
 
 
 

183 
 

DAFTAR PUSTAKA 

 

Aaker, D. A. (1996). Measuring Brand Equity Across Products and Markets. 

California Management Review, 38(3), 102–120. 

https://doi.org/10.2307/41165845 

Aaker, D. A. (1997). Manajemen Ekuitas Merek (1st ed.). Mitra Utama. 

Andiyaksa, M., & Khasanah, I. (2017). Pengan Media Komunikasi Terhadaparuh 

Pesan Iklan, Kreativitas Iklan, Kredibilitas Celebrity Endorser Dan Efektivitas 

Iklan Dalam Menumbuhkan Brand Awareness Produk Sampo. Diponegoro 

Journal of Management, 6(2), 1–11. 

As’ad, Abu-Rumman, H., & Alhadid, A. Y. (2014). The Impact of Social Media 

Marketing on Brand Equity: An Empirical Study on Mobile Service Providers in 

Jordan. Rev. Integr. Bus. Econ. Res, 3(1), 315–326. 

Asnain, K. (2021). PENGARUH BRAND IMAGE , BRAND AWARENESS DAN 

PRODUCT QUALITY TERHADAP KEPUTUSAN PEMBELIAN LAPTOP 

MEREK ASUS ( Studi Pada Konsumen Laptop ASUS di Plasa Simpang Lima 

Semarang ) Pendahuluan Kerangka Teori Brand Image Brand Awareness. X(I), 

813–822. 

Baron, R. M., & Kenny, D. A. (1986). Journal of Personality and Social Psychology. 

The Moderator-Mediator Variable Distinction in Social Psychological Research: 

Conceptual, Strategic, and Statistical Considerations, 51. 

Belch, G. E., & Belch, M. A. (2003). Advertising And Promotion: An Integrated 

Marketingn Commnunications Perspective (6th ed.). The McGraw Hill/Irwin. 

Cannon, Perreault, & McCarthy. (2008). Pemasaran Dasar Pendekatan Manajerial 

Global (Buku 1 Edi). Salemba Empat. 

Chu, S., & Kim, Y. (2015). electronic word-of-mouth ( eWOM ) in social networking 

sites Determinants of consumer engagement in electronic word - of - mouth ( 

eWOM ) in social networking sites. 0487. https://doi.org/10.2501/IJA-30-1-047-

075 

Cooper, D., & Emory. (1995). Metode Penelitian Bisnis. Erlangga. 

Durianto, D., Sugiarto, & Sitinjak, T. (2004). Strategi Menaklukkan Pasar Melalui 

Riset Ekuitas dan Perilaku Merek. Gramedia Pustaka Utama. 



184 
 
 

 

Engel, F. J., Blackwell, D. R., & Miniard, W. P. (2010). Perilaku Konsumen (1st ed.). 

Binarupa Aksara. 

Ferdy, R., & Sari, W. P. (2020). Pengaruh Iklan Billboard Gojek Versi 

#UninstallKhawatir Terhadap Brand Awareness. Prologia, 4(1), 106. 

https://doi.org/10.24912/pr.v4i1.6443 

Ferrinadewi, E. (2008). Merek & Psikologi Konsumen. Graha Ilmu. 

Firmansyah, M. A. (2018). Perilaku Konsumen (Sikap dan Pemasaran). Deepublish. 

Gina, A. (2018). Pengaruh Viral Marketing terhadap Brand Awareness dan 

Kepercayaan Konsumen serta Dampaknya terhadap Keputusan Penggunaan 

Jasa Transportasi GO-JEK di Banjarmasin. 1(1), 1–13. 

Gunelius, S. (2011). 30-Minutes SOCIAL MEDIA Marketing. 

Hillary Gabriella Barri, B., Saerang, D. P., & Tumiwa, J. R. (2017). The Impact of…. 

3945 Jurnal EMBA, 5(3), 3945–3954. 

Howard, J. A., Shay, R. P., & Green, C. A. (1988). Measuring the effect of marketing 

information on buying intentions. Journal of Services Marketing, 2(4), 27–36. 

https://doi.org/10.1108/eb024739 

Jendoubi, S., & Martin, A. (2020). Evidential positive opinion influence measures for 

viral marketing. Knowledge and Information Systems, 62(3), 1037–1062. 

https://doi.org/10.1007/s10115-019-01375-w 

Kaplan, A. M., & Haenlein, M. (2011). Two hearts in three-quarter time: How to 

waltz the social media/viral marketing dance. Business Horizons, 54(3), 253–

263. https://doi.org/10.1016/j.bushor.2011.01.006 

Keller, K. L. (1993). Conceptualizing, measuring, managing. Journal of Marketing, 

57, 1–22. 

Kotler, & Keller. (2009a). Manajemen Pemasaran: Vol. Jilid I (13th ed.). Erlangga. 

Kotler, P. (2000). Manajemen Pemasaran Analisa, Perencanaan, Implementasi, dan 

Kegunaan (8th ed.). Salemba Empat. 

Kotler, P. (2003). Manajemen Pemasaran. Erlangga. 

Kotler, P. (2005). Manajemen Pemasaran (Jilid 1). PT. Indeks Kelompok Gramedia. 

Kotler, P. (2009). Manajemen Pemasaran. Erlangga. 

Kotler, P., & Armstrong, G. (2004). Principles of Marketing (10th ed.). Prentice Hal. 



185 
 
 

 

Kotler, P., & Keller, K. L. (2009b). Manajemen Pemasaran (13 Jilid 1). Erlangga. 

Kotler, P., & Keller, K. L. (2012a). Marketing Management (14th ed.). Pearson 

Education. 

Kotler, P., & Keller, K. L. (2012b). Marketing Management (14th Globa). Pearson 

Prentice Hall, Inc. 

