DAFTAR PUSTAKA

Adam Mahendra, B., & Kurniawati. (2023). Pengaruh Brand Love Pada Brand Loyalty Serta
Peran Self-Esteem, Dan Susceptibility To Normatif Influence. Jurnal Ekonomi Trisakti,
3(1), 519-530. https://doi.org/10.25105/jet.v3i1.15574

Alsa, A. (2014). Pendekatan Kuantitatif & Kualitatif Serta Kombinasinya Dalam Penelitian
Psikologi . Yogyakarta: Pustaka Belajar.

Arwin, A., & Syahputra, M. F. (2023). Analisis Hedonic Shopping, Lifestyle Shopping dan E-
Impulse Buying Bagi Pengguna Platform Shopee. Jurnal Bisnis Dan Manajemen, 10(2),
273-282.

Azwar, S. 2011. Reliabilitas dan Validitas.Yogyakarta: Pustaka Pelajar

Azwar , S. (2016). Realibilitas dan Validitas . Yogyakarta: PUSTAKA BESAR.
Azwar, S. (2012). Penyusunan Skala Psikologi. Yogyakarta: Pustaka Belajar.

Azwar, S. (2019). Reliabilitas dan validitas. Pustaka Belajar.

Beatty, S. E., & Ferrell, M. E. (1998). Executive Summaries Impulse Buying: Modeling Its
Precursors. Jounal of Retailing, 74(2), 161-167.

Chao, R, F., & Liao, C, P. (2016). The Impact of Brand Image and Discounted Price on

Purchase Intention in Outlet Mall : Consumer Attitude as Mediator.
Coopersmith, S. (1968). Studies in self-esteem. Scientific American, 218(2), 96-107.

Dawson, S., & Kim, M. (2009). External and internal trigger cues of impulse buying online.
Direct Marketing, 3(1), 20-34. https://doi.org/10.1108/17505930910945714

Dhandra, T. K. (2020). Does self-esteem matter? A framework depicting role of self-esteem

between dispositional mindfulness and impulse buying. Journal of Retailing and

66


https://doi.org/10.25105/jet.v3i1.15574

Consumer Services, 55(March), 102135. https://doi.org/10.1016/j.jretconser.2020.102135

Dittmar, H., Beattie, J., & Friese, S. (1995). Gender identity and material symbols: Objects and
decision considerations in impulse purchases. Journal of Economic Psychology, 16(3),
491-511. https://doi.org/10.1016/0167-4870(95)00023-H

Firdaus, D., & Yusuf, U. (2018). Hubungan antara self esteem dengan impulse buying (Studi
pada mahasiswi Fakultas llmu Komunikasi yang berbelanja  melalui

Instagram). Prosiding Psikologi, 38-44.

Foroughi, A., Buang, N. A., Senik, Z. C., & Hajmisadeghi, R. S. (2013). Impulse Buying
Behaviour and Moderating Role of Gender among Iranian Shoppers. J. Basic. Appl. Sci.
Res, 3(4), 760-769. www.textroad.com

Furgani, A. D. (2020). Pengaruh motivasi belanja hedonis dan kepribadian hexaco terhadap
kecenderungan impulse  buying pada mahasiswa. Repository.Uinjkt.Ac.ld.
http://repository.uinjkt.ac.id/dspace/handle/123456789/52410

Ghozali, 1. (2013). Aplikasi Analisis Multivariat Dengan Program IBM SPSS . Semarang:

Badan Penerbit Universitas Diponegoro.

Ghozali, 1. (2016). Aplikasi Analisis Multivariate Dengan Program IBM SPSS 23 (Edisi 8).

Semarang: Badan Penerbit Universitas .

Ghozali, 1. (2018). Aplikasi Analisis Multivariat Dengan Program IBM SPSS 25 (9th ed.).

Semarang: Badan Penerbit Universitas Diponegoro.

Gunawan, C. (2018). Mahir Mengusai SPSS mudah mengelola data dengan IB< SPSS statistis
25. Yogyakarta: CV. Budi Utama.

Hayati, N., & Purnama, R. (2016). EFFECT OF THE POLITICAL MARKETING MIX ON THE
VOTER ° S DECISION ( STUDY ON THE LEGISLATIVE COUNCIL ELECTION OF
REPRESENTATIVES OF THE REPUBLIC OF INDONESIA YEAR 2014
CONSTITUENCY Il WEST JAVA). 14(11), 7631-7646.

