IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA

DAFTAR PUSTAKA

Adelaar, T., Susan, C., Karen, M.L., Byoungkwan, L., & Mariko, M. (2003).
Effects of Media Formats on Emotions and Impulse Buying Intent.
Journal of Information Technology, 18, 247-266.

Arikunto, S. (2007). Prosedur Penelitian: Suatu Pendekatan Praktik. Jakarta: PT
Rineka Cipta.

Baumeister, R. (2002). Yielding to Temptation: Self-Control Failure, Impulsive
Purchasing, and Consumer Behavior. Journal of Consumer Research, 28
(4), 670-676.

Beatty, S.E. & Ferrel, M. (1998). Impulse Buying: Modeling Its Precursors.

Journal of Retailing, 74 (2), 169-191.

Bellini, S., Cardinali, M.G., & Grandi, B. (2017). A Structural Equation Model of
Impulse Buying Behaviour in Grocery Retailing. Journal of Retailing and
Consumer.

Burns, A.C., & Bush, R. (2014). Marketing Research: Seventh Edition. Harlow,

Edinburg Gate: Pearson Education Limited.

Chan, T.K., Christy, M.K., & Zach, W.Y.L. (2017). The state of online impulse-
buying research: A literature analysis. Information & Management, 54, 204-
217.

Choi, G.Y. & Behm-Morawitz, E. (2017). Giving a new makeover to STEAM:
Establishing youtube beauty gurus as digital literacy educators through
messages and effects on viewers, Computers in Human Behavior, 7, 80-91.

Chung, N., Hyunae, L & Hyo, G. S. (2017). Consumers’ impulsive buying
behavior of restaurant products in social commerce. International Journal of
Contemporary Hospitality Management, 29 (2), 164-171.

Dehghani, M., Mojtaba, K. N., Iman, R., & Rasoul, S. (2016). Evaluating the
influence of YouTube advertising for attraction of young customers.
Computers in Human Behavior, 59, 165-172.

Dholakia, U.M. (2000). Temptation and resistance: an integrated model of

consumption impulse formation and enactment. Psychology & Marketing,
17 (11), 955-982.

Ding, Yue & Qiu, Lingyun .2017. The impact of celebrity-following activities on
endorsement effectiveness on microblogging platforms: A parasocial
interaction perspective. Nankai Business Review International, 8 (2), 158-
173

Eroglu, S.A., Machleit, K.A., & Davis, L.M. (2001). Atmospheric Qualities of
Online Retailing: A Conceptual Model and Implications. Journal of
Business Research, 54 (5), 177-184.

XVi

TESIS ANTESEDENT URGE TO ... VIVI RODLIYATUZ ZULFA



IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA

Ferdinand. (2005). MetodePenelitianManajemen. Edisi 2. Semarang: Badan
PenerbitUniversitasDiponegoro Semarang.

Floh, A., & Madlberger, M. (2013). The Role of Atmospheric Cues in Online
Impulse Buying Behavior. Electronic Commerce Research and
Applications, 12 (6), 425-439.

Franssen, E. (2015). Building brands on Youtube: Communication strategies of

three successful beauty vloggers.

Ghozali, 1. (2013). AplikasiAnalisis Multivariate dengan Program SPSS.
EdisiKetujuh. ~ Semarang:  Badan  PenerbitUniversitasDiponegoro
Semarang.

Ghozali, 1. (2014). Structural Equation Modeling: Metode Alternatif Dengan
Partial Least Squares (PLS). Semarang: Badan Penerbit Universitas
Diponegoro Semarang.

Hair, J.F., Black, W.C., Babin, B.J., & Anderson, R.E. (2010). Multivariate Data
Analysis: A Global Perspective, Seventh Edition. New Jersey: Pearson
Education, Inc.

Hajli, N. (2014). The role of social support on relationship quality and social
commerce. Technological Forecasting and Social Change, 87, 17-27.

