
 

SKRIPSI PENGARUH KUALITAS WEBSITE� LAILY RAMADHANI 

IR � PERPUSTAKAAN UNIVERSITAS AIRLANGGA 

DAFTAR PUSTAKA  

 
Adeelar, T., S, C., Lancendorfer, K. M., B, L., & Morimoto, M. (2003). Effects of 

Media Formats on Emotions and Impulse Buying Intent. Journal of 
Information Technology. 

Agrawal, S., & Sareen, S. A. (2006). Flash Sales- The Game Changer in Indian E-
Commerce Industry. International Journal of Advance Research and 
Innovation. 

Akram, U., Hui, P., Kaleem Khan, M., Tanveer, Y., Mehmood, K., & Ahmad, W. 
(2018). How website quality affects online impulse buying. Asia Pacific. 
Journal of Marketing and Logistics. 

APJII. (2017). Retrieved from Asosiasi Penyelenggara Jasa Internet Indonesia: 
https://apjii.or.id/survei 

Arikunto, S. (2013). Prosedur Penelitian: Suatu Pendekatan Praktik. Jakarta: 
Rineka Cipta. 

Barnes, S. J., & Vidgen, R. (2003). Measuring website quality improvements: A 
case study of the forum on strategic management knowledge exchange. . 
Industrial Management and Data Systems, 297-309. 

Bayley, G., & Nancarrow, C. (1998). Impulse purchasing: a qualitative exploration 
of the phenomenon. Qualitative Market Research: An International 
Journal. 

Beatty, S. E., & Ferrel, M. E. (1998). Impulse Buying: Modeling its Precursors. 
Journal of Retailing, 169-191. 

Belch, E. G., & Belch, M. A. (2018). Advertising and Promotion "An Integrated 
Marketing Communication Perspective. New York: McGraw-Hill. 

Blackwell, R. D., Miniard, P. W., & Engel, J. F. (2011). Consumer Behavior. Texas: 
Harcourt College Publishers. 

Blattberg, R. C., & Scott, A. N. (1990). Sales Promotion: Concepts, Methods and 
Strategies. New Jersey: Prentice-Hall. 

Blattberg, R. C., Briesch, R., & Fox, E. J. (1995). How Promotions Work. 
Marketing Science. 

Bratko, D., Butkovic, A., & Bosnjak, M. (2013). Twin study of impul-sive buying 
and its overlap with personality. Journal of Individual Differences . 



 

 SKRIPSI PENGARUH KUALITAS WEBSITE� LAILY RAMADHANI 

IR � PERPUSTAKAAN UNIVERSITAS AIRLANGGA 

Chandon, P., Wansink, B., & Laurent, G. (2000). A benefit congruency framework 
of sales promotion effectiveness. Journal of Marketing, 65-81. 

Chang, H. H., & Chen, S. W. (2008). The impact of online store environment cues 
on purchase intention: Trust and perceived risk as a mediator . Online 
Information Review, 818-841. 

Chen, T., & Lee, M. C. (2015). Personality antecedents of online buying 
impulsiveness. Journal of Economics . 

Childers, T. L., Carr, C. L., Peck, J., & Carsoni, S. (2001). Hedonic and Utilitarian 
Motivations for Online Retail Shopping Behavior. Journal of Retailing , 
511-535. 

Costa, P. T., & McCrae, R. R. (1988). Personality in Adulthood: A Six-Year 
Longitudinal Study of Self-Reports and Spouse Ratings on the NEO 
Personality Inventory. Journal of Personality and Social Psychology. 

Costa, P. T., & McCrae, R. R. (1990). Personality Disorders and The Five Factor 
Model of Personality. Journal of Personality Disorders. 

DeYoung, C. G., Hirsh, J. B., Shane, M. S., Papademetris, X., Rajeevan, N., & 
Gray, J. R. (2010). Testing Predictions From Personality Neuroscience. 
Psychological Science. 

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

Durie, B. (2001). e-Business. Wanchai, Hongkong: Grolier International, Inc. 

Elliott, M. T., & Speck, P. S. (2005). Factors that affect attitude toward a retail web 
site. Journal of Marketing Theory and Practice, 40-51. 

Eysenck, H. J., & Eysenck, M. W. (1985). Personality and Individual Differences. 
New York: Plenum Press. 

Ferdinand, A. (2005). Structural Equation Modeling Dalam Penelitian Manajemen. 
Semarang: BP UNDIP. 

Floh, A., & Medlberger, M. (2013). The Role of Atmospheric Cues in Online 
Impulse Buying Behavior. Electronic Commerce Research and 
Applications, 45-439. 

