DAFTAR PUSTAKA

Abdillah., W & Jogiyanto. (2009). Partial Least Square (PLS) Alternatif SEM Dalam Penelitian
Bisnis. Penerbit Andi.

ActivePlayer (2022).  Pokemon Go Live Player Count and Statistics. ActivePlayer.
https://activeplayer.io/pokemon-go/

Adams, D. (2020). Industry 5.0: The Future of Manufacturing in 2035. Disruptive Tech Asia.
https://disruptivetechasia.com/big_news/industry-5-0-the-future-of-manufacturing-in-

2035/

Alghozy, S. & Sudarmilah, E. (2020). Implementasi Teknologi Augmented Reality Untuk
Memperkenalkan Makanan Tradisional. Jurnal Informatika, 2 (1), 1 - O.
https://doi.org/10.26618/ainet.v2i1.3123

Alsop, T. (2022). Number of mobile augmented reality (AR) active user devices worldwide from
2019 to 2024. Statista. https://www.statista.com/statistics/1098630/global-mobile-

augmented-reality-ar-users/

American Psychological Association. (2020). Personality. American Psychological Association.

https://www.apa.org/topics/personality

Amirullah (2021). Aplikasi Augmented Reality Sebagai Media Edukasi Protokol Kesehatan dan
Informasi Penyebaran COVID-19 di Indonesia. Jurnal Informatika, Multimedia, &
Jaringan, 6(2), 63 - 70. http://dx.doi.org/10.30811/jim.v6i2.2326

Arghashi, V. & Yuksel, C. A. (2022). Interactivity, Inspiration, and Perceived Usefulness! How
retailers’ AR-apps improve consumer engagement through flow. Journal of Retailing
and Consumer Services, 64, 6969 - 6989.
https://doi.org/10.1016/j.jretconser.2021.102756

Arikunto. (2006). Prosedur Penelitian Suatu Pendekatan Praktek. PT. Rineka Cipta.

Aseri, A.M. (2021). Security Issues for Online Shoppers. International Journal of Scientific &
Technology Research, 10 (3), 112 - 116. ISSN 2277 — 8616.

Arnold, J.M. & Reynolds, K. (2003). Hedonic Shopping Motivation. Journal of Retailing, 79
(2), 77 - 95. DOI:10.1016/S0022-4359(03)00007-1

147


https://disruptivetechasia.com/big_news/industry-5-0-the-future-of-manufacturing-in-2035/
https://disruptivetechasia.com/big_news/industry-5-0-the-future-of-manufacturing-in-2035/
https://doi.org/10.26618/ainet.v2i1.3123
https://www.statista.com/statistics/1098630/global-mobile-augmented-reality-ar-users/
https://www.statista.com/statistics/1098630/global-mobile-augmented-reality-ar-users/
https://www.apa.org/topics/personality
http://dx.doi.org/10.30811/jim.v6i2.2326
https://doi.org/10.1016/j.jretconser.2021.102756

Babin, B.J., Darden, W.R., & Griffin, M. (1994). Work and/or fun: Measuring hedonic and
utilitarian shopping value. Journal of Consumer Research, 20 (4), 644-656.
http://www.jstor.org/stable/2489765

Badgaiyan, A. J., & Verma, A. (2014). Intrinsic factors affecting impulsive buying behaviour—
Evidence from India. Journal of Retailing and Consumer Services, 21, 537-549. DOL:
10.1016/j.jretconser.2014.04.003

Baek, T. H., Yoo, C.Y., & Yoon S. (2016). Augment yourself through virtual mirror: the impact
of self-viewing and narcissism on consumer responses. International Journal of

Advertising, 37 (2), 1- 19. DOI:10.1080/02650487.2016.1244887

Bappenas. (2017). Bonus Demografi 2030-2040: Strategi Indonesia Terkait Ketenagakerjaan
Dan Pendidikan. Kementerian PPN/Bappenas.
https://www.bappenas.go.id%2Ffiles%2F6b5d7b3b-4896-4a9%¢-9bc3-
8cc7721a4a39%2Fdownload&usg=AOvVaw3h1QM3SOIG 98snGIBJvh

Bandyopadhyay, N., Sivakumaran, B., Patro, S., & Kumar, R.S. (2021). Immediate or delayed!
Whether various types of consumer sales promotions drive impulse buying: An
empirical investigation. Journal of Retailing and Consumer Services, 61, 102532.

https://doi.org/10.1016/j.jretconser.2021.102532

Bankmycell. (2022). How Many Smartphones Are In The World? Bankymycell.

https://www.bankmycell.com/blog/how-many-phones-are-in-the-world

Bayley, G., & Nancarrow, C. (1998), “Impulse Purchasing: A Qualitative Exploration of the
Phenomenon”. Qualitative Market Research: An International Journal, 1 (2), 99-114.

https://doi.org/10.1108/13522759810214271

Beck, M. & Crie, D. (2018). I virtually try it, I want it! Virtual Fitting Room: A tool to increase
on-line and off-line exploratory behavior, patronage and purchase intentions. Journal
of Retailing and Consumer Services, Elsevier, 40(C), 279-286. DOI:
10.1016/j.jretconser.2016.08.006

Beyrouthy, L. (2023). Sephora monthly app downloads worldwide 2020-2022. Statista.
https://www.statista.com/statistics/1336616/sephora-monthly-app-downloads-

worldwide/

148


https://doi.org/10.1016/j.jretconser.2021.102532
https://doi.org/10.1108/13522759810214271

Bonnin, G. (2020). The roles of perceived risk, attractiveness of the online store and familiarity
with AR in the influence of AR on patronage intention. Journal of Retailing and

Consumer Services, 52, 101938. https://doi.org/10.1016/j.jretconser.2019.101938

Booker, K. (2013). Extroverts have more sensitive brain-reward system. Cornell Chronicle.

https://news.cornell.edu/stories/2013/07/brain-chemistry-plays-role-extroverts

Cai, S.,LiuE., Yang, Y., & Liang, J.C. (2019). Tablet-based AR technology: Impacts on students’
conceptions and approaches to learning mathematics according to their self-efficacy.

