
65 

 

 

 

DAFTAR PUSTAKA 

Aggarwal, P. dan Vaidyanathan, R., 2003. Use it or lose it: purchase acceleration 

effects of time-limited promotions. Journal of Consumer Behavior 2, 393–

403. 

Agung, M. 2009. Disonansi Kognitif Pada Mantan Narapidana Anak yang 

Bergabung Dalam LSM Sahabat Danik. Skripsi. Depok: Fakultas Psikologi, 

Universitas Indonesia 

Amaldoss, W. dan Jain, S., 2005. Pricing of conspicuous goods: a competitive 

analysis of social effects. Journal of Marketing Research 42, 30–42. 

Aronson, E., 1969. The Theory of Cognitive Dissonance: A Current Perspective. 

Advances in Experimental Social Psychology Volume 4, 1–34. 

Beaudoin, P., Lachance, M.J. dan Robitaille, J. 2003. “Fashion innovativeness, 

fashion diffusion and brand sensitivity among adolescents”, Journal of 

Fashion Marketing and Management, Vol. 7, January, pp. 23-30. 

Becker, G., 1991. A note on restaurant pricing and other examples of social 

influences on price. The Journal of Political Economy 99, 1109–1116. 

Bian, Xuemei dan Luiz Moutinho. 2011. The role of brand image, product 

involvement, and knowledge in explaining consumer purchase behaviour of 

counterfits. European Journal of Marketing. 45(1/2): pp: 191-216 

Biswas, A. dan Blair, E.A. 1991. "Contextual Effects of Reference Prices in Retail 

Advertisements”, Journal of Marketing, 55 (July), 1-12. 

Biswas, D. dan Grau, S.L. 2008. “Consumer choices under product option framing: 

loss aversion principles or sensitivity to price differentials?”, Psychology 

and Marketing, Vol. 25 No. 5, pp. 399-415. 

Blattberg, R.C., Briesch, R. dan Fox, E.J. 1995, “How promotions work?”, 

Marketing Science, Vol. 14 No. 3, pp. G122-32. 

Byers, J., Mitzenmacher, M., dan Zervas, G., 2011. Daily Deals: Prediction, Social 

Diffusion, and Reputational Ramifications. 

〈http://arxiv.org/pdf/1109.1530.pdf〉 (accessed 21.03.13). 



66 

 

 

 

Byun, S. dan Sternquist, B., 2012. Here today, gone tomorrow: consumer reactions 

to perceived limited availability. Journal of Marketing Theory and Practice 

20, 223–234. 

Campbell, D.T. dan Stanley, J.C. 1963. Experimental and Quasi-Experimental 

Designs for Research. Boston, USA: Houghton Mifflin Company. 

Campbell, L. dan Diamond, W. 1990. Framing and sales promotions: the 

characteristics of a “good deal”. Journal of Consumer Marketing 7, 25–31. 

Carlson, J. R., & Kukar-Kinney, M. 2018. Investigating discounting of discounts in 

an online context: The mediating effect of discount credibility and 

moderating effect of online daily deal promotions. Journal of Retailing and 

Consumer Services, 41, 153–160.  

Chandon, P., Wansink, B. dan Laurent, G. 2000. “A benefit of congruency 

framework of sales promotions effectiveness”, The Journal of Marketing, 

Vol. 64 No. 4, pp. 65-81. 

Chaiken, S., 1987. The heuristic model of persuasion. In: Zanna, M., Olsen, J., 

Herman, C. (Eds.), Social Influences: The Ontario Symposium vol. 5, pp. 

3–39. 

Chen, S.F., Monroe, K. dan Lou, Y.C. 1998. “The effects of framing price 

promotion messages on consumers’ perception and purchase intentions”, 

Journal of Retailing, Vol. 73 No. 3, pp. 353-72. 

Compeau, L. D., dan Grewal, D. 1998. Comparative Price Advertising: An 

Integrative Review. Journal of Public Policy and Marketing, 17(2), 257–

273. 

