. (2011). Cross-Cultural Consumer Behavior: A Review of

Research Findings. Journal of International Consumer Marketing, 181-192.

Donthu, N., & Garcia, A. (1999). The Internet Shopper. Journal of Advertising

Research, 52-58.

Forrester Research. (2005). Rethinking the significance of cart abandonment.

78



Pengaruh Orientasi Berbelanja Terhadap Kecenderungan Membeli Pakaian di Toko Online
FARIZ MUZAKKI, Widya Paramita, S.E., M.Sc.

Universitas Gadjah Mada, 2015 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Gehrt, K., & Carter, K. (1992). An exploratory assessment of catalog shopping
orientations: the existence of convenience and recreational segments. Journal of

Direct Marketing, 29-39.

Ghozali, 1. (2006). Aplikasi Analisis Multivariate dengan Program SPSS. Semarang:

Badan Penerbit Universitas Diponegoro.

Girard, T., Korgaonkar, P., & Silverblatt, R. (2003). Relationship of Type of Products,
Shopping Orientations, And Demographics with Preference for Shopping on the

Internet. Journal of Business and Psychology, 101-120.

Givon, M. (1984). Variety-Seeking through Brand Switching. Marketing Science, 1-22.

Gong, W., Maddox, L. M., & Stump, R. L. (2012). Attitudes toward Online Shopping:
A Comparison of Online Consumers in China and the US. International Journal of

E-Business Development (IJED), 28-35.

Gulati, R., & Garino, J. (2000). Get the Right Mix of Bricks and Clicks. Harward

Business Review, 107-114.

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

Analysis. New Jersey: Pearson Prentice Hall.

Hair, J. F., Bush, R. P., & Ortinau, D. J. (2002). Marketing Research: within a Changing

Information Environment (2nd edition). New York: McGraw-Hill.

Hoch, S. J., & Loewenstein, G. F. (1991). Time-Inconsistent Preferences and Consumer

Self-Control. Journal of Consumer Research, 492-507.

79



Pengaruh Orientasi Berbelanja Terhadap Kecenderungan Membeli Pakaian di Toko Online
FARIZ MUZAKKI, Widya Paramita, S.E., M.Sc.

Universitas Gadjah Mada, 2015 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Huang, Y., & Oppewal, H. (2006). Why Consumers Hestitate to Shop Online: An

Experimental Analysis of Grocery Shopping and the Role of Delivery Fees.

Journal of Retail & Distribution Management, 334-353.

Huber, J., & Reibstein, D. J. (1978). The Relationship between Attitude Measures and
Choice Frequency. Dalam Attitude Research Plays for High Stakes. Chicago:

American Marketing Association.

Irawan, H. (2012, Maret 2). Karakter dan Perilaku Khas Konsumen Indonesia (2).
Dipetik Mei 26, 2015, dari Marketing.co.id: http://www.marketing.co.id/karakter-

dan-perilaku-khas-konsumen-indonesia-2/

Jarvenpaa, Sirka, L., & Todd, P. A. (1997). Consumer Reactions to Electronic Shopping

on the World Wide Web. International Journal of Electronic Commerce, 59-88.

Kacen, J. J., & Lee, J. A. (2002). The Influence of Culture on Consumer Impulsive

Buying Behavior. Journal of Consumer Psychology, 163-176.

Kahn, B. E. (1995). Consumer Variety-Seeking among Goods and Services. Journal of

Retailing and Consumer Services, 139-148.

Klein, L. R. (1998). Evaluating the Potential of Interactive Media Through a New Lens:

Search Versus Experience Goods. Journal of Business Research, 195-203.

Korgaonkar, P., & Smith, A. E. (1985). Psychographic Demographic Correlates of
Electronic In-home Shopping and Banking Service. Conference of the Academy

of Marketing Science, (hal. 52-55).

80



Pengaruh Orientasi Berbelanja Terhadap Kecenderungan Membeli Pakaian di Toko Online
FARIZ MUZAKKI, Widya Paramita, S.E., M.Sc.

Universitas Gadjah Mada, 2015 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Kukar-Kinney, M., Walters, R., & MacKenzie, S. (2007). Consumers responses to
characteristics of pricematching guarantees: the moderating role of price

consciousness. Journal of Retailing, 211-221.

Liang, T., & Huang, J. (1998). An Empirical Study on Consumer Acceptance of
Products in Electronic Markets: A Transaction Cost Model. Decision Support

Systems, 29-43.

Lichtenstein, D. R., Bloch, & Black. (1988). Correlates of price acceptability. Journal of

Consumer Research, 243-252.

Lichtenstein, D., Ridgway, N., & Netemeyer, R. (1993). Price perceptions and
consumer shopping behavior: a field study. Journal of Marketing Research, 234-

245.

Lukman, E. (2014, April 16). 18 Toko Online Populer di Indonesia. Dipetik Mei 5, 2015,

dari TechlnAsia: http://id.techinasia.com/toko-online-populer-di-indonesia/

Lugmani, M., Yavas, U., & Quraeshi, Z. A. (1994). A Convenience-oriented Approach

to Country Segmentation. Journal of Consumer Marketing, 29-40.

MarkPlus Insight. (2012). Indonesia Internet Users Survey 2012. Jakarta: MarkPlus

Insight.