Garson, G. D. (2016). Partial Least Squares: Regression and Structural Equation 
Models. Nort Country: Statistical Associates Publishers . 

Ghozali, I., & Latan, H. (2014). ). Partial Least Square : Konsep, Teknik dan 
Aplikasi SmartPLS 2.0 M3. Semarang: Badan Penerbit Universitas 
Dipenogoro. 



 

 SKRIPSI PENGARUH KUALITAS WEBSITE� LAILY RAMADHANI 

IR � PERPUSTAKAAN UNIVERSITAS AIRLANGGA 

Hair , J., Hult, T. M., Ringle, C., & Sarstedt, M. (2017). A Primer on Partial Least 
Squares Structural Equation Modeling (PLS-SEM). Melbourne: SAGE. 

Herabadi, A. G., Verplanken, B., & Van Knippenberg, A. (2009). Consumption 
experience of impulse buying in Indonesia: Emotional arousal and 
hedonistic considerations. Asian Journal of Social Psychology, 20-31. 

Hoffman, D. L., & Novak, T. P. (1996). Marketing in Hypermedia Computer-
Mediated Environments: Conceptual Foundations. Journal of Marketing, 
50-68. 

Hsin Chang, H., & Wen Chen, S. (2008). The impact of online store environment 
cues on purchase intention. Online Information Review. 

Huang, H. C., Chang, Y. T., Yeh, C. Y., & Liao , C. W. (2014). Promote the price 
promotion. Journal of Contemporary Hospitality Management. 

Huizingh, E. K. (2000). The content and design of web sites: an empirical study. 
Information and Management, 123-134. 

John, O. P., & Srivastava, S. (1999). The Big Five Trait Taxonomy: History, 
Measurement, and Theoretical Perspectives. New York: Guilford. 

John, O. P., Robins, R. W., & Pervin, L. A. (2008). Handbook of Personality. New 
York : The Guildford Press. 

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

Koch, O. F., & Benlian , A. (2015). Promotional Tactics for Online Viral Marketing 
Campaigns: How Scarcity and Personalization Affect Seed Stage Referrals. 
Journal of Interactive Marketing. 

Koski, N. (2004). Impulse buying on the internet: encouraging and discouraging 
factors. Frontiers of E-Business Research. 

Kotler, P., & Keller, K. L. (2016). Marketing Management. New Jersey: Pearson 
Pretice Hall, Inc. 

Laras, A. A. (2018, October 23). Tiga Celah Pengembangan E-Commerce di 
Indonesia. Retrieved from Katadata.co.id: 
https://katadata.co.id/analisisdata/2018/10/23/tiga-celah-pengembangan-e-
commerce-di-indonesia 

LaRose, R., & Eastin, M. S. (2002). Is Online Buying Out of Control? Electronic 
Commerce and Consumer Self Regulation. Journal of Broadcasting and 
Electronic Media. 



 

 SKRIPSI PENGARUH KUALITAS WEBSITE� LAILY RAMADHANI 

IR � PERPUSTAKAAN UNIVERSITAS AIRLANGGA 

Larsen, R., & Buss, D. M. (2010). Personality psychology: Domains of knowledge 
about human nature. New York: McGraw-Hill. 

Larson, A. J., & Sachau, D. A. (2008). Effects on Incentives and the Big Five 
�����	
��
�� ����	���	�� �	� �	
��	�
� �
	�����
��� �

�	���� International 
Journal of Market Research. 

Leong, L., Jaafar, N., & Sulaiman , A. (2017). Understanding impulse purchase in 
Facebook commerce: does Big Five matter? Internet Research , 786-818. 

Li, L., Peng, M., Jiang, N., & Law, R. (2017). An empirical study on the influence 
of economy hotel website quality on online booking intentions. 
International Journal of Hospitality Management. 

Liao, S. L., Shen, Y. C., & Chu, C. H. (2009). The effects of sales promotion 
strategy, product appeal and consumer traits on reminder impulse buying 
behaviour. International Journal of Consumer Studies, 274-284. 

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

Loaicono, E. T., Watson, R. T., & Goodhue, D. L. (2002). Webqual: A Measure of 
Website Quality. Marketing Educators's Conference: Marketing Theory 
and Applications, 432-437. 

Loiacono, E. T., Watson, R. T., & Goodhue, D. L. (2007). WebQual: An Instrument 
for Consumer Evaluation of Web Sites. International Journal of Electronic 
Commerce, 51-87. 

