
56 
 

 
 

DAFTAR PUSTAKA 
 

Afrianto, W., Transistari, R., & Amallia, B. A. (2024). Pengaruh Merchanidising, 

Atmosfer Toko, Dan Promosi Terhadap Impulse Buying Pada Pelanggan 

Toko Progo Palagan. Jurnal Valuasi: Jurnal Ilmiah Ilmu Manajemen dan 

Kewirausahaan, 4(2), 433–448. https://doi.org/10.46306/vls.v4i2 

Akhilendra, S. P., & Aravendan, M. (2023). A Review on Apparel Fashion 

Trends, Visual Merchandising and Fashion Branding. Intelligent Information 

Management, 15(03), 120–159. https://doi.org/10.4236/iim.2023.153007 

Amita, A., Ahmad2, I., & Hinggo, H. T. (2023). Pengaruh Keragaman Produk, 

Harga, Dan Promosi Terhadap Impulse Buying Pada Produk Famys Concept 

Store Pekanbaru. Jurnal Ilmiah Mahasiswa Merdeka EMBA, 2(3), 137–149. 

Angelita, A., & Rachmi, A. (2021). Pengaruh Store Atmosphere Dan Keragaman 

Produk Terhadap Impulse Buying Di Miniso Lippo Plaza Sidoarjo. Jurnal 

Aplikasi Bisnis, 7(2), 65–68. 

Aprizal, & Sari, M. (2023). Pengaruh Keberagaman Produk Terhadap Impulse 

Buying Di Mr DIY Plaza Citra Pekanbaru. Jiabis: Jurnal Ilmu Administrasi 

Bisnis & Ilmu Sosial, 1(3), 83–93. 

Ariyanti, N., & Purba, A. (2023). Store Atmosphere, Diskon Harga dan Impulse 

Buying: Peran Mediasi Positive Emotion dalam Konteks Pengalaman 

Belanja. Jurnal Ilmiah Manajemen dan Bisnis, 24(2), 150–169. 

https://doi.org/10.30596/jimb.v24i2.17066 

Ayatina, W. P., & Sumarmi, S. (2020). Analisis Pengaruh Promosi Penjualan, 

Penataan Produk, dan Suasana Mall Terhadap Pembelian Tidak Terencana 

(Studi Kasus Ramayana Department Store Yogyakarta). JURNAL FOKUS, 

10(2). 

Badan Pusat Statistik Indonesia. (2020). Jumlah Penduduk menurut Wilayah, 

Klasifikasi Generasi, dan Jenis Kelamin, INDONESIA, 2020. Badan Pusat 

Statistik. https://sensus.bps.go.id/topik/tabular/sp2020/2/0/0 

Badan Pusat Statistik Indonesia. (2024). Jumlah Penduduk Menurut Kelompok 

Umur dan Jenis Kelamin, 2023. https://www.bps.go.id/id/statistics-

table/3/WVc0MGEyMXBkVFUxY25KeE9HdDZkbTQzWkVkb1p6MDkjM

w==/jumlah-penduduk-menurut-kelompok-umur-dan-jenis-kelamin--

2023.html?year=2023 

Basu, R., Paul, J., & Singh, K. (2022). Visual merchandising and store 

atmospherics: An integrated review and future research directions. Journal of 

Business Research, 151, 397–408. 

https://doi.org/10.1016/j.jbusres.2022.07.019 

Bhalla, S., & S, A. (2010). Visual Merchandising. Tata McGraw Hill Education 



57 
 

 
 

Private Limited. 

Chen, W. K., Chen, C. W., & Lin, Y. C. (2023). Understanding the influence of 

impulse buying toward consumers’ post-purchase dissonance and return 

intention: an empirical investigation of apparel websites. Journal of Ambient 

Intelligence and Humanized Computing, 14(11), 14453–14466. 

https://doi.org/10.1007/s12652-020-02333-z 

CNBC Indonesia. (2024). Belanja Kelas Menengah Turun, Peritel Minta 

Kenaikan PPN Ditunda. 

https://www.cnbcindonesia.com/news/20240904113052-8-568996/belanja-

kelas-menengah-turun-peritel-minta-kenaikan-ppn-ditunda 

detik.com. (2024). Mengenal Doom Spending, Istilah Populer di Kalangan Gen Z 

dan Milenial. https://www.detik.com/edu/detikpedia/d-7574414/mengenal-

doom-spending-istilah-populer-di-kalangan-gen-z-dan-milenial 

Djafarova, E., & Bowes, T. (2021). ‘Instagram made Me buy it’: Generation Z 

impulse purchases in fashion industry. Journal of Retailing and Consumer 

Services, 59(xxxx), 102345. https://doi.org/10.1016/j.jretconser.2020.102345 

Djafarova, E., & Foots, S. (2022). Exploring ethical consumption of Generation Z: 

