
138 
 

 
 

Daftar Pustaka 

Agustina, S. (2024). Pengaruh Digital Marketing dan Diskon Terhadap Impulsive 

Buying Melalui Marketplace Shopee Pada Mahasiswa Pendidikan Ekonomi 

Universitas Bhinneka PGRI. 8(2), 214–226. 

Apriliani, D. . K. (2017). Pengaruh Promosi Penjualan dan Harga terhadap Impulse 

Buying pada Konsumen Ritel Modern. Jurnal Ilmu Dan Riset Manajemen, 

6(7), 1–15. 

Awaliyah, A. S., Iswiyanti, A. S., Rachmat, S. A., & Sidiq, A. F. (2023). Pengaruh 

Diskon dan Kualitas Produk terhadap Impulse Buying Konsumen pada E-

Commerce Tokopedia. Equilibrium Point: Jurnal Manajemen Dan Bisnis, 

6(1), 22–46. https://doi.org/https://doi.org/10.46975/ebp.v6i1.183 

Azwari, A., & Lina, L. F. (2020). Pengaruh Price Discount dan Kualitas Produk 

pada Impulse Buying di Situs Belanja Online Shopee Indonesia. Technobiz: 

International Journal of Business, 2(3), 37–41. 

https://doi.org/https://doi.org/10.33365/tb.v4i1.1098 

Baso, F. A., Sitorus, S. L., Meilinda, V., Anjani, S. A., & Rodriguez, M. (2024). 

Analysis of Omni Channel Strategy in Digital Retail on Modern Indonesian 

Consumer Behavior. ADI Bisnis Digital Interdisiplin Jurnal, 6(1), 66–76. 

https://doi.org/10.34306/abdi.v6i1.1226 

Beatty, Sharon E.; Ferrell, M. E. (1998). Precursors, impulse buying : modeling its. 

Journal of Retailing, 74(2), 169–191. https://doi.org/10.1016/S0022-

4359(99)80092-X 



139 
 

 
 

Donovan, Robert J.; Rossiter, J. R. (1982). Store atmosphere: An environmental 

psychology approach. Journal of Retailing. Journal of Retailing, 58(1), 34–57. 

Effendy, S., & Irmawati. (2024). Effect of Product Quality and Price on Impulse 

Buying with Positive Emotion as a Mediation Variable: Case Study on Shopee 

E-Commerce. Jurnal Manajemen Bisnis, 14(12). 

https://doi.org/10.22219/jmb.v14i2.42066 

Fatmawati, N., Kurniati, & Hardati, S. (2022). Pengaruh Diskon dan Kualitas 

Produk terhadap Impulse Buying di Tokopedia. Jurnal Ilmiah Manajemen 

Dan Bisnis, 7(2), 120–128. 

https://repository.unisma.ac.id/bitstream/handle/123456789/11660/S1_FIA_

21801092025_ERNA UMI FATMAWATI.pdf?sequence=1 

Hawkins, D. I., & Mothersbaugh, D. L. (2010). Consumer Behavior: Building 

Marketing Strategy (11th ed.). McGraw-Hill/Irwin. 

Jati, B. A. (2026). The Influence of Perceived Value on Impulse Buying in 

Omnichannel Beauty Retail in Indonesia. 18(1), 6–12. 

https://doi.org/10.7454/amj.v18i1.1304 

Kotler, P., & Keller, K. L. (2016). Marketing Management. Pearson Education. 

Laros, Fleur J. M.; Steenkamp, J.-B. E. M. (2005). Emotions in Consumer 

Behavior: A Hierarchical Approach. Journal of Business Research, 58(10). 

https://doi.org/DOI : 10.1016/j.jbusres.2003.09.013 

Listriyani, L., & Wahyono, W. (2019). The Role of Positive Emotion in Increasing 



140 
 

 
 

Impulse Buying. Management Analysis Journal, 8(3). 

https://doi.org/10.15294/maj.v8i3.34265 

Madlberger, F. dan. (2013). The role of atmospheric cues in online impulse-buying 

behavior. Electronic Commerce Research and Applications. 425–439. 

https://doi.org/https://doi.org/10.1016/j.elerap.2013.06.001 

Maley, N. M. S., Fanggidae, R. P. C., & Kurniawati, M. (2022). Pengaruh Promosi, 

Harga, Dan Motif Belanja Hedonis Terhadap Perilaku Pembelian Impulsif 

Pengguna Shopee (Study Pada Mahasiswa Feb Undana). GLORY Jurnal 

Ekonomi Dan Ilmu Sosial, 3(2), 123–141. 

https://doi.org/https://doi.org/10.35508/glory.v3i2.7718 

Marcelin, A. H., Sidanti, H., & Setiawan, H. (2024). Pengaruh Kualitas Produk, 

Diskon, dan Promosi terhadap Perilaku Impulse Buying pada Pengguna 

Aplikasi Bukalapak.com di Karisidenan Madiun. SIMBA: Seminar Inovasi 

Manajemen, Bisnis, Dan Akuntansi, 6. 

https://prosiding.unipma.ac.id/index.php/SIMBA/article/view/6650/0 

Mehrabian, Albert; Russell, J. A. (1974). An Approach to Environmental 

Psychology. MIT Press. 