British Journal of Educational Technology, 50(1), 248-263. DOI:10.1111/bjet.12718

Canio, F.D. & Fuentes-Blasco, M. (2021). I need to touch it to buy it! How haptic information
influences consumer shopping behavior across channels. Journal of Retailing and

Consumer Services, 61, 102569. https://doi.org/10.1016/j.jretconser.2021.102569

Chen, C.C. & Yao, J.Y. (2018). What drives impulse buying behaviors in a mobile auction? The

perspective of the Stimulus-Organism-Response model. Telematics and Informatics, 35

(5): 1249 - 1262. https://doi.org/10.1016/j.tele.2018.02.007

Chin, W. W. (1998). The Partial Least Squares Aproach to Structural Equation Modeling.
Modern Methods for Business Research, 295-336.

Chiu, C.L. (2021). Exploring information technology success of Augmented Reality Retail
Applications in retail food chain? Journal of Retailing and Consumer Services, 61,

102561. https://doi.org/10.1016/j.jretconser.2021.102561

Choi, B., Kwon, O., & Shin, B. (2017). Location-based system: comparative effects of
personalization vs ease of use. Telematics and Informatics, 34 (1), 91 - 102.

https://doi.org/10.1016/j.tele.2016.04.011

Chylinski, M., Heller, J., Hilken, T., Keeling, D.I., Mahr, D., & Ruyter, K.D. (2020). Augmented
Reality Marketing: A Technology-Enabled Approach to Situated Customer Experience.
Australasian Marketing Journal, 28(4), 374-384. https://doi.org/10.1016/j.ausmj.2020.04.004

Chin, W. W. 1998. The partial least squares approach for structural equation modeling. In George
A. Marcoulides (Ed.), Modern Methods for Business Research, Lawrence Erlbaum

Associates.

149


https://doi.org/10.1016/j.jretconser.2019.101938

Daniera, D. (2023). Rare Beauty Kini Hadir di Sephora Indonesia, Lip Oil Langsung Ludes
Terjual. Liputan 6. https://www.liputan6.com/lifestyle/read/5296249/rare-beauty-kini-

hadir-di-sephora-indonesia-lip-oil-langsung-ludes-terjual

Deloitte (2021). Snap Consumer AR Global Report 2021 commissioned by Snap Inc.
https://downloads.ctfassets.net/inb32Ime5009/hSj5P9vzaox79vITqXZ1j/d6094404212
f1327e8b7d69535337941/Snap_Consumer AR Research GlobalReport.pdf.

Dewi, I.R. (2022). Data Terbaru! Berapa Pengguna Internet Indonesia 2022? CNBC Indonesia.
https://www.cnbcindonesia.com/tech/20220609153306-37-345740/data-terbaru-

berapa-pengguna-internet-indonesia-2022

Dickler, J. (2022). Despite recession fears and fueled by ‘revenge spending,” Americans spend
$314 a month on impulse purchases. CNBC.
https://www.cnbe.com/2022/08/20/shoppers-spend-over-300-a-month-on-impulse-

purchases-despite-recession-fears.html

DiLallo, M. (2022). Investing in Augmented Reality Stocks. The Motley Fool.
https://www.fool.com/investing/stock-market/market-sectors/information-

technology/augmented-reality-stocks/

Djafarova, E. & Bowes, T. (2021). ‘Instagram made Me buy it’: Generation Z impulse purchases
in fashion industry. Journal of Retailing and Consumer Services, 59, 102345.

Dreamtalent. (2019). Stop Using MBTI & DISC, They're Not That Good. Dreamtalent.
https://dreamtalent.id/blog/stop-using-mbti-disc-theyre-not-that-good-
20190508025206

Dukcapil. (2022). Dukcapil Kemendagri Rilis Data Penduduk Semester I Tahun 2022, Naik
0,54% Dalam Waktu 6 Bulan. Direktorat Jenderal Kependudukan dan Pencatatan Sipil
Kementerian Dalam Negeri Republik Indonesia.
https://dukcapil kemendagri.go.id/berita/baca/1396/dukcapil-kemendagri-rilis-data-penduduk-
semester-i-tahun-2022-naik-054-dalam-waktu-6-bulan

Dunleavy, M., Dede, C., & Mitchell, R. (2009). Affordances and Limitations of Immersive
Participatory Augmented Reality Simulations for Teaching and Learning. Journal of
Science Education and Technology, 18, 7-22. http://dx.doi.org/10.1007/s10956-008-
9119-1

150



Dwivedi, Y. K., Ismagilova, E., Hughes, D.L., Carlson, J., Filieri, R., Jacobson, J., Jain, V.,
Karjaluoto, H., Kefi, H., Krishen, A.S., Kumar, V., Rahman, M.M., Raman, R.,
Rauschnabel, P.A., Rowley, J., Salo, J., Tran, G.A., & Wang, Y. (2020). Setting the
future of digital and social media marketing research: Perspectives and research
propositions.  International Journal of Information Management, 102168.

https://doi.org/10.1016/j.1jinfomgt.2020.102168

Dzandu, M., Pathak, B., & Gulliver, S. (2020). Stimulus-Organism-Response model for
understanding autonomous vehicle adoption in the UK. BAM2020 Conference in the
Cloud, 2-4.