Theory of Planned Behaviou. Young Consumers: Insight and Ideas for 

Responsible Marketers, 23(3), 413–431. 

https://doi.org/https://doi.org/10.1108/YC-10-2021-1405 

Fadhilah, M., Cahya, A. D., & Setiawan, H. (2023). Pengaruh Atmosfir Toko, 

Lokasi Toko Dan Display Produk Terhadap Keputusan Pembelian 

Konsumen Di Toko Kelontong Src Hendro. SCIENTIFIC JOURNAL OF 

REFLECTION : Economic, Accounting, Management and Business, 6(2), 

408–415. https://doi.org/10.37481/sjr.v6i2.664 

Fiana, I. A., & Putri, K. A. S. (2023). The Effect of Product Display and Digital 

Payment on Impulse Buying. Almana : Jurnal Manajemen dan Bisnis, 7(3), 

448–459. https://doi.org/10.36555/almana.v7i3.2179 

Firika, N., & Widyastuti. (2023). Pengaruh Product Diversity, Store Atmosphere, 

Dan Lokasi Terhadap Repurchase Intention Konsumen Pada Deliwafa Store 

Sidoarjo. Jurnal Ilmiah Wahana Pendidikan, 9(15), 491–502. 

Franjković, J., Botkuljak, M., & Dujak, D. (2022). THE INFLUENCE OF KEY 

FACTORS OF VISUAL MERCHANDISING ON IMPULSIVE BUYING. 

Logforum, 18(3), 297–307. 

https://doi.org/http://doi.org/10.17270/J.LOG.2022.732 

Ghozali, I. (2021). Aplikasi Analisis Multivariate Dengan Program IBM SPSS 26 

Edisi 10 (10 ed.). Badan Penerbit Universitas Diponegoro. 

Grandin, V., Jönsson, J., & Kessén, J. (2020). Approaches to sensory marketing 

strategies within the beauty retail stores in Sweden. 



58 
 

 
 

Herdiany, H. D., Utomo, C. W., Aryandha, P. N., & Jadi, A. (2022). Pengaruh 

Store Atmosphere, Display Product, Dan Price Discount Terhadap Impulse 

Buying. JCOMENT (Journal of Community Empowerment), 3(2), 98–109. 

https://doi.org/10.55314/jcoment.v3i2.257 

Hutapea, E., & Alexander, H. B. (2019). Lebih Ekspresif, Milenial Suka Warna 

Merah, Kuning, dan Biru. Kompas.com. 

https://properti.kompas.com/read/2019/01/17/164633521/lebih-ekspresif-

milenial-suka-warna-merah-kuning-dan-biru?utm_source=chatgpt.com 

IndustriKontan.Id. (2023). Peritel Asing Merajalela di Berbagai Pusat Belanja 

Indonesia, Ini Komentar Asosiasi. industri.kontan.id. 

https://industri.kontan.co.id/news/peritel-asing-merajalela-di-berbagai-pusat-

belanja-indonesia-ini-komentar-asosiasi 

Jakhar, R., Verma, D., Rathore, A. P. S., & Kumar, D. (2020). Prioritization of 

dimensions of visual merchandising for apparel retailers using FAHP. 

Benchmarking, 27(10), 2759–2784. https://doi.org/10.1108/BIJ-11-2019-

0497 

JatimTimes. (2024). Mengapa Toko Ritel KKV Ganti Nama Menjadi Oh!Some? 

Ini AlasannyaMengapa Toko Ritel KKV Ganti Nama Menjadi Oh!Some? Ini 

Alasannya. JatimTimes. 

https://jatimtimes.com/baca/317765/20240804/101400/mengapa-toko-ritel-

kkv-ganti-nama-menjadi-oh-some-ini-alasannya 

Junqun, L., & Ling, H. (2024). KK Group, which sells beauty products and 

snacks, made a profit last year and is seeking an IPO for the fourth time this 

year! Sina Finance. https://finance.sina.cn/stock/ywgg/2024-02-11/detail-

inahsfie0782965.d.html?from=wap 

Kearney.com. (2024). The 2023 Global Retail Development Index. 

https://www.kearney.com/industry/consumer-retail/global-retail-

development-index/2023-full-report 

KKGROUP. (2023). KKV. KKGROUP. https://www.kkgroup.cn/news-detail/192 

kkonline. (2024). Alamat Kantor. kkonline.com. 

https://kkonline.com/en/pages/alamat-

kantor?srsltid=AfmBOoqC0btZZ6jk8EE4ycTwVPNZcvVkc6_JuEaJdB9uuJ

z0PTfLfg67 

Kompas.com. (2022). Menilik Gaya Gen Z Berbelanja. 

https://jeo.kompas.com/menilik-gaya-gen-z-berbelanja 

Kotler dan Keller. (2012). Management & Marketing. In Journal of Clinical 

Orthodontics (Vol. 58, Nomor 1). 

