
108 

 

 
 

BIBLIOGRAPHY 

Abshor, S. (2012). Pengaruh Consumer Ethnocentrism, Conspicuous Consumption, 

dan Product Judment Terhadap Willinges To Buy Pakaian Domestik Di 

Gresik. Skripsi. 

Afifurrahaman , M., & Saputri, M. E. (2021). Pengaruh Fashion Lifestyle and Self 

Image Terhadap Impluse Buying Pakaian Thrifting di Kota Bandung. e-

Proceeding of Management, 5958, Vol.8,No 5. 

Al-Dmour, R., Hammdan, F., Al-Dmour, H., Alrowwad, A., & Khwaldeh, S. M. 

(2017). The Effect of Lifestyle on Online Purchasing Decision for 

Electronic Service: The Jordania Flying E-Tickets Case. Asian Social 

Science, 13(11), 157-169. 

Allison , G. M. (2008). A Cross-Cultural Study of Motivation for Consuming 

Luxuries. Dissertation. 

Areiza-Padilla, J. A., & Puertas, M. A. (2021). Conspicuous Consumption in 

Emerging Markets: The Case of Starbucks in Colombia as Global and 

Sustainable Brand. Frontiers in Psycholgy, Vol. 12, 662950. 

Argan, M., Akylidiz, M., Argan, M. T., & Kaya, S. (2014). An Investigation on 

Conspicuous Consumption from Perspective of Sport Product. Ekonomika 

a management sportu, 125-130. 

Banta, M. (2007). The Theory of the Leisure Class. New York: Oxford Univeristy 

Press. 

Baron, R. A., & Byrne, D. (2005). Psychology Social. New York: Pearson 

Education. 

Bohra, D., Dhuria, D., Karwasra, D., & Kaushik, S. (2015). Conspicuous 

Consumption & Value Consciousness of Millenials (Study of Apparels and 

Mobile Handset Buying in Jaipur City). 

Burnasheva, R., & Suh, Y. S. (2020). The Influence of Social Media Usage, Self-

Image Congruity and Self-Esteem on Cospicuous Online Consmption 

Among Millenials. Korean Millennials. 

Coultas, J. C., & Leeuwen, E. J. (2015). Conformity: Definition, Types and 

Evolutionary Grounding. Evolutionary Perpective on Social Psychology, 

189-202. 

Devya. (2014). Hubungan citra diri dan perilaku konsumtif pada remaja putri yang 

memakai kosmetik wajah. Psikoborneo, Vol 2, No3 : 185-189. 



109 

 

 
 

Eksi, O., & Candan, F. B. (2018). The Effect of Lifestyle on Consicous 

Consumption. Current Debates in Business Studies. 

Fitzmaurice, C. J. (2015). International Encylopedia of the Social & Behavioral 

Sciences. In International Encylopedia of the Social & Behavioral Sciences 

(pp. 695-699). Boston: Elsevier LTD. 

Fortuna, M. L., & Zaini, A. (2021). Pengaruh Hedonic Shopping Motivation dan 

Promotion terhadap Impluse Buying (Studi pada Starbucks Kota Malang). 

Jurnal Aplikasi Bisnis, 165-168. 

Gale, J., Jhonson, R., & Hale, A. (2009). Conformity: The Effects of 

Misinformation Without Direct Sosial Pressure. The BYU Undergradute 

Journal of Psyhology, 5(1). 

Grzeskowiak, S., & Sirgy, M. J. (2008). Consumer Well-Being (CWB): The Effect 

of Self-Image Congruence, Brand-Communty Belongingess, Brand 

Loyalty, and Consumption Regency. ISQOLS, 289-304. 

Hair, J. J., Black, W. C., Basbin, B. J., & Anderson, R. E. (2014). Multivariate Data 

Analysis. Pearson. 

Hammerrl, M., & Kradisching, C. (2018). Conspicuous Consumption (Marketing 

and Economics). 

Herwaty, T., Tresna, P. W., & Hatiqah. (2019). The Influence of LIfestyle on the 

Process of Purchase Decision (A Study on Android User Community). 

Review of Integrative Business and Economics Research, 8(2), 344-351. 