ECommerceDB. (2022). The eCommerce market in Indonesia. ECommerceDB.

https://ecommercedb.com/markets/id/all

Elevate. (2019). Marketing to Gen Z: 1It’s All in the Experience. Elevate.

https://weareelevate.global/marketing-to-gen-z-it-s-all-in-the-experience/

Ellingsen, D.M., Kringelbach, M., & Leknes, S. (2015). Hedonic Value. Handbook of Value:
Perspectives from Economics, Neuroscience, Philosophy, Psychology, and Sociology,

13,265 - 286.

Elizabeth. (2020). History of the Big 5: Why This Online Psychometric Test Packs a Punch.
Retorio. https://www.retorio.com/blog/big-5-history-psychometric-test

Engel, J.F. & Blackwell, R. D. (1982). Consumer Behavior. Dryden Press.

Esch, P.V., Arli, D., Gheshlagi, M.H., Andonopoulos, V., Heidt, T.V.D., & Northey, G. (2019).
Anthropomorphism and augmented reality in the retail environment. Journal of

Retailing and Consumer Services, 49: 35 - 42.
https://doi.org/10.1016/j.jretconser.2019.03.002

Fan, X., Chai, Z., & Deng, N. (2020). Adoption of augmented reality in online retailing and
consumers’ product attitude: A cognitive perspective. Journal of Retailing and

Consumer Services, 53, 101986. https://doi.org/10.1016/j.jretconser.2019.101986

Fiore, A.M., Kim J., & Lee, H.H. (2005). Effect of image interactivity technology on consumer
responses toward the online retailer. Journal of Interactive Marketing, 19 (3), 38-53.

DOI:10.1002/dir.20042

151


https://doi.org/10.1016/j.ijinfomgt.2020.102168
https://www.retorio.com/blog/big-5-history-psychometric-test
https://doi.org/10.1016/j.jretconser.2019.101986

Florencia, G. (2023). Jangan Salah, Inilah Penjelasan tentang Dopamin. Halodoc.

https://www.halodoc.com/artikel/jangan-salah-inilah-penjelasan-tentang-dopamin

Gangai, K., & Agrawal, R. (2016). The influence of personality traits on consumer impulsive
buying behaviour. International Journal of Marketing and Business Communication, 5,

35-42. DOI: 10.21863/ijmbc/2016.5.1.027

Ghozali, Imam. (2006). Aplikasi Analisis Multivariate dengan Program SPSS (Edisi Ke 4).

Badan Penerbit Universitas Diponegoro.

Goldberg, L. R. (1995). What the hell took so long? Donald W. Fiske an the Big-Five factor
structure. In P. E. Shrout, & S. T. Fiske (Eds.), Personality research, methods, and
theory: A festschrift honoring Donald W. Fiske. Psychology Press, 29 - 43. https://
doi.org/10.4324/9781315806815

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

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

Pearson.

Hackl, C. & Wolfe, S.G. (2017). Marketing New Realities: An Introduction to Virtual Reality &

Augmented Reality Marketing, Branding, & Communications. Meraki Press.

Hapsari, C.G., Maupa, H., & Payangan, O.R. (2023). The Future of Online Beauty Retail: The
Effectiveness of Augmented Reality Technology in Influencing Psychological Reaction

and Behavioral Intention, International Research Journal of Economics and

Management Studies, 2 (4), 206 — 215. Doi: 10.56472/25835238/IRJEMS-V214P124

He, Z., Li, X., & Wu, L. (2018). When art meets tech: The role of augmented reality in enhancing
museum experiences and purchase intentions. Tourism Management, 68, 127 — 139.

https://doi.org/10.1016/j.tourman.2018.03.003

Hesselle, L.C.D., Rozgonjuk, D., Sindermann, C., Pontes, H.M., & Montag, C. (2021). The
associations between Big Five personality traits, gaming motives, and self-reported
time spent gaming. Personality and Individual Differences, 171, 110483.
https://doi.org/10.1016/j.paid.2020.110483

152



Hidayati, A. & Bibi, S. (2020). Teknologi augmented reality sebagai media pembelajaran
Pontianak Heritage. Jurnal Pendidikan Informatika dan Sains, 9 (1), 37 - 45.
https://doi.org/10.31571/saintek.v911.1306

Hilken, T., Ruyter, K.D., Chylinski, M., Mahr, D., & Keeling, D.I. (2017). Augmenting the eye
of the beholder: exploring the strategic potential of augmented reality to enhance online
service experiences. Journal of the Academy of Marketing Science,

DOI:10.1007/s11747-017-0541-x

Hilken, T., Keeling, D.I., Ruyter, K.D., Mahr, D., & Chylinski, M. (2020). Seeing eye to eye:
social augmented reality and shared decision making in the marketplace. Journal of the
Academy of Marketing Science, 48, 143 - 164. https://doi.org/10.1007/s11747-019-
00688-0

Hinsch, C., Felix R., & Rauschnabel, P.A. (2020). Nostalgia beats the wow-effect: Inspiration,
awe and meaningful associations in augmented reality marketing. Journal of Retailing

and Consumer Services, 53, 101987. https://doi.org/10.1016/j.jretconser.2019.101987

Hogan, R. (1987). Personality psychology: Back to basics. In: Aronoff J, Robin Al, Aucker RA
(eds.) The emergence of personality. Springer.

Holdack, E., Stoyanov, K.L., & Fromme, H.F. (2020). The role of perceived enjoyment and
perceived informativeness in assessing the acceptance of AR wearables. Journal of
Retailing and Consumer Services, 65, 102259.
https://doi.org/10.1016/j.jretconser.2020.102259

Hoyer, W.D., Kroschke, M., Schmitt, B., Kraume K., & Shankar, V. (2020). Transforming the
customer experience through new technologies. Journal of Interactive Marketing, 51,

57 — 71. https://doi.org/10.1016/j.intmar.2020.04.001.