Larassaty, L. (2023). Resmikan Gerai ke-50, Kini Sociolla Hadir Lebih Luas 

dengan Jangkau 30 Kota di Indonesia. soco.id. 

https://www.beautyjournal.id/article/gerai-ke-50-sociolla-di-30-kota 



59 
 

 
 

Lekaj, L., Kondić, L., & Fraculj, M. (2023). Research on attitudes toward 

minimalistic design in marketing communications. International journal of 

multidisciplinarity in business and science, 9(14), 5–14. 

https://doi.org/10.56321/ijmbs.9.14.5 

Nurudin. (2020). Analysis of the Effect of Visual Merchandising, Store 

Atmosphere and Sales Promotion on Impulse Buying Behavior. Journal of 

Digital Marketing and Halal Industry, 2(2), 167–177. 

https://doi.org/10.21580/jdmhi.2020.2.2.6283 

Oktaviani, S., Komariah, K., & Z., F. M. (2021). Keputusan Pembelian 

Berdasarkan Harga, Keragaman Produk dan Pengaruhnya. BUDGETING : 

Journal of Business, Management and Accounting, 2(2), 443–452. 

https://doi.org/10.31539/budgeting.v2i2.1753 

Palilingan, V. N., Hussein, A. S., & Prabandari, S. P. (2022). The Effect of 

Thematic Store Atmosphere on Impulse Buying Behavior Mediated by 

Affection and Impulse Buying Tendency. European Journal of Management 

Issues, 30(1), 58–65. https://doi.org/10.15421/192206 

Progres.Id. (2024). KKV Ganti Nama Jadi Oh!Some, Karyawan: Sekarang Jadi 

Milik Orang Lokal. Progres.id. https://progres.id/bisnis/kkv-ganti-nama-jadi-

ohsome-karyawan-sekarang-jadi-milik-orang-lokal.html 

Purnomo, A. G. B., & Tantra, T. (2024). Pengaruh Store Atmosphere, Sales 

Promotion, dan Hedonic Shopping Motivation terhadap Impulsive Buying 

dimediasi oleh Positive Emotional Response pada Toko Ritel Sepatu Kulit 

Lokal: Toko XYZ. Economic Reviews Journal, 3(2), 1177–1195. 

https://doi.org/10.56709/mrj.v3i2.368 

Rachmawati, K. D., & Patrikha, F. D. (2021). PENGARUH KERAGAMAN 

PRODUK DAN PROMOSI TERHADAP KEPUTUSAN PEMBELIAN DI 

PESEN KOPI KOTA BOJONEGORO PADA MASA PANDEMI COVID-

19. Jurnal Pendidikan Ekonomi: Jurnal Ilmiah Ilmu Pendidikan, Ilmu 

Ekonomi, dan Ilmu Sosial, 15(2), 182–189. 

https://doi.org/10.19184/jpe.v15i2.24590 

Rahayu, I. (2024). ENGARUH IN STORE DISPLAY, IMPULSE BUYING, 

DAN PERSONAL SELLING TERHADAP PURCHASE DECISION PADA 

UMKM FASHION SITI COLLECTION. JMBPreneur: Jurnal Manajemen, 

Bisnis, dan Kewirausahaan, 4(2), 25–38. 

Rahmawati, F., & Nurhadi. (2024). The Influence of Visual Merchandising, Store 

Atmosphere, and Sales Promotion on Impulse Buying For KKV Consumers 

at The Surabaya City Galaxy Mall. Jurnal Manajemen (Edisi Elektronik), 

15(2), 259–269. https://doi.org/10.32832/jm-uika.v15i2.16378 

Ramaiska, A. D., Lestari, A. P., Durrasuwawi, R. M., & Sanjaya, V. F. (2020). 