Muhamad, N. (n.d.). Jumlah Gerai Kopi Kenangan Kalahkan Starbucks di 

Indonesia pada 2024. 2024. Retrieved February 9, 2026, from 

https://databoks.katadata.co.id/produk-

konsumen/statistik/6965ffd28d7a6/jumlah-gerai-kopi-kenangan-kalahkan-

starbucks-di-indonesia-pada-2024 



141 
 

 
 

Kata, Data. https://data.goodstats.id/statistic/10-negara-dengan-pengguna-tiktok-

terbesar-indonesia-urutan-berapa-xFOgI 

Online, S. (2024). Kopi Kenangan Pada Kuartal II/2024 Membukukan Gross 

Revenue Rp571 Miliar. SWA.Co.Id. https://swa.co.id/read/449975/kopi-

kenangan-pada-kuartal-ii2024-membukukan-gross-revenue-rp571-miliar 

Rook, Dennis W.; Gardner, M. P. (1993). In the Mood: Impulse Buying’s Affective 

Antecedents. In Research in Consumer Behavior. 

Rook, D. W. (1987a). The Buying Impulse. Journal of Consumer Research, 14(2), 

Oxford University Press. https://doi.org/10.1086/209080 

Rook, D. W. (1987b). THE BUYING IMPULSIVE. Journal of Consumer 

Research, 14(2), 189–199. https://doi.org/10.1086/209105 

Roviqoh, T. S., & Supriati. (2022). The Effect of Price Discounts on Impulsive 

Online Purchase Decisions: Case Study on Shopee Application Users of 

Bengkalis State Polytechnic Students. Journal of Applied Business 

Administration (JABA), 6(1), 69–75. 

https://doi.org/https://jurnal.polibatam.ac.id/index.php/JABA/article/view/32

95 

Salsabila, & Andriana, A. N. (2024). The Effect Of Price Discount And Bonus Pack 

On Impulse Buying With Positive Emotion As A Mediating Variable On 

Guardian Retail Samarinda Central Plaza Consumers Pengaruh Price Discount 

Dan Bonus Pack Terhadap Impulse Buying Dengan Positive Emotion Sebagai 

Variabel Mediasi Pada Konsumen Ritel Guardian Samarinda Central Plazaid 



142 
 

 
 

2 *Corresponding Author. Management Studies and Entrepreneurship 

Journal, 5(1), 2882–2895. http://journal.yrpipku.com/index.php/msej 

Saragih, M. A., & Suwendra, I. W. (2025). Analisis Pengaruh Diskon Harga, 

Kualitas Produk, dan Promosi terhadap Pembelian Impulsif di TikTok Shop: 

Studi Pengguna Aktif di Kabupaten Buleleng. Jurnal Pendidikan Ekonomi, 

13(1). https://doi.org/https://doi.org/10.23887/ekuitas.v13i1.100542 

Shidiqy, & Rusdiyanto. (2024). The Effect of Price Promotion and Positive 

Emotion on Impulse Buying Behavior. Jurnal Ilmiah Manajemen Dan Bisnis, 

25(1), 45–46. 

Shopping, C. O. (2025). Buy Online Pick Up In Store (BOPIS) Statistics. 

https://capitaloneshopping.com/research/buy-online-pick-up-in-store-

statistics/ 

Stern, H. (1962). The Significance of Impulse Buying Today. Journal of Marketing, 

26(2), 59–62. https://doi.org/10.1177/002224296202600212 

sugiyono. (2023). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Alfabeta. 

Sulasih, Aulia, R. N., Wahyuningtyas, I. P., & Maamor, S. (2025). Identification of 

Impulsive Buying Behavior Through Positive Emotion as a Mediating 

Variable in Generation Z Using SEM-PLS Analysis. Manajemen Bisnis, 15(1). 

https://doi.org/https://doi.org/10.22219/mb.v15i01.42066 

Tjiptono, F. (2012). strategi pemasaran (3rd ed.). Andi. 

Tjiptono, F. (2015). Strategi Pemasaran (4th ed.). Andi Offset. 



143 
 

 
 

Tjiptono, F. (2020). strategi pemasaran (4th ed.). Andi. 

Umar, H. (2011). Metode Penelitian untuk Skripsi dan Tesis Bisnis (2nd ed.). 

Rajawali Pers / RajaGrafindo Persada. 

https://perpustakaan.binadarma.ac.id/opac/detail-opac?id=5157&utm_source 

Utami, C. W. (2016). Manajemen Ritel: Strategi dan Implementasi Ritel Modern. 

Salemba Empat. 

Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality, and Value: A 

Means-End Model and Synthesis of Evidence. Journal of Marketing, 52(3), 

2–22. https://doi.org/DOI : 10.1177/002224298805200302 

Zhang, Ling; Shao, Zhen; Li, Xiaoling; Feng, Y. (2021). Consumer Impulsive 

Buying in Social Commerce: The Role of Flow Experience and Social 

Influence. Journal of Retailing and Consumer Services, 61. 

https://doi.org/10.1016/j.jretconser.2021.102553 

 

 

  

 

 

 

 

 

 

 