Hsu, S.H., Tsou, H.T., & Chen, J.S. (2021). “Yes, we do. Why not use augmented reality?”
customer responses to experiential presentations of AR-based applications. Journal of
Retailing and Consumer Services, 62 (3), 102649.
https://doi.org/10.1016/j.jretconser.2021.102649

Huang, T.L. & Liao, S. (2015). A model of acceptance of augmented-reality interactive
technology: the moderating role of cognitive innovativeness. Electronic Commerce

Research, 15 (2), 269 - 295. DOI 10.1007/s10660-014-9163-2

153



Huang, T.L. (2021). Restorative experiences and online tourists’ willingness to pay a price
premium in an augmented reality environment. Journal of Retailing and Consumer

Services, 58, 102256. https://doi.org/10.1016/j.jretconser.2020.102256

Huiling, C. (2018). Experience The Future Of Beauty With Sephora’s Virtual Artist App.
BLLNR. https://www.bllnr.asia/style/experience-the-future-of-beauty-with-sephoras-
virtual-artist-app

Husnain, M. (2016). The Impact of Electronic Word-of-Mouth on Online Impulse Buying
Behavior: The Moderating role of Big 5 Personality Traits. Journal of Accounting &
Marketing, 5 (4), 1000190. DOI: 10.4172/2168-9601.1000190

Indrajaya, A. N. & Mabhesa, G. (2022). The Effect of Big Five Model (BFM) Personality Traits
On Online Impulsive Buying: Evidence from Website User In DKI Jakarta Area.
International Journal of Business, Economics and Law, 26 (1), 108 - 120. ISSN 2289-
1552.

Igbal, M. (2022). Pokémon Go Revenue and Usage Statistics 2022. BusinessofApps.

https://www.businessofapps.com/data/pokemon-go-statistics/

Javornik, A. (2016). ‘It’s an illusion, but it looks real!” Consumer affective, cognitive and
behavioural responses to augmented reality applications. Journal of Marketing Management,
32(9-10),987 - 1011. http://dx.doi.org/10.1080/0267257X 2016.1174726

Jiang, Y. (2021). Augmented reality shopping application usage: The influence of attitude, value,
and characteristics of innovation. Journal of Retailing and Consumer Services, 63,

102720. https://doi.org/10.1016/j.jretconser.2021.102720

Jie, W., Poulova P., Haider, S.A., & Sham, R.B. (2022). Impact of internet usage on consumer
impulsive buying behavior of agriculture products: Moderating role of personality traits and
emotional intelligence. Frontiers in Psychology. https:/doi.org/10.3389/fpsyg.2022.951103

Kafka, P. (2021). Facebook is quietly buying up the metaverse Can Mark Zuckerberg M&A a
new  monopoly?  Vox. https://www.vox.com/recode/22776461/facebook-meta-

metaverse-monopoly

Kementerian Pendidikan dan Kebudayaan. (2021). Kemendikbudristek Tambahkan Fitur
Augmented Reality di Portal Rumah Belajar. Kementerian Pendidikan dan

154


https://www.vox.com/recode/22776461/facebook-meta-metaverse-monopoly
https://www.vox.com/recode/22776461/facebook-meta-metaverse-monopoly

Kebudayaan. https://www.kemdikbud.go.id/main/blog/2021/07/kemendikbudristek-

tambahkan-fitur-augmented-reality-di-portal-rumah-belajar

Khare, A. (2011). Influence of hedonic and utilitarian values in determining attitude towards

malls: A case of Indian small city consumers. Journal of Retail & Leisure Property, 9,

429442, https://doi.org/10.1057/rlp.2011.6

Kim, H.C. & Hyun, M.Y. (2016). Predicting the use of smartphone-based Augmented Reality
(AR): Does telepresence really help? Computers in Human Behavior, 59, 28 - 38.
http://dx.doi.org/10.1016/j.chb.2016.01.001

Kim, S., Baek, T.H., Kim, Y.K., & Yoo, K. (2016). Factors affecting stickiness and word of
mouth in mobile applications. Journal of Research in Interactive Marketing, 10 (3),

177-192. DOI:10.1108/JRIM-06-2015-0046

Kim, H.S. (2006). Using Hedonic and Utilitarian Shopping Motivations to Profile Inner City
Consumers. Journal of Shopping Center Research, 13 (1).

Kimiagari, S. & Malafe, N. S. A. (2021). The role of cognitive and affective responses in the
relationship between internal and external stimuli on online impulse buying behavior.

Journal of Retailing and Consumer Services, 61, 102567. https:/doi.org/10.1016/j jretconser.2021.102567

Kotler, P., Kartajaya, H., & Setiawan, 1. (2021). Marketing 5.0: Technology for Humanity. John
Wiley & Sons, Inc.

Kourouthanassis, P., Boletsis, C., Bardaki, C., & Chasanidou, D. (2015). Tourists' responses to
mobile augmented reality travel guides: The role of emotions on adoption behavior.

Pervasive and Mobile Computing, 18,71 - 87. https:/doi.org/10.1016/pmcj.2014.08.009

Kowalczuk, P., Siepmann, C., & Adler, J. (2021). Cognitive, affective, and behavioral consumer
responses to augmented reality in e-commerce: A comparative study. Journal of

Business Research, 124, 357 — 373. https://doi.org/10.1016/j.jbusres.2020.10.050

Kumar, V., Dixit, A., Javalgi, R.G., & Dass, M. (2016). Research framework, strategies, and
applications of intelligent agent technologies (IATs) in marketing. Journal of the
Academy of Marketing Science, 44 (1), 24-45. https://doi.org/10.1007/s11747-015-
0426-9.