67


https://doi.org/10.1016/j.jretconser.2020.102135
https://doi.org/10.1016/0167-4870(95)00023-H

Hoch, S. J., & Loewenstein, G. F. (1991). Time-inconsistent Preferences and Consumer Self-
Control. Journal of Consumer Research, 17(4), 492-507. https://doi.org/10.1086/208573

Ismaya, Sujana, 2006, Kamus Manajemen, Cetakan Pertama, Bandung : Pustaka Grafika.

Kotler, Philip & Amstrong, G. (2016). Principles of marketing (11 ed.). New York: Pearson

International.

Lee, J. A., & Kacen, J. J. (2018). The relationship between independent and interdependent
self-concepts and reasons for purchase. Cross-National Consumer Psychographics,
12(2), 83-99. https://doi.org/10.4324/9781315865294-6

Loudon, D., & Bitta, A. (1993). Consumer Behavior (Vol. 1).

Machfoedz, Mahmud. Pengantar Ekonomi Modern. Yogyakarta: Akademi Manajemen
Perusahaan YKPN, 2005.

Noor, Z. Z. (2020). the Effect of discounted price and in-Store Display on Impulse Buying.
Sosiohumaniora, 22(2), 133-139.

Pettit, N. C., & Sivanathan, N. (2011). The plastic trap: Self-threat drives credit usage and
status consumption. Social Psychological and Personality Science, 2(2), 146-153.
https://doi.org/10.1177/1948550610385138

Risma Erlisya. (2021). Hubungan Self Esteem Dengan impulse Buying pada Mahasiswa UIN
Suska Riau. In Skripsi.

Rofig, M. Q., Dewi Setyorini, T., Lekahena, F., Psikologi, F., & Info, A. (2024). Self Esteem
and impulse Buying: Study on Online Shopping Behavior Self Esteem dan Perilaku
Pembelian Impulsif: Mempelajari perilaku pembelian online. Jurnal Imiah Psikologi,
12(1), 66-71.

Rook, D. W. (1987). The buying impulse. Journal of Consumer Research. Journal of Consumer
Research, 14(2), 189-199.

68


https://doi.org/10.1086/208573

Rosenberg, M. (2015). Society and the adolescent self-image. Society and the Adolescent Self-
Image, 1-326. https://doi.org/10.2307/2575639

Rovigoh, T. S. (2022). Journal of Applied Business Administration THE EFFECT OF
discounted priceS ON impulse ONLINE PURCHASE ( Case Study on Shopee Application
Users of Bengkalis State Polytechnic Students ). March, 69-75.

Santrock, J.W. (2003). Life Span Development Perkembangan Masa Hidup. edisi kelima.
Jakarta: Erlangga.

Sugiyono. (2013). Metode Penelitian Kuantitatif Kualitatif dan R&D. Bandung: ALFABETA.

Sugiyono. (2015). Metode Penelitian Pendidikan: Pendekatan Kuantitatif, Kualitatif. R&D.
Bandung: ALFABETA.

Sugiyono. (2018). METODE PENELITIAN Pendekatan Kuantitatif, Kualitatif, Kombinasi, dan
R&D. Bandung: ALFABETA.

Sholichah, I. F., Paulana, A. N., & Fitriya Putri. (2018). Self-Esteem Dan Resiliensi Akademik
Mahasiswa. Proceeding National Conference Psikologi UMG 2018, 2002, 191-197.

Utama, A., Sawitri, H. S. R., Haryanto, B., & Wahyudi, L. (2021). Impulse Buying: The
Influence of Impulse Buying Tendency, Urge to Buy and Gender on Impulse Buying of
the Retail Customers. Journal of Distribution Science, 19(7), 101-111.
https://doi.org/10.15722/jds.19.7.202107.101

Verplanken, B., & Herabadi, A. (2001). Individual differences in impulse buying tendency:
Feeling and no thinking. European Journal of Personality, 15(1 SUPPL.).
https://doi.org/10.1002/per.423

69


https://doi.org/10.2307/2575639
https://doi.org/10.1002/per.423

	DAFTAR PUSTAKA