Marketing.co.id. (2016). 12 Karakter Unik Konsumen Indonesia. Retrieved from 
https://marketing.co.id/12-karakter-unik-konsumen-indonesia/ 

Mona, A., Sepiden, F., & Seyed, M. S. (2013). Linking trust, perceived website 
quality, privacy protection, gender and online purchase intentions. IOSR J. 
Bus. Manage, 63-72. 

Mooradian, T. A., & Swan, S. K. (2006). Personality and Culture:The Case of 
National Extraversion and Word of Mouth. Journal of Business Research. 

Morissan. (2012). Metode Penelitian Survei. Jakarta: Prenadamedia Group. 

Mudassir. (2018). Para E-Commerce, Perhatikan Hal Ini Jelang Diskon Akhri 
Tahun. Retrieved from 
https://entrepreneur.bisnis.com/read/20181120/88/861465/para-e-
commerce-perhatikan-hal-ini-jelang-diskon-akhri-tahun- 



 

 SKRIPSI PENGARUH KUALITAS WEBSITE� LAILY RAMADHANI 

IR � PERPUSTAKAAN UNIVERSITAS AIRLANGGA 

Peck, J., & Childers, T. L. (2006). If I touch it I have to have it: Individual and 
environmental influences on impulse purchasing. Journal of Business 
Research. 

Pervin, L. A., & John, O. P. (2005). Personality: Theory and Research. New Jersey: 
Wiley. 

Piccoli, G., & Dev, C. S. (2012). Emerging Marketing Channels in Hospitality: A 
Global Study of Internet-Enabled Flash Sales and Private Sales. The Center 
for Hospitality Research (CHR). 

Pradita, A. A. (2019, January 6). Pertumbuhan Pangsa Pasar E-Commerce di 
Indonesia Saat Ini. Retrieved from Indonesiana: 
https://www.indonesiana.id/read/130263/pertumbuhan-pangsa-pasar-e-
commerce-di-indonesia-saat-ini# 

Raghubir, P., & Corfman, K. P. (1995). When Do Price Promotions Signal Quality? 
the Effect of Dealing on Perceived Service Quality. Advances in Consumer 
Research. 

Rahayu, N. (2019, Maret 26). Retrieved from Warta Ekonomi: 
https://www.wartaekonomi.co.id/read216302/pertumbuhan-e-commerce-
pesat-di-indonesia.html 

Rahayu, N. (2019, February 19). Pertumbuhan E-Commerce Pesat di Indonesia. 
Retrieved from Wartaekonomi: 
https://www.wartaekonomi.co.id/read216302/pertumbuhan-e-commerce-
pesat-di-indonesia.html 

Ranganathan, C., & Ganapathy, S. (2005). Key dimensions of business-to-
consumer web sites. Information and Management, 457-465. 

Rezaei, S. (2016). Online impulse buying of tourism products The role of web site 
personality, utilitarian and hedonic web browsing. Journal of Hospitality 
and Tourism Technology. 

Richins, M. L., & Dawson, S. (1992). A Consumer Values Orientation for 
Materialism and Its Measurement: Scale Development and Validation. 
Journal of Consumer Research . 

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

Rook, D. W., & Fisher, R. J. (1995). Normative Influences on Impulse Buying 
Behavior. Journal of Consumer Research. 

Rosyadi, M. I. (2018). Ini Alasan Orang Indonesia Hobi Belanja Flash Sale. 
Retrieved from Detikinet: https://inet.detik.com/consumer/d-4230403/ini-
alasan-orang-indonesia-hobi-belanja-flash-sale 



 

 SKRIPSI PENGARUH KUALITAS WEBSITE� LAILY RAMADHANI 

IR � PERPUSTAKAAN UNIVERSITAS AIRLANGGA 

Santoso, S. (2014). Statistik Multivariat, Edisi Revisi, Konsep dan Aplikasi dengan 
SPSS. Jakarta: PT. Alex Media Komputindo. 

Schiffman, G., & Kanuk, L. (2008). Perilaku Konsumen. Jakarta: Indeks. 

Schiffman, L., & Wisenblit, L. (2015). Consumer Behavior. USA: Pearson 
Education. 

Sekaran, U. (2006). Metodelogi Penelitian untuk Bisnis. Jakarta: Salemba Empat. 

Shahjehan, A. (2012). The effect of personality on impulsive and compulsive 
buying behaviors. African Journal of Business Management. 

Sharma, G., & Lijuan, W. (2015). The effects of online service quality of e-
commerce websites on user satisfaction. The Electronic Library , 468-485. 