155


https://www.kemdikbud.go.id/main/blog/2021/07/kemendikbudristek-tambahkan-fitur-augmented-reality-di-portal-rumah-belajar
https://www.kemdikbud.go.id/main/blog/2021/07/kemendikbudristek-tambahkan-fitur-augmented-reality-di-portal-rumah-belajar
http://dx.doi.org/10.1016/j.chb.2016.01.001
https://doi.org/10.1016/j.jretconser.2021.102567
https://doi.org/10.1016/j.jbusres.2020.10.050
https://doi.org/10.1007/s11747-015-0426-9
https://doi.org/10.1007/s11747-015-0426-9

Laato, S., Islam, A.K.M.N., Faaroq, A., & Dhir, A.(2020). Unusual purchasing behavior during
the early stages of the COVID-19 pandemic: the stimulus-organism-response approach.

Journal of Retailing and Consumer Services, 57, 102224, https://doi.org/10.1016/ jretconser.2020.102224.

Lee, B. (2022). 13 Online Shopping Tiends for 2022. SoFi. https:/swww.sofi.com/leamn/content/online-shopping-
trends/

Levin, A.M., Levin, I.P., & Heath, C.E. (2005). Finding the Best Ways to Combine Online and
Offline Shopping Features dalam Online Consumer Psychology Understanding and
Influencing Consumer Behavior in the Virtual World. Lawrence Erlbaum Associates

Publishers.

Liang, C.C., Yu,A.P.I, & Le, T.H. (2021). Customers focus and impulse buying at night markets.
Journal of Retailing and Consumer Services, 60, 102434, https://doi.org/10.1016/) jretconser.2020.102434

Li, C., Wang, Y., Lv, X., & Li, H. (2021). To buy or not to buy? The effect of time scarcity and
travel experience on tourists' impulse buying. Annals of Tourism Research, 86, 103083.

https://doi.org/10.1016/j.annals.2020.103083

Lim, A. G. Y. (2020). What Are the Big 5 Personality Traits? SimplyPsychology.
https://www.simplypsychology.org/big-five-personality.html

Loureiro, S.M.C., Guerreiro, J., Eloy, S., Langaro, D., & Panchapakesan, P. (2019).
Understanding the use of Virtual Reality in Marketing: a text mining-based review.
Journal of Business Research, 100, 514-530.
https://doi.org/10.1016/j.jbusres.2018.10.055

Lynn, M. (2021). Effects of the Big Five personality traits on tipping attitudes, motives, and
behaviors. [International Journal of Hospitality Management, 92, 102722.
https://doi.org/10.1016/1.1jhm.2020.102722

Mattan, M. (2024). The High Cost of Augmented Reality: Why Your Next Digital Leap is Pricier
Than Expected. Brand XR. https://www.brandxr.io/the-high-cost-of-augmented-

reality-why-your-next-digital-leap-is-pricier-than-expected

McCrae, R. R., & Costa, P. T. (1987). Validation of the Five-Factor Model of Personality Across
Instruments and Observers. Journal of Personality and Social Psychology, 52, 81-90.
DOI: 10.1037//0022-3514.52.1.81

156


https://doi.org/10.1016/j.ijhm.2020.102722

McLean, G. & Wilson, A. (2019). Shopping in the digital world: Examining customer
engagement through augmented reality mobile applications. Computers in Human

Behavior, 101, 210 — 224. https://doi.org/10.1016/j.chb.2019.07.002

Mehrabian, Albert and Russell, A. J. (1974). An Approach to Environmental Psychology. MIT

Press.

Meta & Bain & Company (2022). Southeast Asia's digital consumers: A new stage of evolution.
Meta & Bain & Company. https://www.bain.com/about/media-center/press-

releases/sea/southeast-asias-digital-consumers-a-new-stage-of-evolution/

Meydanoglu, E.S.B., Cilingirtiirk, A.M., Klein, M., & Oztiirk, R. (2020). An Empirical Cross-
Country Study on Consumers’ Attitude Towards Augmented Reality Advertising.
Business & Management Studies: An International Journal, 8 (2), 1424 — 1454.
http://dx.doi.org/10.15295/bmij.v8i2.1467

Molinillo, S., Aguilar-Illescas, R., Anaya-Sanchez, R., & Liébana-Cabanillas, F. (2021). Social
commerce website design, perceived value and loyalty behavior intentions: The

moderating roles of gender, age and frequency of use. Journal of Retailing and

Consumer Services, 63, 102404. https://doi.org/10.1016/j.jretconser.2020.102404

Mooy, S.C. & Robben, H.S.J. (2002). Managing Consumers' Product Evaluations through Direct
Product Experience. Journal of Product & Brand Management, 11(7), 432-446. DOLI:
10.1108/10610420210451625

Mothersbaugh, D.L., & Hawkins, Del. 1. (2016). Consumer Behavior Building Marketing
Strategy. McGraw-Hill Education.

Mustaqim, I. (2016). Pemanfaatan Augmented Reality Sebagai Media Pembelajaran. Jurnal
Pendidikan Teknologi dan Kejuruan, 13 (2), 174 - 183. https://doi.org/10.23887/jptk-
undiksha.v13i2.8525

Nikhashemi, S.R., Knight, H.H., Nusair, K., & Liat, C.B. (2021). Augmented reality in smart
retailing: A (n) (A) Symmetric Approach to continuous intention to use retail brands’

mobile AR apps. Journal of Retailing and Consumer Services, 60, 102464.
https://doi.org/10.1016/j.jretconser.2021.102464

Noble, C.E. (1966). S-O-R and the Psychology of Human Learning. Psychological Reports, 18
(3), 923 - 943. https://doi.org/10.2466/pr0.1966.18.3.923

157



Noviadhista, U.V. (2016). Berapa banyak pemain Pokémon Go di Indonesia? Technologue.

https://technologue.id/berapa-banyak-pemain-pokemon-go-di-indonesia
Notoadmojo, S. (2018). Metodologi Penelitian Kesehatan. Rineka Cipta.