KOTLER, P., WONG, V., SAUNDERS, J., & ARMSTRONG, G. (2005). Principles 

of Marketing. In The Economic Journal (Vol. 38, Issue 151). 

https://doi.org/10.2307/2224326 

Krisnawati, D. (2016). Pengaruh Brand Awareness Terhadap Keputusan Pembelian 

Amdk Merek Aqua (Studi Pada Masyarakat Di Kota Bandung). Jurnal 

Manajemen Bisnis Krisnadwipayana, 4(1). 

https://doi.org/10.35137/jmbk.v4i1.30 

Kristanto, O. D., Indraningrat, K., & Prasetiyaningtiyas, S. (2017). Pengaruh Viral 

Marketing, Celebrity Endorser Dan Brand Image Terhadap Keputusan Pembelian 

Di Distro Rmbl. Bisma, 11(1), 62. https://doi.org/10.19184/bisma.v11i1.6209 

Mustikasari, A., & Widaningsih, S. (2019). The Influence of Viral Marketing toward 

Brand Awareness and Purchase Decision. 65(Icebef 2018), 647–650. 

https://doi.org/10.2991/icebef-18.2019.138 

Priatni, S. B., Hutriana, T., & Hindarwati, E. N. (2020). Pengaruh Social Media 

Marketing terhadap Purchase Intention dengan Brand Awareness sebagai 

Variable Intervening pada Martha Tilaar Salon Day Spa. Jurnal Ekonomi, 

Manajemen Dan Perbankan (Journal of Economics, Management and Banking), 

5(3), 145. https://doi.org/10.35384/jemp.v5i3.165 

Putra, I. D. P. G. W., & Aristana, M. D. W. (2020). PENGARUH SOCIAL MEDIA 

MARKETING TERHADAP BRAND AWARENESS DAN PURCHASE 

INTENTION (Studi Kasus : SMK Kesehatan Sanjiwani Gianyar). E-Jurnal 

Ekonomi Dan Bisnis Universitas Udayana, 11, 1035. 

https://doi.org/10.24843/eeb.2020.v09.i11.p01 

Rahardian, M. D., Kusumawati, A., & Irawan, A. (2019). Pengaruh Tagline Iklan Dan 

Celebrity Endorser Terhadap Brand Awareness Dan Minat Beli (Survei Pada 

Mahasiswa Program Sarjana Pengguna Smartphone Oppo F3 Plus Di Universitas 

Brawijaya). Jurnal Administrasi Bisnis, 75(1), 10–18. 

Raharjo, S. T. (2010). Pengaruh Social Media Marketing Terhadap Purchase 

Intention melalui Brand Awareness Sebagai Variabel Mediasi pada Lazada. 1–6. 



186 
 
 

 

Schiffman, G. L., & Kanuk, L. L. (2008). Perilaku Konsumen. PT. Indeks. 

Schiffman, L. G., & Kanuk, L. L. (2000). Consumer Behavior (7th ed.). Prentice Hall. 

Schiffman, L. G., & Kanuk, L. L. (2010). Consumer Behavior (10th ed.). Prentice 

Hall International, Inc. 

Septiyawati, W. (2019). PENGARUH VIRAL MARKETING, INTERNET 

MARKETING, EXPERIENTIAL MARKETING TERHADAP BRAND 

AWARENESS PADA MEREK FASHION LOKAL. Jurnal Ilmu Manajemen, 

2–3. 

Setiawan, B., & Rabuani, C. C. (2019). Pengaruh Iklan dan Endorser terhadap Brand 

Awareness serta Dampaknya pada Keputusan Pembelian. 1(1), 1–15. 

Setyawan, C. (2010). PENGARUH BRAND AWARENESS, PERCEIVED 

QUALITY SERTA BRAND ASSOCIATION TERHADAP KEPUTUSAN 

PEMBELIAN Studi Kasus Pada konsumen produk T-shirt merek Triggers 

Syndicate di Distro Triggers Syndicate JI.Seturan Raya No.c11 Yogyakarta. 

Jurnal Ilmu Manajemen. 

Shimp, T. A. (2010a). Advertising promotion, and other aspects of integrated 

marketing communications (8th ed.). South-Western College Publication. 

Shimp, T. A. (2010b). Periklanan Promosi dan Aspek Tambahan Komunikasi 

Pemasaran Terpadu. Erlangga. 

Sintani Laurencia. (2016). Pengaruh Penggunaan Celebrity Endorser Isyana Sarasvati 

Dalam Iklan “Isyana vs Gangster” Terhadap Brand Awareness (Masyarakat 

Surabaya). “Jurnal e-Komunikasi,” 4(1), hal: 4-5. 

https://media.neliti.com/media/publications/82789-ID-pengaruh-penggunaan-

celebrity-endorser-i.pdf 

Solomon, MR. (2008). Consumer Behavior: Buying, Having, and Being (8th ed.). 

Pearson. 

Stanton, W. J. (1996). Prinsip Pemasaran, (terjemahan Yohanes Lomarto) (7th ed.). 

Erlangga. 

Sugiyono. (2010). Metode Penelitian Pendidikan Pendekatan Kuantitatif, kualitatif, 

dan R&D. Alfabeta. 

Sugiyono. (2016). Metode Penelitian Kualitatif, Kuantitatif dan R&D. PT Alfabet. 



187 
 
 

 

Swanepoel, C. et. al. (2009). Virally inspired: A review of the theory of viral stealth 

marketing. Australasian Marketing Journal, 17. 

Weinberg, T. (2009). The New Community Rules : Marketing on the Social Web. 

O’Reilly. 

Wilson, R. (2000). Demystifying Viral Marketing. Web Marketing Today, 70, 1–24. 

  

 