Jamila, P., & Siregar, S. (2022). The Influence of Brand Image and Lifestyle on 

Purchase Decision. Almana : Jurnal Manajemen and Bisnis, Vol.6, 9-19. 

Karatas, E. (2011). Hedonic Consumption: Confirmation of The Scale and 

Analyzing The Effect of Demographic Factors and An Application in Izmir 

By Using Lisrel. Thesis. 

Klabi, F. (2019). To what extent do conspicuos consumption and status 

consumption reinforce the effect of self-image congruence on emotion 

brand attachment? Evidence from the KIngdom of Saudi Arabia. Journal of 

Marketing Analytics . 

Kosyu, D. A., Hidayat, K., & Abdillah, Y. (2014). Pengaruh Hedonic Shopping 

Motives Terhadap Shopping Lifestyle dan Impluse Buying (Survi pada 

Pelanggan Outlet Stradivarius di Galaxy Mall Surabaya). JAB, 14(2), 1-7. 

Kressman, F., Sirgy, M. J., Herrmann, A., Huber, F., Huber, S., & Lee, D.-J. (2006). 

Direct and Inderct Effects of Self-Image Congruence on Brand Loyalty. 

Business Research, 955-964. 



110 

 

 
 

Lee, L.-Y. (2019). Examining The Effect of Lifestyle, Motivation and Conformiirty 

on Expereince and Intention to Attend: A Case of Participant in The 

Running Eent. International Journal of Organization Innovation, Vol 11, 

No. 4, 85-95. 

Loh, M., Ahmad, M., Kadir, S. A., & Alam, S. S. (2015). Influence of Customer 

Values and Self-Image Congruity on Customer Behavior-Base CRM 

Performance. Management & Marketing Journal, 13(1). 

Madinga, N. W. (2016). Exploring Status Consumption in South Africa: a 

Literature review. Invesment Management and Financial Innovations, 

13(3), 131-136. 

Mahrunnisya, D., Indriayu, M., & Wardani, D. K. (2018). Peer Conformity Through 

Money Attitudes Toward Adolescence's Consumptive Behaviour. IJMMU, 

5(4), 30-37. 

Maukar, D. (2013). Hubungan Konformitas Remeja dan Indentitas Sosial dengan 

Brang Loyalty Pada Merek Starbucks Coffee Surabaya. Jurnal Ilmiah 

Mahasiswa Universitas Surabaya, Vol.2,No.2. 

Mayasari, L., & Wiadi, I. (2021). Purchasing Massive Prestige Brands: The 

Exploration of Consumer'Values Perceptions. ASEAN Marketing Journal, 

9(1), 1-17. 

Mehta, M., & Mehta, S. (2020). A Study of the Roots of Conpicuous Consumption 

and Conformism in India. International Journal of Reaserach in Business 

Studies, Vol.5 No.2 33-42. 

Melkisedek, M. H. (2017). Kafe sebagai Gaya Hidup Masyarakat Konsumerisme 

(Studi Kasus pada Starbucks). NIRMANA, Vol.17,No.1, 53-58. 

Mothersbugh, H. (n.d.). Consumer Behavior : Building Marketing Strategy. New 

York: McGraw-Hill/Irwin, a business unit of The McGraw-Hill Companies, 

Inc., . 

Nasab, M. H., Shojaee, V. S., & Moshkdanian, F. (2016). Investigation Factors 

Affection Conspicuous Consumption amoun Young People (Case Study: 

Students of Tehran University). IRJMS, 75-82. 

Pamungkas, H., & Rejeki, A. (2021). The Effect Between Peer Conformity and 

Self-Control on Hedonic Lifestyle. UMGESHIC, 1(2), 95-99. 

Perera, A. M., Jayasinghe-Mudalige, U. K., & Patabandhige, A. (2014). Culutural 

Meaning of Consumer Goods: Impact Of Cross Cultural Values on Motives 

For Consuming Conspicuous Goods in Sri Langka. SLJER, 2(1), 19-37. 



111 

 

 
 

Pratama, R., & Salim, A. (2017). Pengaruh Gaya Hidup dan Motivasi Hedonis 

Terhadap Pembelian Implusif Pada Starbucks Coffee. Manajemen 

Pemasaran, Volume 7, No.1. 