Darke, P.R. dan Freedman, J.L. 1993. “Deciding whether to seek a bargain: effects 

of both amount and percentage off”, Journal of Applied Psychology, Vol. 

78, pp. 960-5. 

Della Bitta, A.J. dan Monroe, K.B. 1980. “A multivariate analysis of the perception 

of value from retail price advertising”, Advances in Consumer Research, 

Vol. 8, pp. 161-5. 



67 

 

 

 

Della Bitta, A., Monroe, K. dan McGinnis, J. 1981. “Consumer perception of 

comparative price advertisements”, Journal of Marketing Research, Vol. 18 

No. 4, pp. 416-27. 

Dodson, J.A., Tybout, A.M. dan Sternthal, B. 1978. “Impact of deals and deal 

retraction on brand switching”, Journal of Marketing Research, Vol. 15, 

February, pp. 72-81. 

Diamond, W.D. 1992. “Just what is a ‘dollar’s worth’? Consumer reactions to price 

discounts versus extra product promotion”, Journal of Retailing, Vol. 68 

No. 3, pp. 254-70. 

Drozdenko, R. dan Jensen, M., 2005. Risk and maximum acceptable discount 

levels. Journal of Product and Brand Management 14, 264–270. 

Edelman, B., Jaffe, S., Kominers, S., 2010. To Groupon or Not to Groupon: The 

Profitability of Deep Discounts. 〈http://papers.ssrn.com/sol3/papers.cfm? 

abstract_id=1727508〉 (accessed 21.03.13). 

Elppas. 2018. Apa Itu Flash Sale? Di https://www.elppas.com/2018/01/apa-itu-

flash-sale.html (di akses 11 Mei 2019) 

Festinger, L. 1957. A Theory Of Cognitive Dissonance, Stanford, CA: Stanford 

University Press. 

Frisch, D. 1993. “Reasons for framing effects”, Organizational Behavior and 

Human Decision Processes, Vol. 54 No. 3, pp. 399-429. 

Gilbert, D.C. dan Jackaria, N. 2002. “The efficacy of sales promotions in UK 

supermarkets: a consumer view”, International Journal of Retail and 

Distribution, Vol. 30 No. 6, pp. 315-22. 

Gravetter, J. Frederick dan Forzano, lori-Ann B. 2012. Research Methods For The 

Behavioral Sciences. 4e. 20 Davis Drive, Belmont: Linda Schrelber-

Ganster. 

Greenleaf, E. 1995. “The impact of reference price effects on the profitability of 

price promotions”, Marketing Science, Vol. 14 No. 1, p. 82. 

Grewal, D., Krishnan, R., Baker, J. and Borin, N. (1998). The effect of store name, 

brand name and price discounts on consumers' evaluations and purchase 

intentions. Journal of retailing, 74(3), 331-352 

https://www.elppas.com/2018/01/apa-itu-flash-sale.html
https://www.elppas.com/2018/01/apa-itu-flash-sale.html
https://www.blogger.com/null
https://www.blogger.com/null


68 

 

 

 

Gudono. 2017. Analisis Data Riset Eksperimen. IKAPI, Yogyakarta: BPFE-

Yogyakarta. 

Guerreiro, R., Santos, A., da Silveira Gisbrecht, J.A. dan Ong, B. 2004. “Cost 

implications of bonus pack promotions versus price discounts”, American 

Business Review, June, pp. 72-81. 

Gupta, S. dan Cooper, L., 1992. The discounting of discounts and promotion 

thresholds. Journal of Consumer Research 19, 401–411. 

Hahn, M., Lawson, R. and Lee, Y.G. (1992). The effects of time pressure and 

information load on decision quality. Psychology & Marketing, 9(5), 365-

378. 

Harlam, B., Krishna, A., Lehmann, D. dan Mela, C., 1995. Impact of bundle type, 

price framing and familiarity on purchase intention for the bundle. Journal 

of Business Research 33, 57–66. 

Hartley, S.W. dan Cross, J. 1988. “How sales promotion can work for and against 

you”, The Journal of Consumer Marketing, Vol. 5 No. 3, pp. 35-42. 