Nurhayati-Wolff, H. (2022). Number of internet users in Indonesia from 2017 to 2020 with
forecasts until 2026. Statista. https://www.statista.com/statistics/254456/number-of-

internet-users-in-indonesia/

Nurhayati-Wolff, H. (2022). Share of Instagram users in Indonesia as of August 2022, by age
group. Statista. https://www.statista.com/statistics/1078350/share-of-instagram-users-

by-age-indonesia/

OECD. (2020). COVID-19 and the retail sector: impact and policy responses. OECD.
https://www.oecd.org/coronavirus/policy-responses/covid-19-and-the-retail-sector-

impact-and-policy-responses-371d7599/

Orus, C., Ibanez-Sanchez, S., & Flavian, C. (2021). Enhancing the customer experience with
virtual and augmented reality: The impact of content and device type. International
Journal of Hospitality Management, 98, 103019.
https://doi.org/10.1016/j.ijhm.2021.103019

Pantano, E., Rese, A., & Baier, D. (2017). Enhancing the online decision-making process by
using augmented reality: A two country comparison of youth markets. Journal of
Retailing and Consumer Services, 28, 81 - 95.

http://dx.doi.org/10.1016/j.jretconser.2017.05.011

Park, H.H. & Noh, M.J. (2012). Journal of the Korean Society of Clothing and Textiles, 36(2),
218-230. DOI:10.5850/JKSCT.2012.36.2.218

Park, M. & Yoo, J. (2020). Effects of perceived interactivity of augmented reality on consumer
responses: A mental imagery perspective. Journal of Retailing and Consumer Services,

52, 101912. https://doi.org/10.1016/j.jretconser.2019.101912

Pasquali, M. (2022). Most common online impulse purchases worldwide as of February 2022,
by gender. Statista. https://www.statista.com/statistics/1308151/online-impulse-

purchases-worldwide-gender/

Pavlov, L.P. (1927). Conditioned reflexes: An investigation of the physiological activity of the
cerebral cortex. Ann Neurosci, 17(3), 136—141. doi: 10.5214/ans.0972-7531.1017309

158


https://technologue.id/berapa-banyak-pemain-pokemon-go-di-indonesia
https://www.statista.com/statistics/1078350/share-of-instagram-users-by-age-indonesia/
https://www.statista.com/statistics/1078350/share-of-instagram-users-by-age-indonesia/

Pine II, J. & Gilmore, J.H. (1998). Welcome to the Experience Economy. Harvard Business

Review Magazine. https://hbr.org/1998/07/welcome-to-the-experience-economy

Plotkina, D. & Saurel, H. (2019). Me or just like me? The role of virtual try-on and physical
appearance in apparel M-retailing. Journal of Retailing and Consumer Services, 51,

362-377. https://doi.org/10.1016/j.jretconser.2019.07.002

Porter, M. & Heppelmann, J. (2017). Why Every Organization Needs an Augmented Reality
Strategy. Harvard Business Review. https://hbr.org/2017/11/why-every-organization-

needs-an-augmented-reality-strategy

Poushneh, A. & Vasquez-Parraga, A.Z. (2017). Discernible impact of augmented reality on retail
customer's experience, satisfaction and willingness to buy. Journal of Retailing and

Consumer Services, 34, 229 — 234. https://doi.org/10.1016/j.jretconser.2016.10.005

PricewaterhouseCoopers. (2017). The Long View How will the global economic order change by
2050? PricewaterhouseCoopers. pwc-world-in-2050-summary-report-feb-2017.pdf

Qin, H., Peak, D. A., & Prybutok, V. (2021). A virtual market in your pocket: How does mobile
augmented reality (MAR) influence consumer decision making? Journal of Retailing

and Consumer Services, 58, 102337. https://doi.org/10.1016/].jretconser.2020.102337

Quintelier, E. (2014). The influence of the Big 5 personality traits on young people’s political
consumer behavior. Young Consumers, 15(4), 342-352. https://doi.org/10.1108/Y C-09-
2013-00395

Radu, L., Cazan, A.M., & Maican, C. (2021). An Analysis of the Impact of Personality Traits
towards Augmented Reality in Online Shopping. Symmetry. 13 (3), 416.
DOI:10.3390/sym13030416

Rauschnabel, P.A., Felix, R., & Hinsch, C. (2019). Augmented reality marketing: How mobile
AR-apps can improve brands through inspiration. Journal of Retailing and Consumer

Services, 49, 43 - 53. https://doi.org/10.1016/j.jretconser.2019.03.004

Renay, o., 2019. Tiirkiye Spor Avyakkabu Pazan. Slideshare.
https://www.slideshare.net/renayonur/trkiye-spor-ayakkab-pazar-2018

Rese, A., Baier, D., Geyer-Schulz, A., & Schreiber, S. (2017). How augmented reality apps are

accepted by consumers: A comparative analysis using scales and opinions.

159


https://hbr.org/1998/07/welcome-to-the-experience-economy
https://doi.org/10.1016/j.jretconser.2020.102337
https://doi.org/10.1108/YC-09-2013-00395
https://doi.org/10.1108/YC-09-2013-00395

Technological  Forecasting and  Social Change, 124, 306 - 319.
https://doi.org/10.1016/j.techfore.2016.10.010

Rita, P., Oliveira, T., & Farisa, A.(2019). The impact of e-service quality and customer
satisfaction on customer behavior in online shopping. Heliyon, 5, 10.

https://doi.org/10.1016/j.heliyon.2019.e02690

Rizki, F.D., Chan, A., Barkah, C.S., Tresna, P.W. (2022). The Impact of Big Five Personality
towards Impulsive Buying Behavior. International Journal of Entrepreneurship and

Business Development. ISSN: 2597 — 4785.