Priyanti, D., & Silaen, S. M. (2018). Pengaruh Kepercayaan Diri Dan Konformitas 

Teman Sebaya Terhadap Perilaku Merokok Siswa Kelas X SMA Negeri 70 

Jakarta. IKRAITH-HUMANIORA, 2(2), 100-108. 

Prof. Dr. Suliyanto, S. M. (2018). Metode Penelitian Bisnis. ANDI OFFSET. 

Rahayu, S., Zuhriyah, & Bonita, S. (2015). Pengaruh Gaya Hidup dan Persepsi 

Mahasiswa Terhadap Keputusan Pembelian Secara Online Di Kota 

Palembang. Jurnal Manajemen dan Bisnis Sriwijaya, 13(3), 283-299. 

Ratih, P. A., & Rahnatha, G. B. (2020). THE ROLE OF LIFESTYLE IN 

MODERATING THE INFLUENCE OF SALES PROMOTION AND 

STORE INFLUENCE OF SALES PROMOTION AND STORE . American 

Journal of Humanities and Social Science Research, 19-26, Volume 4, 

Isuue 2. 

Sirgy, M. J., Grewal, D., Mangleburg, T. F., Chon, K.-S., Johar, J. S., & Berkman, 

H. (1997). Assessing the Predictive Validity of Two Methods of Measuring 

Self-Image Congruence. Academy of Marketing Science, 25(3), 229-241. 

Sugiyono. (2016). Metode Penelitian Kuantitatif, Kualitatif, R&D. Bandung: 

IKAPI. 

Sunastiko, K. P., N.R.H, F., & Putra, N. A. (2013). Hubungan Antara Citra Diri 

(Self Image) dengan Perilaku Konsumtif Dalam Pembelian Produk 

Kosmetik Pada Mahasiswo Fakultas Hukum Universitas Diponegoro 

Semarang. Jurnal Empati, 2(3), 52-59. 

T, D., & Sobari, N. (2021). Conspicuous Consumption on Gen Z in Indonesia. 

Advances in Economic, Business and Management Researh, Volume 206. 

Tambuwun, M. (2016). Shopping Lifestyle as Interveing Relation Between 

Hedonic Motive and Gender on Impluse Buying. IJBFMR, 9-15. 

Topcu, U. C. (2018). COnspicous Consumption in Relation to Self-Esteem, Self 

Image and Social Status: An Empirical Study. In Economy, Finance and 

Business in Southesten and Central Eurpoe, 697-709. 

Veblen, T., & GALBRAITH, J. K. (1973). The theory of the leisure class (Vol. 

1899). Boston: Houghton Mifflin. 

Wei, R. (2006). Lifestyle and New Media: Adoption and Use of Wireles 

Communication Techologies in China. 8(6), 991-1008. 



112 

 

 
 

Widjiono, L. M., & Japarianto, E. (2019). Analisis Pengaruh Self Image Congruity, 

Retail Service Quality, dan Customer Percived Service Quality Terhadap 

Repurchase Intention Dengan Customer Stisfaction Sebagai Variabel 

Intervening di Broadway Babershop Surabaya. Jurnal Manajemen 

Pemasaran, 9(1), 35-42. 

Williams, D. M. (2019). Darwinian Hedonism and the Epidemic of Unhealthy 

Behavior. https://psycnet.apa.org/doi/10.1017/9781316275047. 

Yang, Y. (2013). Chinese Student Consuming Luxiers: To What Extent Do 

Motivation Influnce Luxury Purchase When Chinese Traditional Values 

Are Considered. Master Thesis of Culutral Economics and Culutural 

Entreneuship. 

Young-Ha, S., & You-Jin, H. (2013). Influence of Mass Media, Peers Effect amd 

Conformity on the Consumption-oriented Attitude and Conspicuous 

Consumption of Adolescent Consumer. Journal of Families and Better Life, 

31(5), 173-184. 

Zhu, X., Teng, L., Foti, L., & Yuan, Y. (2019). Using Self-Congruence Theory to 

Explain The Intercation Effect of Brand Type and Celebity Type on 

Consumer Attitude Formation. Journal of Business Research, 103, 301-309. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


