
 

34 

DAFTAR PUSTAKA 

 

Abdelsalam, S., Salim, N., Alias, R. A., & Husain, O. (2020). 

Understanding online impulse buying behavior in social 

commerce: a systematic literature review. IEEE Access, 8, 

89041-89058. 

Ahmaddien, I., & Susanto, B. (2020). EVIEWS 9 ANALISIS 

REGRESI DATA PANEL. Gorontalo: ideas Publishing.  

Akbar, M. I. U. D., Ahmad, B., ASIF, M. H., & Siddiqui, S. A. (2020). 

Linking emotional brand attachment and sales promotion to 

post-purchase cognitive dissonance: The mediating role of 

impulse buying behavior. The Journal of Asian Finance, 

Economics and Business, 7(11), 367-379. 

Albert, N. and Merunka, D. (2013), "The role of brand love in 

consumer‐ brand relationships", Journal of Consumer 

Marketing, Vol. 30 No. 3, pp. 258-266 

Apriwati Sholihat. 2018. Pengaruh Promosi Terhadap Keputusan 

Pembelian Di Krema Koffie. JOM FISIP. Vol. 5, No. 1. 

Bhatti, Anam dkk. (2020). Impact of Sales Promotion on Consumer 

Buying Behaviour: A Case of Garments Industry of Pakistan. 

International Journal of Advance Research in Engineering and 

Technology (IJARET), 11(10), 104-114. 

Blau, F. D., & Devaro, J. (2007). New Evidence on Gender Differences 

in Promotion Rates: An Empirical Analysis of a Sample of New 

Hires. Retrieved June 10, 2020 from: https:// 

digitalcommons.ilr.cornell.edu/articles/113. 

Bong, S. (2011). Pengaruh in-store stimuli terhadap impulse buying 

behavior konsumen Hypermarket di Jakarta. Ultima 

Management: Jurnal Ilmu Manajemen, 3(1), 31-52. 

Bowlby, J. (1977). The making and breaking of affectional bonds: I. 

Aetiology and psychopathology in the light of attachment 

theory. The British journal of psychiatry, 130(3), 201-210. 

Bozaci, I. (2020). The Effect of Boredom Proneness on Smartphone 

Addiction and Impulse Purchasing: A Field Study with Young 

Consumers in Turkey. The Journal of Asian Finance, 



35 

 
 

Economics and Business, 7(7), 509–517. 

https://doi.org/10.13106/ jafeb.2020.vol7.no7.509. 

Chen, W. K., Chen, C. K., & Silalahi, A. D. K. (2021, August). 

Understanding Consumers' Post-purchase Behavior by 

Cognitive Dissonance and Emotions in the Online Impulse 

Buying Context. In 2021 IEEE 22nd International Conference 

on Information Reuse and Integration for Data Science (IRI) 

(pp. 390-394). IEEE. 

Clinton, V., Seipel, B., van den Broek, P., McMaster, K. L., Kendeou, 

P., Carlson, S. E., & Rapp, D. N. (2014). Gender differences in 

inference generation by fourth‐grade students. Journal of 

Research in Reading, 37(4), 356-374. 

Djaslim, Saladin Yevis Marty Oesman. (2002). Intisari Pemasaran dan 

Unsur-Unsur Pemasaran. Bandung : Linda Karya. 

Dodoo, N. A., & Wu, L. (2019). Exploring the anteceding impact of 

personalised social media advertising on online impulse buying 

tendency. International Journal of Internet Marketing and 

Advertising, 13(1), 73-95. 

Festinger, L. (1957). A theory of cognitive dissonance, Evanston, IL: 

Row & Peterson. 

Giri, Reema. (2022). Impact of advertisement and hedonic consumption 

tendency on  

Griffin, J. (1995). Customer loyalty. Esensi. 

Graff, J., Kittipong S., & Vinit P. (2012).   Postpurchase Cognitive 

Dissonance   Evidence from the Mobile Phone  Market. Journal 

Technology  

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R.E. (2010). 

Multivariate Data Analysis (7th Edition). NJ: Prentice Hall. 

Hanifa, I. U., & Kusumawardhani, A. (2019). Analisis Pengaruh 

Keterikatan Merek, Identifikasi Merek, Dan Persepsi Nilai 

Terhadap Minat Menggunakan Kembali Branded Apps Pada 

Aplikasi Shopee Indonesia. Diponegoro Journal of 

Management, 8(4), 131-140. 



36 

 

Hoch, S. J., & Loewenstein, G. F. (1991). Time-Inconsistent 

Preferences and Consumer Self-Control. Journal of Consumer 

Research, 17(4), 492. https://doi.org/10.1086/208573. 

Iram, M., & Chacharkar, D. Y. (2017). Model of impulse buying 

behavior. BVIMSR’s Journal of Management Research, 9(1), 

45. 

Akbar , M. U., Ahmad, B., Asif, M. H., & Siddiqui, S. A. (2020). 

Linking Emotional Brand Attachment and Sales Promotion to 

Post-purcase Cognitive Dissonance: The Mediating Role of 

Impulse Buying Behavior. Journal of Asian Finance, 

Economics and Business, 367-379, Vol 7 No 11. 

Jamwal, M., & Pandey, A. C. (2016). Understanding the impact of 

Demographics on Post-purcase Cognitive Dissonance. Reseach 

Journal of Management Sciences, 5(4), 1-6. 