Rodrigues, R. L., Lopes, P., & Varela, M. (2021). Factors Affecting Impulse Buying Behavior of
Consumers. Frontiers in Psychology, 12, 697080. DOI: 10.3389/fpsyg.2021.697080

Rohman, M.A. (n.d.). Tabel T Statistika : Sejarah, Rumus, dan cara menggunakannya. Sekolah
Stata. https://sekolahstata.com/tabel-t/

Rook, D. W. (1987). The Buying Impulse. Journal of Consumer Research, 14(2), 18 - 199.
https://doi.org/10.1086/209105. doi:10.1086/209105

Ross, J. (2014). The business value of wuser  experience. Infragistics.
http://www.infragistics.com/media/335732/the _business_value of user experience-

3.pdf/

Sabanoglu, T. (2022). Projected retail sales growth worldwide from 2022 to 2025. Statista.
https://www.statista.com/statistics/232347/forecast-of-global-retail-sales-growth/

Sangkoy, N.V. & Tielung, M. V. J. (2015). The Effect Of Utilitarian Value And Hedonic Value
On Teenagers Customer Loyalty At Manado Town Square. Jurnal Ekonomi,

Manajemen, Bisnis dan Akuntansi, 3 (3), 709 - 718. DOI:10.35794/emba.v3i3.9564

Savitri, A. (2019). Bonus Demografi 2030: Menjawab Tantangan serta Peluang Edukasi 4.0.

dan Revolusi Bisnis 4.0. Penerbit Genesis.

Scarpi, D. (2020). Hedonism, Utilitarianism, and Consumer Behavior: Exploring the

Consequences of Customer Orientation. Springer Nature Switzerland AG.

Scarpi, D. (2012). Work and fun on the internet: The effects of utilitarianism and hedonism
online. Jourmal of Interactive Marteting, 26(1), 53-67.
https://doi.org/10.1016/j.intmar.2011.08.001

160



Schiffman, L. G., & Wisenblit, J. (2019). Consumer Behavior (12th ed.). Pearson Education
Limited.

Schnack, A. (2021). Investigating the impact of shopper personality on behaviour in immersive
Virtual Reality store environments. Journal of Retailing and Consumer Services, 61,

102581 .https://doi.org/10.1016/j.jretconser.2021.102581

Schroders. (2021). What investors need to know about Gen Z. Schroders.
https://www.schroders.com/en-ch/ch/local/insights/what-investors-need-to-know-

about-gen-z/

Sindhav, B. (2012). Hedonic and Utilitarian Values of a Service Experience with a Nonprofit:
The Role of Identification. European Management Review, 8 (1), 37 - 43.

Smink, A. R. et al. (2020). Shopping in augmented reality: The effects of spatial presence,
personalization and intrusiveness on app and brand responses. Journal of Business

Research, 118, 474 - 485 .https://doi.org/10.1016/j.jbusres.2020.07.018

Smith, G. M. (1967). Usefulness of Peer Ratings of Personality in Educational Research.
Educational and Psychological Measurement, 277,967-984. https:/doi.org/10.1177/001316446702700445

Statista Research Department (2022). Number of Snapchat users in Indonesia from 2019 to 2022.
Statista. https:/wwwistatista.comystatistics/ 1333723/ number-of-snapchat-users-indonesia/

Statista Research Department (2024). Revenue of the cosmetics market worldwide from 2018 to
2028.  Statista.  https://www.statista.com/forecasts/1272313/worldwide-revenue-

cosmetics-market-by-segment

Stern, H. (1962). The Significance of Impulse Buying Today. American Marketing Association,
26 (2), 59 - 62. http://www.jstor.org/stable/1248439a

Sugiyono. (2019). Metode Penelitian Kuantitatif, Kualitatif dan R&D. PT Alfabet.
Sukmadinata, N.S. (2017). Metode Penelitian Pendidikan. PT Remaja Rosdakarya.

Sullivan, P., Kang, J. & Heitmeyer, J. (2012). Fashion involvement and experiential value: Gen
Y retail apparel patronage. The International Review of Retail Distribution and

Consumer Research, 22(5), 459 — 483. DOI:10.1080/09593969.2012.711252

161



Sung, E. (2021). The effects of augmented reality mobile app advertising: Viral marketing via
shared social experience. Journal of Business Research, 122(C), 75 — 87.

https://doi.org/10.1016/j.jbusres.2020.08.034

Sung, E. C. (2020). Consumers’ responses to mobile app advertisements during holiday periods.

Journal of Consumer Marketing, 37(3), 341-352. DOI:10.1108/JCM-03-2019-3137
Sunyoto, D. (2016). Metodologi Penelitian Akuntansi. PT Refika Aditama Anggota Ikapi.