Pengaruh Visual Merchandising Dan Store Atmosphere Terhadap Impulse 

Buying Dengan Positive Emotion Sebagai Variabel Mediasi Pada Konsumen 



60 
 

 
 

Miniso Mall Kartini Bandar Lampung. Jurnal Manajemen Mandiri Saburai 

(JMMS), 4(4), 11–20. https://doi.org/10.24967/jmms.v4i4.1023 

retailnesia.id. (2024). KKV unveils new name: Oh!Some. @retailnesia.id. 

https://www.instagram.com/p/C-

G_QiKhnIO/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA== 

Riauni, M., Restuti, S., & Musfar, T. F. (2023). Pengaruh Keragaman Produk dan 

Harga Terhadap Impulse Buying Melalui Shopping Emotion. Jurnal 

Manajemen Pemasaran …, 02(1), 153–164. 

Rodrigues, R. I., Lopes, P., & Varela, M. (2021). Factos Affecting Impulse 

Buying Behavior of Consumers. Frontiers in Psichology, 12. 

https://doi.org/https://doi.org/10.3389/fpsyg.2021.697080 

Rusmiyati, Y., Pramono, E., & Atmini, N. D. (2020). Pengaruh Display Produk, 

Potongan Harga,Dan Bonus Pack terhadap Pembelian Impulsif di Indomaret 

Miroto Semarang. Jurnal Ilmiah Ekonomika & Sains, 1(2), 47–60. 

Shah, S. M. M., Sohu, J. M., Dakhan, S. A., Ali, R. S., Junejo, I., & Chouhan, I. 

M. (2021). The Reinvesting Impact of Promotional Activity and Store 

Atmosphere on Impulse Buying Behavior: The Mediating Role of Payment 

Facility. TEM Journal, 10(1), 221–225. https://doi.org/10.18421/TEM101-28 

Sinaga, Y. E., & Marpaung, N. (2023). Pengaruh Visual Merchandising dan 

Potongan Harga terhadap Impulse Buying (Studi Pada Konsumen Matahari 

Plaza Medan Fair). TRANSEKONOMIKA: Akuntansi, Bisnis dan Keuangan, 

3(1), 83–97. 

Solomon, M. R. (2018). Consumer Behavior Buying, Having, and Being Twelfth 

Edition. In Pearson Education India (Vol. 27, Nomor 23). Pearson Education 

Limited. 

Speand. (2024). Miniso Menghadirkan Miniso Pink dan Toko Besar, Jawaban 

untuk Oh!Some (KKV)? | RETAILITORY. speand.blogspot.com. 

https://speand.blogspot.com/2024/03/miniso-menghadirkan-miniso-pink-di-

indonesia.html 

Sugiyono. (2020). Metode Penelitian, Kuantitatif, Kualitatif, dan R&D (Edisi ke-

2). Alfabeta. https://online.anyflip.com/xobw/rfpq/mobile/index.html 

Suhardi, Y., Syachroni, A., Burda, A., & Darmawan, A. (2020). Pengaruh 

Keragaman Produk, Persepsi Harga, dan Kualitas Pelayanan Terhadap 

Keputusan Pembelian Konsumen. Jurnal STEI Ekonomi, 29(02), 17–30. 

https://doi.org/https://doi.org/10.36406/jemi.v29i2.340 

Suriansha, R., Bustomi, H., Herlina, E., & Iskandar, Y. (2022). The Effect of 

Visual Merchandising , Product Display and Store Atmosphere on Impulse 

Buying Customers of Ramayana Malang. Budapest International Research 

and Critics Institute-Journal (BIRCI-Journal), 14565–14573. 



61 
 

 
 

Suryani, I. (2023). Pengaruh Price Discount, Display Product, Store Atmosphere 

dan Shopping Emotion Terhadap Impulsive Buying (Studi Empiris Pada 

Pelanggan Alfamidi Super Rantepao). Jurnal Pendidikan Tambusai, 7(3), 

25718–25724. https://www.jptam.org/index.php/jptam/article/view/10722 

Telaumbauna, E. P., Rufianto, A., Junanto, T., & Suminar, A. (2023). Visual 

Effect Of Merchandising Store Atmosphere, Price Discount On Impulse 

Buying Behavior Of Ramayana Malang Customers. OIKONOMIA: Journal 

of Economics and Management Science, 1(1), 29–36. 

https://doi.org/10.59165/oikonomia.v1i1.13 

Vojvodić, K. (2019). Generation Z in Brick-and-Mortar Stores: a Review and 

Research Propositions. Business excellence, 12(3), 105–120. 

https://doi.org/10.22598/pi-be/2019.13.1.105 

  