Hawkins, D.l., dan Mothersbaugh, D.L. (2014). Consumer Behavior: Building
Marketing Strategy. 12th edition. USA: McGraw-Hill.

Heilman, C.M., Nakamoto, K., & Ambar, G.R. (2002). Pleasant Surprises:
Consumer Response to Unexpected In-Store Coupons. Journal of Marketing
Research, 39, 242-252.

Hoffner, C., & Buchanan, M. (2005). Young Adult’s Wishful Identification with
Television Characters: The Role of Perceived Similarity and Character
Attributes. Media Psychology, 7 (1), 325-351.

Holbrook, M.B., & Batra, R. (1987). Assessing the Role of Emotion as Mediators
of Consumer Responses to Advertising. Journal of Consumer Research,
14 (3), 404-420.

Horton, D., & Wohl, R,R. (1956). Mass communication and parasocial
interaction: observations on intimacy at a distance. Psychiatry, 19 (3),
215-229.

Huang, L. T. (2015). Flow and social capital theory in online impulse buying.
Journal of Business Research, 69(6), 2277-283.

Hsu, C.L., & Lin, J.C. (2008). Acceptance of Blog Usage: The Role of technology
acceptance, Social Influence and Knowledge Sharing Motivation.
Information and Management, 45 (1), 65-74.

Jones, M.A., Reynolds, K.A., Weun, S & Beatty, S.E. (2003). The Product-

specific Nature of Impulse Buying Tendency. Journal Business Research,
56 (7), 505-511.

XVii

TESIS ANTESEDENT URGE TO ... VIVI RODLIYATUZ ZULFA



IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA

Kankanhalli, A., Tan, B.C., & Wei, K. (2005). Contributing Knowledge to
Electronic Knowledge Repositories: An Empirical Investigation. Wei,
K.K. MIS Quarterly, 29 (1), 113-143
Kazempour, Y. and Lotfizadeh, F. (2017). The Impact of Situational Factors
(Store, Personal) on Urge to Buy Impulsively and Impulsive Buying
Behavior. European Journal of Business and Innovation Research, 5(4),
12-27.
Kim, J. B. (2012). An empirical study on consumer first purchase intention in
online shopping: Integrating initial trust and TAM. Electronic Commerce
Research, 12(2), 125-150.
Kim, J. and Lennon, S. J. (2013). Effects of reputation and website quality on
online consumers’ emotion, perceived risk and purchase intention: Based
on the stimulus-organism-response model. Journal of Research in
Interactive Marketing, 7(1), pp. 33-56.
Kim, H., & Song, J. (2010). The quality of word-of-mouth in the online shopping
mall. Journal of Research in Interactive Marketing, 4 (4), 376-390
Klimmt, C., Hartmann, T., & Schramm, H. (2006). Parasocial Interaction and
Relationship. In J. Bryant, & P. Vorderer (Eds.), Psychology of
entertainment (pp.291-313). Mahwah, NJ: Lawrence Erlbaum Associates.
Koufaris, M. (2002). Applying the Technology Acceptance Model and Flow
Theory to Online Consumer Behavior. Information Systems Research, 13
(2), 205-223.
Labrecque, L.I. 2014. Fostering Consumer—Brand Relationships in Social Media
Environments: The Role of Parasocial Interaction. Journal of Interactive
Marketing, 28, 134-148
Laros, F.J & Steenkamp, J.B. (2005). Emotions in consumer behavior: A
hierarchical approach. Journal of Business Research, 10, 1437-1445

Lee, J.E., & Watkins, B. (2016). YouTube vloggers' influence on consumer luxury
brand perceptions and intentions. Journal of Business Research, 69 (12),
5753-5760.

Liu, Y., Li, H., & Hu, F. (2013). Website Attributes in Urging Online Impulse
Purchase: An Empirical Investigation on Consumer Perceptions. Decision
Support System, 55 (3), 829-837.