Hogg, M.K., Bruce, M. dan Hill, A.J. 1999. “Brand recognition and young 

consumers”, Advances in Consumer Research, Vol. 26, January, pp. 671-4. 

Hogg, M.A. dan Vaughan G.M. 2005. Social Psychology, 4th edition. British 

Library Cataloguing in Publication Data 

Huang, J., dan Chen, Y., 2006. Herding in online product choice. Psychology and 

Marketing, 23(5), 413–428.  

Inman J.J., McAllister L., dan Hoyer W. 1990. Promotional signal: proxy for a price 

cut. J Consum Res 1990;17:74 – 81 (June). 

Jin, B. dan Gu Suh, Y. 2005. Integrating effect of consumer perception factors in 

predicting private brand purchase in a Korean discount store context. 

Journal of Consumer Marketing, 22(2), 62–71. 

Jung, J. dan Kellaris, J. 2004. Cross-national differences in proneness to scarcity 

effects: the moderating roles of familiarity, uncertainty avoidance, and need 

for cognitive closure. Psychology and Marketing 21, 739–753. 



69 

 

 

 

Kalwani, M. dan Yim, C.K. 1992. “Consumer price and promotion expectations: 

an experimental study”, Journal of Marketing Research, Vol. 29 No. 1, pp. 

90-100. 

Kastanakis, M., dan Balabanis, G., 2012. Between the mass and the class: 

antecedents of the “bandwagon” luxury consumption behavior. Journal of 

Business Research 65, 1399–1407. 

Kim, Byungsoo dan Ingoo Han. 2011. “The role of utilitarian and hedonic values 

and their antecedents in a mobile data service environment”. Expert Systems 

with Applications 38, pp. 2311–2318. 

Kinnear, Thomas C. dan  James R. Taylor, 1995. Marketing Research: An Applied 

Approach. McGraw Hill Text. 

Kirmani, A., dan Rao, A.R., 2000. No Pain, No Gain: A critical review of the 

literature on signaling unobservable product quality. Journal of Marketing. 

66-79. 

Putrevu, S. and Ratchford, B.T. (1998). A model of search behavior with an 

application to grocery shopping. Journal of Retailing, 73(4), 463-486. 

Kothari, C.R. 2004. Research Methodology: Methods and Techniques. Daryaganj, 

New Delhi: New Age International (P) Limited, Publishers. 

Kotler, P., dan Keller, K.L., 2003. Manajemen Pemasaran Edisi 12, Cetakan III, 

Alih Bahasa oleh Benyamin Molan. 

Kotler, Philip. 2007. Marketing Management. 11th. Jilid satu. Terjemahan, Jakarta: 

PT.Prenhallindo. 

Kotler, Phillip dan Kevin Lane Keller. 2009. Manajemen Pemasaran. Jilid 1, 13 ed. 

Jakarta: Erlangga. 

Krishna, A., Briesch, R., Lehmann, D., dan Yuan, H., 2002. A meta-analysis of the 

impact of price presentation on perceived savings. Journal of Retailing 78, 

101–118. 

Kukar-Kinney, M., Scheinbaum, A. C., dan Schaefers, T. 2016. Compulsive buying 

in online daily deal settings: An investigation of motivations and contextual 

elements. Journal of Business Research, 69(2), 691–699. 



70 

 

 

 

Leibenstein, H. 1950. Bandwagon, Snob, dan Veblen Effects in the Theory of 

Consumers' Demand. The Quarterly Journal of Economics, 64, 183-207. 

Leone, R.P. dan Srinivasan, S.S. 1996. “Coupon face value: its impact on brand 

sales, coupon redemption, and brand profitability”, Journal of Retailing, 

Vol. 72, Fall, pp. 273-90. 

Li, N. dan Zhang, P. 2002. Consumer Online Shopping Attitudes and Behavior: An 

Assessment of Research, 508-517. 

