
 

90 

 

DAFTAR PUSTAKA 

 
Anshu, K., Gaur, L., & Singh, G. (2022). Impact of customer experience on attitude 

and repurchase intention in online grocery retailing: A moderation 

mechanism of value Co-creation. Journal of Retailing and Consumer 

Services, 64(March 2021), 102798. 

https://doi.org/10.1016/j.jretconser.2021.102798 

Asad Shahjehan. (2012). The effect of personality on impulsive and compulsive 

buying behaviors. African Journal of Business Management, 6(6), 2187–

2194. https://doi.org/10.5897/ajbm11.2275 

Barari, M., Ross, M., & Surachartkumtonkun, J. (2020). Negative and positive 

customer shopping experience in an online context. Journal of Retailing 

and Consumer Services, 53(September). 

https://doi.org/10.1016/j.jretconser.2019.101985 

Berry, L. L., Seiders, K., & Grewal, D. (2002). Understanding service 

convenience. Journal of Marketing, 66(3), 1–17. 

https://doi.org/10.1509/jmkg.66.3.1.18505 Bilal, M., Sufyan, M., Mustak, 

M., & Salminen, J. (2022). Journal of Retailing and Consumer Services 

Understanding the impact of online customers ’ shopping experience on 

online impulsive buying : A study on two leading E-commerce platforms. 

Journal of Retailing and Consumer Services, 68(December 2021), 103000. 

https://doi.org/10.1016/j.jretconser.2022.103000 

Bleier, A., Harmeling, C. M., & Palmatier, R. W. (2019). Creating effective online 

customer experiences. Journal of Marketing, 83(2), 98–119. 

https://doi.org/10.1177/0022242918809930 

Chan, T. K. H., Cheung, C. M. K., & Lee, Z. W. Y. (2017). The state of online 

impulse-buying research: A literature analysis. Information and 

Management, 54(2), 204–217. https://doi.org/10.1016/j.im.2016.06.001 

Cheung, C. M. K., Zheng, X., & Lee, M. K. O. (2014). Customer loyalty to C2C 

online shopping platforms: An exploration of the role of customer 

engagement. Proceedings of the Annual Hawaii International Conference 

on System Sciences, December,3065–3072. 

https://doi.org/10.1109/HICSS.2014.382 

Doliyah, S. U. H. W. (2018). Go-Food dan Gaya Hidup Konsumtif Mahasiswa 

IAIN Surakarta. Academica: Journal of Multidisciplinasy Tdudies, 2(2), 

313– 318. 

Dwiputra, I. P. (2021). Hubungan Antara Kontrol Diri dengan Impulsive Buyinge 



91 

 

 

Pada Mahasiswa Pengguna Dompet Digital Ovo. 

Eroglu, S. A., Machleit, K. A., & Davis, L. M. (2003). Empirical Testing of a 

Model of Online Store Atmospherics and Shopper Responses. Psychology 

and Marketing, 20(2), 139–150. https://doi.org/10.1002/mar.10064 

Evi Meidasari. (2021). PENGARUH PEMBELIAN PRICE DISCOUNT, BONUS 

PACK DAN IN-STORE DISPLAY TERHADAP KEPUTUSAN 

IMPULSEBUYING PRODUK SUSU DI HYPERMART BANDAR 

LAMPUNG. 4(2). 

Floh, A., & Madlberger, M. (2013). The role of atmospheric cues in online 

impulse- buying behavior. Electronic Commerce Research and 

Applications, 12(6), 425–439. https://doi.org/10.1016/j.elerap.2013.06.001 

Foxall, G. R., & Greenley, G. E. (1999). Consumers’ emotional responses to 

service environments. Journal of Business Research, 46(2), 149–158. 

https://doi.org/10.1016/S0148-2963(98)00018-6 

Gentile, C., Milano, P., Noci, G., & Milano, P. (2007). How to Sustain the 

Customer Experience : An Overview of Experience Components that Co-

create Value With the Customer. 25(5),395–410. 

https://doi.org/10.1016/j.emj.2007.08.005 

Ghozali, I. (2018). Aplikasi Multivariate dengan Program IBM SPSS 21 Update 

PLS Regresi. Semarang: Badan Penerbit Universitas Diponegoro. 

Hoffman, D. L., & Novak, T. P. (2000). Marketing in Hypermedia Computer- 

Mediated Environments : Conceptual Foundations * Marketing in 

Hypermedia Computer-Mediated Environments : Conceptual Foundations. 

60(1), 261–290. 

Jones, T., Taylor, S. F., & Jones, T. (2007). Emerald Article : The conceptual 

domain of service loyalty : how many The conceptual domain of service 

loyalty : how many dimensions ? 

https://doi.org/10.1108/08876040710726284 

Kim, S., Williams, R., & Lee, Y. (2004). Attitude toward online shopping and 

retail website quality: A comparison of US and Korean consumers. Journal 

of International Consumer Marketing, 16(1), 89–111. 

https://doi.org/10.1300/J046v16n01_06 

Kimiagari, S., Sharifi, N., & Malafe, A. (2021). Journal of Retailing and 

Consumer Services The role of cognitive and affective responses in the 

relationship between internal and external stimuli on online impulse 

buying behavior. Journal of Retailing and Consumer Services, 

61(February), 102567. https://doi.org/10.1016/j.jretconser.2021.102567 

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


92 

 

 

Klaus, P., & Maklan, S. (2013). Towards a better measure of customer experience. 

International Journal of Market Research, 55(2), 227–246. 

https://doi.org/10.2501/IJMR-2013-021 

Kranzbühler, A. M., Kleijnen, M. H. P., Morgan, R. E., & Teerling, M. (2018). 