Lucas, M. and Koff, E. (2017). Body image, impulse buying, and the mediating
role of negative affect. Personality and Individual Differences. 105, pp.
330-334.

Madhavaram, S.R., & Laverie, D.A. (2004). Exploring Impulse Purchasing on the
Internet. Advances in Consumer Research, 31 (1), 59-66.

Malhotra, N.K. (2010). Marketing Research: An Applied Orientation, Global
Edition, Sixth Edition. New Jersey: Person Education, Inc.

XViii

TESIS ANTESEDENT URGE TO ... VIVI RODLIYATUZ ZULFA


https://www.researchgate.net/scientific-contributions/29550241_Fleur_J_M_Laros
https://www.researchgate.net/journal/0148-2963_Journal_of_Business_Research
https://econpapers.repec.org/article/eeejbrese/

IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental
psychology. USA: The Massachusetts Institute of Technology.

Meloy, J.R., Sheridan, L., & Hoffman, J. (2008). Stalking, threatening, and
attacking public figures: A psychological and behavioral analysis. Oxford
University Press.

Mohan, G., Sivakumaran, B., & Sharma, P. (2013). Impact of Store Environment
on Impulse Buying Behavior. European Journal of Marketing. 47 (10),
1711-1732.

Monsuwe’, T.P., Benedict, G.C, & Ruyter, K. (2004). What drives consumers to
shop online? A literature review. International Journal of Service Industry
Management, 15 (1), 102-121.

Mummalaneni, V. (2005). An empirical investigation of Web site characteristics,
consumer emotional states and on-line shopping behaviors. Journal of
Business Research, 58 (4), 526-532

Parboteeah, D.V. (2005). A Model of Online Impulse Buying: An Empirical
Study. Doctoral Dissertation, Management, Information Systems, and
Entrepreneurship.

Parboteeah, D.V., Valacich, J.S., & Wells, J.D. (2009). The Influence of Website
Characteristics on a Consumer’s Urge to Buy Impulsively. Information
System Research. 20 (1), 60-78.

Park, E. J. et al. (2012). Apparel product attributes, web browsing, and e-impulse
buying on shopping websites. Journal of Business Research, 65(11),
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, 23(2), 58-68.

Pavlou, P.A. (2003). Consumer Acceptance of Electronic Commerce: Integrating
Trust and Risk with the Technology Acceptance Model. International
Journal of Electronic Commerce, 7 (3), 101-134.

Rook, D.W., & Fisher, R.J. (1995). Normative Influences on Impulsive Buying.
Journal of Consumer Research, 22(3), 305-313.

Rook, D.W., & Gardner, M.P. (1993). In the Mood: Impulse Buying’s Affective
Antecedents. Research in Consumer Behavior, 6 (7), 1-28.

Shang, R., Chen, Y.C., & Shen, L. (2005). Extrinsic versus intrinsic motivations
for consumers to shop online. Information and Management, 42, 401-413.

Shen, K.N., & Khalifa, M. (2012). System design effects on online impulse
buying. Internet Research, 22 (4), 396-425.

XiX

TESIS ANTESEDENT URGE TO ... VIVI RODLIYATUZ ZULFA


https://econpapers.repec.org/article/eeejbrese/
https://econpapers.repec.org/article/eeejbrese/
https://research.libraries.wsu.edu/xmlui/handle/2376/710
https://research.libraries.wsu.edu/xmlui/handle/2376/710

IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA

Sherman, E., Mathur, A., & Smith, R.B. (1997). Store Environment and
Consumer Purchase Behavior: Mediating Role of Consumer Emotions.
Psychology & Marketing, 14 (4), 361-378.

Stern, H. (1962). The Significant of Impulse Buying Today. Journal of Marketing,
26 (2), 59-62.

Stever, G,S., & Lawson, K. (2013). Twitter as a Way for Celebrities to
Communicate with Fans: Implications for the Study of Parasocial
Interaction. North American Journal of Psychology, 15 (2), 339-354.