Karbasivar, A., & Yarahmadi, H. (2011). Evaluating effective factors 

on consumer impulse buying behavior. Asian Journal of 

Business Management Studies, 2(4), 174-181. 

Karkera, B. R., & Esaimani, V. (2021). Analysing the Cognitive 

Dissonance Behaviour of a Customer before Buying Products in 

Retail Stores. REVISTA GEINTEC-GESTAO INOVACAO E 

TECNOLOGIAS, 11(4), 5595-5608. 

Kaufmann, H. R., Loureiro, S. M. C., & Manarioti, A. (2016). 

Exploring   behavioural branding, brand love and brand co-

creation. Journal of Product & Brand Management. 

Kessous, A., Roux, E., & Chandon, J. L. (2015). Consumer–brand 

relationships: A contrast of nostalgic and non‐ nostalgic brands. 

Psychology & Marketing, 32(2), 187-202. 

Khawaja, L. (2018). Factors influencing Consumer Behavior toward 

Impulse Buying. International Journal of Business and 

Management, 6(6), 245-256. 

Kotler, P., & Keller, K. L. (2016). A framework for marketing 

management (p. 437). Boston, MA: Pearson. 

Kurnianingsih, W., & Sugiyanto, S. (2021). Pengaruh Kualitas Produk 

Dan Promosi Penjualan Terhadap Keputusan Pembelian Pada 

Pt. Nestle Indonesia. Proceedings Universitas Pamulang, 1(1). 

https://doi.org/10.1086/208573


37 

 
 

Lazim, N. A. M., Sulaiman, Z., Zakuan, N., Mas’od, A., Chin, T. A., & 

Awang, S. R. (2020, March). Measuring post-purchase regret 

and impulse buying in online shopping experience from 

cognitive dissonance theory perspective. In 2020 6th 

International Conference on Information Management (ICIM) 

(pp. 7-13). IEEE. 

Loveland, Karherine E dkk. (2010). Still Preoccupied with 1995: The 

Need to Belong and Preference for Nostalgic Products. Journal 

of Consumer Research, 37(3), 393–408. 

Menasco, M. B., & Hawkins, D. I. (1978). A field test of the 

relationship between cognitive dissonance and state anxiety. 

Journal of Marketing Research, 15(4), 650-655. 

Muhammad Imad Ud Din Akbar, Bilal Ahmad, Mirza Huzaifa Asif, 

Shahid Ali Siddiqui. (2020). Linking Emotional Brand 

Attachment and Sales Promotion to Post-purcase Cognitive 

Dissonance: The Mediating Role of Impulse Buying Behavior. 

Park, C. W., Macinnis, D. J., Priester, J., Eisingerich, A. B., & 

Iacobucci, D. (2010). Brand Attachment and Brand Attitude 

Strength: Conceptual and Empirical Differentiation of Two 

Critical Brand Equity Drivers. Journal of Marketing, 74(6), 1–

17. https://doi.org/10.1509/jmkg.74.6.1.  

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. 

Pezhman, R., Javadi, M. H. M., & Shahin, A. (2013). Analyzing the 

influence of ethical sales behavior on customers loyalty through 

customer satisfaction and trust in insurance company. 

International Journal of Academic Research in Business and 

Social Sciences, 3(9), 754. 

Qi, J. Y., Qu, Q. X., Zhou, Y. P., & Li, L. (2015). The impact of users’ 

characteristics on customer lifetime value raising: Evidence 

from mobile data service in China. Information Technology and  

Management, 16(4), 273–290. 

https://doi.org/10.1007/s10799014-0200-6. 

https://doi.org/10.1509/jmkg.74.6.1
https://doi.org/10.1007/s10799014-0200-6


38 

 

Raafi, G., & Martono, S. (2016). Pengaruh Promosi Terhadap Impuls 

Buying Dengan Gender Sebagai Variabel Dummy. Management 

Analysis Journal, 5(2). 

Rachmatan, R., & Natasha, T. (2018). Disonansi Pasca Pembelian 

Online Pada Mahasiswa. Jurnal Psikologi, 14(1), 95-101. 

Razieh, P dan MHM. Javadi. (2013). Analyzing the Influence of 

Ethical Sales Behavior on Customers Loyalty through Customer 

Satisfaction and Trust in Insurance Company.  

Rook, D. W., & Fisher, R. J. (1995). Normative influences on 

impulsive buying behavior. Journal of consumer research, 

22(3), 305-313. 

Rook, D. W., & Hoch, S. J. (1985). Consuming impulses. ACR North 

American Advances. 

Sarwono, J. (2010). Pengertian dasar structural equation modeling 

(SEM). Jurnal Ilmiah Manajemen Bisnis, 10(3), 173-182. 

Sugiyono. 2009. Metode Penelitian Pendidikan: Pendekatan 

Kuantitatif, Kualitatif, dan R&D. CV. ALFABETA : Bandung. 

Tifferet, Sidal and Ram Herstein. 2012. Gender differences in brand 

commitment, impulse buying, and hedonic consumption. 

Journal of Product & Brand Management.  

World Health Organization. "Gender and health". World Health 

Organization, https://www.who.int/health-

topics/gender#tab=tab_1. Diakses pada 07 Desember 2022. 

 