Lin, Yu-Fan; Liang, Ting-Peng; Teh, Pei-Lee; and Lai, Chia-Yin, "Can Time 

Pressure and Discount Strategy of Mobile Coupons Affect Consumers’ 

Purchase Intention". 2015. PACIS 2015 Proceedings. 62. 

Lin, Long Yi dan Chun-Shuo Chen. 2007. The Influence of The Country-Of-Origin 

Image, Product Knowledge and Product Involvement On Consumer 

Purchase Decisions: Empirical Study Of Insurance and Catering Services in 

Taiwan. Journal of Counsumer Marketing 

Liyanarachchi, G. A. dan Milne, M. J. 2005. Comparing the Investment Decisions 

of Accounting Practitioners and Students: an Empirical Study on The 

Adequacy of Student Surrogates. Accounting Forum. Vol.29. Issue 2. 2005: 

121-135 

Liyanarachchi, G. dan Newdick, C. 2009. The Impact of Moral Reasoning and 

Retaliation on Whistleblowing: New Zealand Evidence. Journal of Business 

Ethics, (2009) 89: 37-57 

Madan, V. dan Suri, R., 2001. Quality perception and monetary sacrice: a 

comparative analysis of discount and fixed prices. Journal of Product and 

Brand Management 10, 170–184. 

Marshall, R. dan Leng, S., 2002. Price threshold and discount saturation point in 

Singapore. Journal of Product and Brand Management 11, 147–159. 

Marzuki. 2005. Metodologi Riset (Panduan Penelitian Bidang Bisnis dan Sosial). 

Sleman, Yogyakarta: EKONISIA. 

Metzger, M., Flanagin, A., dan Medders, R., 2010. Social and heuristic approaches 

to credibility evaluation online. Journal of Communication 60, 413–439. 

 



71 

 

 

 

Mingyang Zhang, Juliang Zhang, T.C.E. Cheng , Guowei Hua. 2018. “Why and 

How do Branders Sell New Products on Flash Sale Platforms?”, European 

Journal of Operational Research. 

Mobley, Mary F., William O. Bearden, dan Jesse E. Teel. 1988. "An Investigation 

of Individual Responses to Tensile Price Claims," Journal of Consumer 

Research, 15 (September), 273-279. 

Monroe, K.B., 1990. Pricing, Making Profitable Decissions, Second Edition, 

McGraw-Hill, New York. 

Monroe, K. B. dan Krishnan, R. 1985. The Effect of Price on Subjective Product 

Evaluation, In Jacob and Jerry C. Olson (Eds.), Perceived Quality: How 

Consumers View Stores and Merchandise. 

Moore, D. dan Olshavsky, R., 1989. Brand choice and deep price discounts. 

Psychology and Marketing 6, 181–196. 

Neuman, W.L. 2014. Social Research Methods: Qualitative and Quantitative 

Approaches. Seventh Edition. Edinburgh Gate, Harlow: Pearson Education 

Limited.  

Kahneman, D. dan Tversky, A. 1979. “Prospect theory: an analysis of decision 

under risk”, Econometrica, Vol. 47 No. 2, pp. 263-91. 

Khaldoon Nusair, Hae Jin Yoon, Sandra Naipaul, dan H.G. Parsa, 2010. "Effect of 

price discount frames and levels on consumers' perceptions in low‐end 

service industries", International Journal of Contemporary Hospitality 

Management, Vol. 22 Issue: 6, pp.814-835 

Ong, B. 1999. Determinants of purchase intentions and stock-piling tendency of 

bonus packs. American Business Review 17, 57–64. 

Park, Cheol. 2006. “Hedonic and utilitarian values of mobile internet in Korea”. Int. 

J. Mobile Communications, Vol. 4, No. 5, 2006. 

Parsons, A.G. 2014. Deal is on! Why people buy from daily deal websites. Journal 

of Retailing and Consumer Services 21, 37-42 

Putrevu, S. and Ratchford, B.T. 1998. A model of search behavior with an 

application to grocery shopping. Journal of Retailing, 73(4), 463-486. 