Sun, H & Zhang, P. (2006). The Role of Affect in Information Systems Research:
A Critical Survey and A Research Model, in HCI in MIS (I): Foundations,
Zhang, P. and Galletta, D. (eds), Series of Advances in Management
Information Systems, Zwass, V. (editor-in-chief), M.E. Sharpe publisher.

Thompson, E.R., & Prendergast, G.P. (2015). The influence of trait affect and the
five-factor personality model on impulse buying. Personality and
Individual Differences, 76, 216-221.

Tsay, M. and Bodine, B. M. (2012). Exploring parasocial interaction in college
students as a multidimensional construct: Do personality, interpersonal
need, and television motive predict their relationships with media
characters?. Psychology of Popular Media Culture, 1(3), 185-200.

Venkatesh, V. (2000). Determinants of Perceived Ease of Use: Integrating
Control, Intrinsic Motivation, and Emotion in the Technology Acceptance
Model. Information System Research, 11 (4), 342-365.

Verhagen, T., & Van Dolen, W. (2011). The Influence of Online Store Belief on
Consumer Online Impulse Buying: A Model and Empirical Application.
Information and Management. 48 (8), 320-327.

Wasko, M.M., & Faraj, S. (2005).Why Should | Share? Examining Social Capital
and Knowledge Contribution in Electronic Networks of Practice.
Information Technologies and Knowledge Management, 29 (1), 35-57.

We Are Social and Hootsuite (2017). Digital in 2017: Southeast Asia Regional
Overview. Available at: https://wearesocial.com/special-reports/digital-
southeast-asia-2017.

Wells, J,D., Parboteeah, V., & Valacich, J,S. (2011). Online impulse
buying:understanding the interplay between consumer impulsiveness and
website quality. Journal of the Association for Information System. 12 (1),
32-56.

Wiyono, Gendro. (2011). Merancang Penelitian Bisnis Dengan Alat Analisis
SPSS 17.0 &Smart PLS 2.0. Edisi Pertama. Yogyakarta: UPP STIM
YKPN.

XX

TESIS ANTESEDENT URGE TO ... VIVI RODLIYATUZ ZULFA


http://www.belbuk.com/merancang-penelitian-bisnis-dengan-alat-analisis-spss-170-smartpls-20-p-23115.html?osCsid=d40d73001ae6deaa3f10623d2b572bd9
http://www.belbuk.com/merancang-penelitian-bisnis-dengan-alat-analisis-spss-170-smartpls-20-p-23115.html?osCsid=d40d73001ae6deaa3f10623d2b572bd9

IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA

Wu, I.L., Chen, KW., & Chiu, M.L. (2016). Defining Key Drivers of Online
Impulse Purchasing: A Perspective of Both Impulse Shopper and System
Users. International Journal of Information Management. 36 (3), 284-296.

Xiang, L., Xiabing Z., Lee, M. K.., & Zhao. D. (2016). Exploring consumers;
impulse buying behavior on social commerce platform: The role of
parasocial interaction. International Journal of Information Management,
36 (3), 333-347.

Youn, S. & R. J. Faber. (2000). Impulse Buying: Its Relation to Personality Traits
and Cues. Advances in Consumer Research, 27 (1), 179-185.

www.apjii.or.id diakses tanggal 9 januari 2018
https://ekonomi.kompas.com/read/2018/08/21/071600726/beauty-blogger--
vlogger berkembang-pesat-di-ranah-industri-kecantikan diakses tanggal 2 April
2019.

XXi

TESIS ANTESEDENT URGE TO ... VIVI RODLIYATUZ ZULFA


http://www.apjii.or.id/
https://ekonomi.kompas.com/read/2018/08/21/071600726/beauty-blogger--vlogger%20berkembang-pesat-di-ranah-industri-kecantikan
https://ekonomi.kompas.com/read/2018/08/21/071600726/beauty-blogger--vlogger%20berkembang-pesat-di-ranah-industri-kecantikan