The Multilevel Nature of Customer Experience Research: An Integrative 

Review and Research Agenda. International Journal of Management 

Reviews, 20(2), 433–456. https://doi.org/10.1111/ijmr.12140 

Kuppelwieser, V. G., & Klaus, P. (2021). Measuring customer experience quality: 

The EXQ scale revisited. Journal of Business Research, 126(December 

2018), 624–633. https://doi.org/10.1016/j.jbusres.2020.01.042 

Molinillo, S., Navarro-garcía, A., Anaya-sánchez, R., & Japutra, A. (2019). 

Journal of Retailing and Consumer Services The impact of affective and 

cognitive app experiences on loyalty towards retailers. Journal of Retailing 

and Consumer Services, August, 101948. 

https://doi.org/10.1016/j.jretconser.2019.101948 

Novak, T. P., & Hoffman, D. L. (1996). Marketing in Hypermedia Environmen 

Foundations. Journal of Marketing, 60(3), 50–68. 

Novak, T. P., Hoffman, D. L., & Yung, Y. F. (2000). Measuring the customer 

experience in online environments: A structural modeling approach. 

Marketing Science, 19(1), 22–42. 

https://doi.org/10.1287/mksc.19.1.22.15184 Pandey, S., & Chawla, D. 

(2018). Online customer experience (OCE) in clothing e-retail. 

International Journal of Retail & Distribution Management, 46(3), 

323–346. https://doi.org/10.1108/IJRDM-01-2017-0005 

Park, E. J., Kim, E. Y., Funches, V. M., & Foxx, W. (2012). Apparel product 

attributes, web browsing, and e-impulse buying on shopping websites. 

Journal of Business Research, 65(11), 1583–1589. 

https://doi.org/10.1016/j.jbusres.2011.02.043 

Pramono, G. V., & Wibowo, D. H. (2020). Hubungan Self Monitoring Dengan 

Impulsive Buying Terhadap Produk Fesyen Pada Mahasiswi Rantau. 

Jurnal Psikologi Perseptual, 4(2), 103. 

https://doi.org/10.24176/perseptual.v4i2.3702 

Rahmasari, L. (2010). Menciptakan Impulse Buying.

 Majalah Ilmiah INFORMATIKA, 1(3), 56–68. 

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

189. https://doi.org/10.1086/209105 

Rose, S., Clark, M., Samouel, P., & Hair, N. (2012). Online Customer Experience 



93 

 

 

in e-Retailing: An empirical model of Antecedents and Outcomes. Journal 

of Retailing, 88(2), 308–322. https://doi.org/10.1016/j.jretai.2012.03.001 

Rozaini, N., & Ginting, B. A. (2019). Pengaruh Literasi Ekonomi Dan Kontrol 

Diri Terhadap Perilaku Pembelian Impulsif Untuk Produk Fashion. 

Niagawan, 8(1), 1. https://doi.org/10.24114/niaga.v8i1.12795 

Russell-bennett, R. (2007). Involvement , satisfaction , and brand loyalty in a 

small business services setting. April 2022. 

https://doi.org/10.1016/j.jbusres.2007.05.001 

Sharma, P., Sivakumaran, B., & Marshall, R. (2010). Impulse buying and variety 

seeking: A trait-correlates perspective. Journal of Business Research, 

63(3), 276–283. https://doi.org/10.1016/j.jbusres.2009.03.013 

Spiteri Cornish, L. (2020). Why did I buy this? Consumers’ post-impulse- 

consumption experience and its impact on the propensity for future 

impulse buying behaviour. Journal of Consumer Behaviour, 19(1), 36–46. 

https://doi.org/10.1002/cb.1792 

Srivastava, M., & Kaul, D. (2016). Exploring the link between customer 

experience-loyalty-consumer spend. Journal of Retailing and Consumer 

Services, 31, 277–286. https://doi.org/10.1016/j.jretconser.2016.04.009 

Stoel, L. (2012). Online apparel retailing : roles of e-shopping quality and 

experiential e-shopping motives delineate e-shopping quality 

dimensions ;23(2), 197–215. https://doi.org/10.1108/09564231211226114 

Sugiyono. (2015). Metode Penelitian Kombinasi (Mix Methods). 

Bandung: Alfabeta. 

Sugiyono. (2006). Sugiyono, Metode Penelitian Pendidikan Pendekatan 

Kuantitatif, Kualitatif dan R&D, Alfabeta : Bandung, 2006, hal. 3. Metode 

Penelitian Pendidikan Pendekatan Kuantitatif, Kualitatif Dan R&D, 22–

29. 

Urban, G. L., Sultan, F., Qualls, W. J., & Urban, G. L. (2000). Placing Trust at the 

Center of Your Internet Strategy. June 2014. 

Verhagen, T., & Van Dolen, W. (2011). The influence of online store beliefs on 

consumer online impulse buying: A model and empirical application. 

Information and Management, 48(8), 320–327. 

https://doi.org/10.1016/j.im.2011.08.001 

Verhoef, P. C., Lemon, K. N., Parasuraman, A., Roggeveen, A., Tsiros, M., & 

Schlesinger, L. A. (2009). Customer Experience Creation: Determinants, 

Dynamics and Management Strategies. Journal of Retailing, 85(1), 31–41. 

https://doi.org/10.1016/j.jretai.2008.11.001 



94 

 

 

Yap, & Ng, X. H. (2018). (2018). 기사 (Article) 와안내문 (Information) [. The 

Eletronic Library, 34(1), 1–5. 

Zhao, Y., Li, Y., Wang, N., Zhou, R., & Luo, X. R. (2021). A Meta-Analysis of 

Online Impulsive Buying and the Moderating Effect of Economic 

Development Level. 