Tharp, D. T., Seay, M.C., Carswell, A.T., & MacDonald, M. (2020). Big Five personality traits,
dispositional affect, and financial satisfaction among older adults. Personality and

Individual Differences, 166, 110211. https://doi.org/10.1016/j.paid.2020.110211

The Economist. (19 November 2022). Thousand-island progressing. The Economist.
https://www.economist.com/briefing/2022/11/14/indonesia-is-poised-for-a-boom-

politics-permitting

Thompson, A. (2022). The Tiger Cub economies in 2022: How to tap into the trading potential.
DHL. https://www.dhl.com/discover/en-sg/business/market-intelligence/tiger-cub-

economies

To, P.L., Liao, C., & Lin, T.H. (2007). Shopping motivations on Internet: A study based on
utilitarian and hedonic  value. Technovation, 27 (12), 774 - 787.
https://doi.org/10.1016/j.technovation.2007.01.001

Tronier, R.M. (2022). America’s Love for Impulse Spending is Going Strong in 2022. SlickDeals.
https://money.slickdeals.net/surveys/slickdeals-impulse-spending-survey-2022/

Tyrvéinen, O., Karjaluoto, H., & Saarijarvi, H. (2020) Personalization and hedonic motivation
in creating customer experiences and loyalty in omnichannel retail. Journal of Retailing

and Consumer Services, 57, 102233. https://doi.org/10.1016/j.jretconser.2020.102233

Utami, N. A. (2021). Personality Classification of Facebook Users According to Big Five
Personality Using SVM (Support Vector Machine) Method. Procedia Computer
Science, 179, 177-184. https://doi.org/10.1016/j.procs.2020.12.023

Verma, S. (2022). What is Augmented Reality and Why is it Important for the Metaverse? Block-

Chain Council. https://www.blockchain-council.org/metaverse/augmented-reality/

162


https://www.blockchain-council.org/metaverse/augmented-reality/

Voorveld, H.A., Smit, E.G., & Neijens, P. (2011). The relation between actual and perceived
interactivity. Journal of Advertising, 40 (2), 77-92. http://dx.doi.org/10.2753/JOA0091-
3367400206

Wang, S., Cavusoglu, H., & Deng, Z. (2016). Early mover advantage in e-commerce platforms
with low entry barriers: The role of customer relationship management capabilities.

Information & Management, 5 (2), 197-206. https://doi.org/10.1016/1.im.2015.09.011

Westbrook, R.A. & Black, W. (1985) A motivation-based shopper typology. Journal of Retailing,
61 (1), 78-103.

Whang, J.B., Song, J.H., Choi, B., & Lee, J.H. (2021). The effect of Augmented Reality on
purchase intention of beauty products: The roles of consumers’ control. Journal of

Business Research, 133, 275 - 284. https://doi.org/10.1016/.jbusres.2021.04.057

Widarjono, A. (2018). Ekonometrika : Pengantar dan Aplikasinya Disertai Panduan EViews.
UPP STIM YPKN.

Woodworth R. S. (1929). Psychology. (Rev. ed.). Holt.

XRtoday. (2021). When Will the Metaverse Be Here? XRtoday. https:/wwwxttoday.com/virtual-reality/when-will-the-
metaverse-be-here/

Yamin, S. dan Kurniawan, H. (2011). Generasi Baru Mengolah Data Penelitian dengan Partial
Least Square Path Modeling: Aplikasi dengan Software XLSTAT, SmartPLS, dan Visual
PLS. Salemba Infotek.

Yamin, S. (2021). Seri Ebook Statistik Olah Data Statistik: SmartPLS 3, Amos Dan Stata (Mudah

Dan Praktis). PT Dewangga Energi Internasional.

Yang, F., Tang, J., Men, J., & Zheng, X. (2021). Consumer perceived value and impulse buying
behavior on mobile commerce: The moderating effect of social influence. Jowmnal of

Retailing and Consumer Services, 63,102683. https://doi.org/10.1016/j.jretconser.2021.102683

Yang, S., Carlson, J.R., & Chen, S. (2020). How augmented reality affects advertising
effectiveness: The mediating effects of curiosity and attention toward the ad. Jownal of
Retailing and Consumer Services, 54, 102020. https://doi.org/10.1016/j.jretconser.2019.102020

163


https://www.xrtoday.com/virtual-reality/when-will-the-metaverse-be-here/
https://www.xrtoday.com/virtual-reality/when-will-the-metaverse-be-here/
https://doi.org/10.1016/j.jretconser.2021.102683
https://doi.org/10.1016/j.jretconser.2019.102020

Yim, M. Y. C., Chu, S.C., & Sauer, P.L. (2017). Is Augmented Reality Technology an Effective
Tool for E-commerce? An Interactivity and Vividness Perspective. Journal of

Interactive Marketing, 39, 89 - 103.http://dx.doi.org/10.1016/j.intmar.2017.04.001

Yulianto, Sisko, A., & Hendriana, E. (2021). The Stimulus of Impulse Buying Behavior on E-
Commerce Shopping Festival: A Moderated-Mediated Analysis. Journal of Business
and Management Review, 2 (10), 692-714. DOI: 10.47153/jbmr210.2152021

Zhang, L., Shao, Z., Li, X., & Feng, Y. (2021). Gamification and online impulse buying: The
moderating effect of gender and age. International Journal of Information

Management, 61, 102267. https://doi.org/10.1016/j.ijinfomgt.2020.102267

Zhang, L., Shao, Z., Zhang, J., & Li, X. (2022). The situational nature of impulse buying on
mobile platforms: A cross-temporal investigation. Electronic Commerce Research and

Applications, 56, 101204. https://doi.org/10.1016/j.elerap.2022.101204

Zhao, Y, Wang, A., & Sun, Y. (2020). Technological environment, virtual experience, and MOOC
continuance: a stimulus—organism-response perspective. Computers & Education, 144,

103721. https://doi.org/10.1016/j.compedu.2019.103721

Zheng, X., Men, J., Yang, F., & Gong, X. (2019). Understanding impulse buying in mobile
commerce: An investigation into hedonic and utilitarian browsing. Infernational Journal

of Information Management, 48,151 - 160. https://doi.org/10.1016/j.ijinfomgt.2019.02.010

164


https://doi.org/10.1016/j.elerap.2022.101204
https://doi.org/10.1016/j.ijinfomgt.2019.02.010