MarkPlus Insight. (2013). Middle Class Monitoring: Middle Class Consumer Shopping

Habits, Traditional or Modern? Marketeers Magazine.

McAlister, L., & Pessemier, E. (1982). Variety Seeking Behavior: An Interdisciplinary

Review. Journal of Consumer Research, 311-322.

81



Pengaruh Orientasi Berbelanja Terhadap Kecenderungan Membeli Pakaian di Toko Online
FARIZ MUZAKKI, Widya Paramita, S.E., M.Sc.

Universitas Gadjah Mada, 2015 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

McCall, S. (1977). Meet the Workwife. Journal of Marketing, 55-65.

Meng, J. (2011). Understanding cultural influence on price perception: empirical
insights from a SEM application. Journal of Product & Brand Management, 526-

540.

Menon, S., & Kahn, B. E. (1995). The Impact of Context on Variety Seeking in Product

Choices. Journal of Consumer Research, 285-295.

Monsuwe, T. i., Dellaert, B. G., & Ruyter, K. d. (2004). What drives consumers to shop
online? A literature review. International Journal of Service Industry Management,

102-121.

Moschis, G. P. (1976). Shopping Orientations and Consumer Uses of Information.

Journal of Retailing, 61-70.

NYTimes.com. (2013, Maret 31). E-Commerce Companies Bypass the Middlemen to
Build Premium Brand. Dipetik April 23, 2014, dari NYTimes.com:
http://www.nytimes.com/2013/04/01/business/e-commerce-companies-bypass-

middlemen-to-build-premium-brand.html

Ozen, H., & Engizek, N. (2014). Shopping online without thinking: being emotional or

rational? Journal of Marketing and Logistics, 78 - 93.

PewResearch Center. (2013). Social Media User Demographics. Dipetik Mei 16, 2014,
dari PewResearch Internet Project: http://www.pewinternet.org/data-trend/social-

media/social-media-user-demographics/

82



Pengaruh Orientasi Berbelanja Terhadap Kecenderungan Membeli Pakaian di Toko Online
FARIZ MUZAKKI, Widya Paramita, S.E., M.Sc.

Universitas Gadjah Mada, 2015 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Prus, R., & Dawson, L. (1991). Shop 'til You Drop: Shopping as Recreational and

Laborious Activity. The Canadian Journal of Sociology, 145-164.

Ratner et. al. (1999). Choosing Less-Preferred Experiences for the Sake of Variety.

Journal of Consumer Research, 1-15.

Roehm Jr., H. A., & Roehm, M. L. (2004). Variety-Seeking and Time of Day: Why
Leader Brands Hope Young Adults Shop in the Afternoon, but Follower Brands

Hope for Morning. Marketing Letters: 213-221.

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

shopping motivations. Journal of Business Research, 748-757.

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

Behavior. Journal of Consumer Research, 305-313.

Rook, D. W., & Gardner, M. (1993). In the mood: Impulse buying's affective

antecedents. Research in Consumer Behavior, 1-28.

Sekaran, U., & Bougie, R. (2010). Research Method for Business A Skill Building

Approach (5th edition). New York: John Willey and Sons, Inc.

Sharma, A. (2011). Take-off of online marketing: casting the next generation strategies.

Business Strategy Series, 202-208.

Sheth, J. (1983). Marketing Megatrends. Journal of Consumer Marketing, 5-13.

Sinha, 1., & Batra, R. (1999). The effects of consumer on private label purchase.

International Journal of Research in Marketing, 237-251.

83



Pengaruh Orientasi Berbelanja Terhadap Kecenderungan Membeli Pakaian di Toko Online
FARIZ MUZAKKI, Widya Paramita, S.E., M.Sc.

Universitas Gadjah Mada, 2015 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Stephenson, P., & Willett, R. (1969). Analysis of consumers’ retail patronage strategies.
Dalam Marketing Involvement in Society and the Economy. Chicago: American

Marketing Association.

Stone, G. P. (1954). City Shoppers and Urban Identification: Observations on the Social

Psychology of City Life. American Journal of Sociology, 36-45.

Teo, T. S. (2006). To buy or not to buy online: adopters and non-adopters of online

shopping in Singapore. Behaviour & Information Technology, 497 — 5009.

The Hofstede Centre. (2014, Juni 20). Country Comparison. Dipetik Juni 20, 2014, dari

The Hofstede Centre: http://geert-hofstede.com/countries.html

To, P.-L., Liao, C., & Lin, T.-H. (2007). Shopping motivations on Internet: A study

based on utilitarian and hedonic value. Technovation, 774-787.

Vijayasarathy, L. R. (2002). Product characteristics and Internet shopping intentions.

Internet Research, 411-426.

Westbrook, R., & Black, W. (1985). A motivation-based shopper typology. Journal of

Retailing, 78-103.

Wikimedia Foundation, Inc. (2014, April 12). Online shopping. Dipetik April 17, 2014,
dari Wikipedia, the free encyclopedia:

http://en.wikipedia.org/wiki/Online_shopping

Williams, R. H., Painter, J. J., & Nichols, H. R. (1978). A Policy-Oriented Typology of

Grocery Shoppers. Journal of Retailing, 27-43.

84