72 

 

 

 

Putri, V.M. 2019. Begini Kebiasaan Belanja Orang Indonesia Saat Harbolnas di 

https://inet.detik.com/cyberlife/d-4434876/begini-kebiasaan-belanja-

orang-indonesia-saat 

harbolnas?_ga=2.193624877.1253607317.1557506491-

675950239.1544799998  

Quelch, J.A. 1989. Sales Promotion Manager, Prentice-Hall, Englewood Cliffs, NJ. 

Raghubir, P., Corfman, K.P., 1995."When Do Price Promotions Signal Quality? 

The Effect of Dealing on Perceived Service Quality", in NA - Advances in 

Consumer Research Volume 22, 58-61. 

Rao, A.R., Monroe, K.B., 1988. The Moderating Effect of Prior Knowledge on Cue 

Utilization in Product Evaluations. Journal of Consumer Research 15, 253-

264.  

Salganik, M., Dodds, P., Watts, D., 2006. Experimental study of inequality and 

unpredictability in an artificial cultural market. Science 311, 854–856. 

Scott, C.A. dan Yalch, R.F. 1980. “Consumer response to initial product trial: a 

Bayesian analysis”, Journal of Consumer Research, Vol. 7, June, pp. 34-41. 

Sekaran, Uma. 2000. Research Methods for business: A Skill Building Approach. 

Singapore: John Wiley & Sons, Inc. 

Shaw, M. E., Costanzo, P. R., 1985. Theories of Social Psycology, Second Edition, 

McGraw Hill, London. 

Snyder, C.R., Fromkin, H.L. 1980. Uniqueness The Human Pursuit of Difference. 

Plenum Press, New York, 145, 382-391. 

Sugiyono. 2008. Metode Penelitian Bisnis. IKAPI, Bandung: Alfabeta, CV. 

Sundar, S., Oeldorf-Hirsch, A., Xu, Q., 2008. The bandwagon effect of 

collaborative filtering technology. Proceedings of the ACM Special Interest 

Group on Computer–Human Interaction, 3453–3458. 

Tanojohardjo, Gary Aditya, Yohanes Sondang Kunto, dan Ritzky Karina Megah 

Roza Brahmana. 2014. “Analisa Hedonic Value dan Utilitarian Value 

Terhadap Brand Trust Dengan Brand Satisfaction Sebagai Variabel 

Intervening Pada Produk Pewarnaan L’oreal Professionnel”. Jurnal 

Manajemen Pemasaran Petra Vol. 2, No. 1, h. 1-11. 



73 

 

 

 

Taylor, S.L. dan Cosenza, R.M. 2002. “Profiling later aged female teens: mall  

shopping behavior and clothing choice”, Journal of Consumer Marketing, 

19 May, pp. 393-408. 

Wakefield, K. dan Barnes, J. 1996. “Retailing hedonic consumption: a model of 

sales promotion of a leisure service”, Journal of Retailing, Vol. 71 No. 4, 

pp. 409-27. 

Woodworth, R.S., Marquis D.G. 1957. Psychology. New York: Holt. 

Winer, R. 1988. “Behavioral perspective on pricing: buyers’ subjective perceptions 

of price revisited”, Issues in Pricing: Theory and Research, Lexington 

Books, Lexington, MA, pp. 35-57. 

Winkel, W. S. 1999. Psikologi Pengajaran. Jakarta:Gramedia. 

Wright, P. 1974. The harassed decision maker: Time pressures, distractions, and the 

use of evidence. Journal of applied psychology, 59(5), 555-561. 

Wu, W.Y., Lu, H.Y., Wu, Y.Y. and Fu, C.S. 2012. The effects of product scarcity 

and consumers' need for uniqueness on purchase intention. International 

Journal of Consumer. Studies, 36(3), 263-274. 

Yang, Kiseol dan Hyun-Joo Lee. 2010. “Gender differences in using mobile data 

services: utilitarian and hedonic value approaches”, Journal of Research in 

Interactive Marketing, Vol. 4 Iss 2 pp. 142 - 156 

 

 

 

 

 

 

 

 

 

 

 