Sheng, S., Parker, A. M., & Nakamoto, K. (2007). The Effects of Price Discount 
and Product Complementarity on Consumer Evaluations of Bundle 
Components. Journal of Marketing Theory and Practice, 53-64. 

Shergill, G. S., & Chen, Z. (2005). Web-based shopping: Consumers attitude 
towards online shopping in New Zealand. Journal of Electronic Commerce 
Research, 78. 

Shopee.co.id. (2019). Tentang Kami. Retrieved from 
https://careers.shopee.co.id/about/ 

Singarimbun, M., & Effendi, S. (2006). Metode Penelitian Survei (Editor). Jakarta: 
LP3ES. 

Solomon, M. R. (2015). Consumer Behavior: Buying, Having and Being. New 
Jersey: Prentice-Hall. 

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

Sugiyono. (2019). Stastika untuk Penelitian. Bandung: Alfabeta. 

Sulyanto. (2018). Metode Penelitian Bisnis. Yogyakarta: CV. Andi Offset. 

Sunyoto, D. (2013). Metodologi Penelitian Akuntansi. Bandung: PT Refika 
Aditama Anggota Ikapi. 

Thionita, V. (2018, December 10). Siap Menyambut Harbolnas, Begini Konsep 
Flash Sale yang Benar. Retrieved from Finansialku.com: 
https://www.finansialku.com/konsep-flash-sale/ 

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. 



 

 SKRIPSI PENGARUH KUALITAS WEBSITE� LAILY RAMADHANI 

IR � PERPUSTAKAAN UNIVERSITAS AIRLANGGA 

Triwijanarko, R. (2018, September 4). Ini Kata Shopee, Lazada, dan Tokopedia 
Soal Efektivitas Promosi dan Diskon. Retrieved from Marketeers: 
https://marketeers.com/shopee-lazada-dan-tokopedia-soal-efektivitas-
promosi-dan-diskon/ 

Turkyilmaz, C. A., Erdem, S., & Uslu, A. (2015). The Effects of Personality Traits 
and Website Quality on Online Impulse Buying. Procedia-Social and 
Behavioral Sciences. 

Ulber, S. (2009). Metode Penelitian Sosial. Bandung : PT Refika Aditama. 

Verplanken, B., & Herabadi, A. (2001). Individual Differences in Impulse Buying 
Tendency: Feeling and No Thinking. European Journal of Personality. 

Walfajri, M. (2019, Maret 20). Retrieved from Kontan.co.id: 
https://industri.kontan.co.id/news/transaksi-harbolnas-2017-tembus-rp-47-
triliun 

Waluyo, M. (2007). Teknik Analisis Data Multivariat dengan Structural Equation 
Modelling (SEM). Journal of Industrial Engineering and Management. 

Wardhani. (2017). Tak Selamanya Barang Diskon Harus Dibeli. Ini Alasannya. 
Retrieved from Liputan6: 
https://www.liputan6.com/lifestyle/read/2923030/tak-selamanya-barang-
diskon-harus-dibeli-ini-alasannya 

Wei, L., Duan, X., Yang , Y., Liao, W., Gao, Q., Ding, J., & Chen, H. (2011). The 
synchronization of spontaneous BOLD activity predicts extraversion and 
neuroticism. Brain Research. 

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 Systems. 

Wold, H. (1985). Partial Least Squares. Encyclopedia of Statistical Sciences. 

Wolfinbarger, M., & Gilly, M. C. (2003). eTailQ: dimensionalizing, measuring and 
predicting etail quality. Journal of retailing, 183-198. 

Xu, Y., & Huang, J. S. (2014). Effects of Price Discounts and Bonus Packs on 
Online Impulse Buying. Social Behavior and Personality: An International 
Journal. 

Yusra, Y. (2018, February 02). Mengungkap Layanan E-Commerce Terpopuler di 
Indonesia. Retrieved from Daily Social: 
https://dailysocial.id/post/mengungkap-layanan-e-commerce-terpopuler-
di-indonesia 



 

 SKRIPSI PENGARUH KUALITAS WEBSITE� LAILY RAMADHANI 

IR � PERPUSTAKAAN UNIVERSITAS AIRLANGGA 

Yusra, Y. (2019, Maret 21). Retrieved from Dailysocial.id: 
https://dailysocial.id/post/mengungkap-layanan-e-commerce-terpopuler-
di-indonesia 

Zhang, X., Prybutok, V. R., & Koh, C. E. (2006). The Role of Impulsiveness in a 
TAM-Based Online Purchasing Behavior. Information Resources 
Management Journal. 

 

  


