DAFTAR PUSTAKA

Agustin, A., Sudarwati, S., & Maryam, S. (2021). Purchase Decision Based on the
Brand Image, Product Design and Lifestyle on Converse Shoes in Surakarta.
International Journal of Economics, Business and Accounting Research
(IJEBAR), 5(1), 53-59. https://doi.org/10.29040/ijebar.v5i1.1907

Alhadid, A. Y., & Abu-Rahman, H. (2014). Social Media Marketing: Utilization
of Social Media by Business Organizations in Jordan. International Journal
of Business and Management, 9(12), 26-33.

Augusty Ferdinand. (2006). Metode Penelitian Manajemen: Pedoman Penelitian
untuk Skripsi, Tesis dan Disertasi Ilmu Manajemen, Semarang: Badan
Penerbit Universitas Diponegoro.

Arta, 1. G. S., & Yasa, N. N. K. (2019). The role of purchase intention on
mediating the relationship of e-WOM and e-WOM credibility to purchase
decision. Russian Journal of Agricultural and Socio-Economic Sciences,
2(86), 33-39.

Cahyani, R. (2022). Pengaruh Digital Marketing Terhadap Keputusan Pembelian
Melalui Electronic Word of Mouth Pada Produk Emina Di Kota Surabaya.
Jurnal Ilmu Dan Riset Manajemen, 11(12), 1-17.

Chatterjee, P. (2001). Online Reviews: Do Consumers Use Them? Advances in
Consumer Research, 28(1), 129-133.

Chevalier, J. A., & Mayzlin, D. (2006). The Effect of Word of Mouth on Sales:
Online Book Reviews. Journal of Marketing Research, 43(3), 345-354.

Diventy, A. H., Rahadhini, M. D., & ... (2020). The role of digital marketing on
purchase intention and purchase decisions at Kopi Si Budi Surakarta. ... on
Technology, Education ..., 2020, 488—496.
https://ejurnal.unisri.ac.id/index.php/proictss/article/view/5060%0Ahttps://ej
urnal.unisri.ac.id/index.php/proictss/article/view/5060/3780

Dewi, N. S., & Sudiksa, I. B. (2019). Peran Kepercayaan Merek Memediasi
Electronic Word of Mouth Terhadap Keputusan Pembelian. E-Jurnal

97



98

Manajemen Universitas Udayana, 8(6), 3784.
https://doi.org/10.24843/ejmunud.2019.v08.i106.p18
Fitria Ayuningsih dan Ida, M. (2020). Pengaruh Pengetahuan Produk, Citra

Merek, dan Kecintaan Merek Terhadap Keputusan Pembelian Melalui Word
of Mouth. Jurnal Analisis Manajemen 9.

Gallaugher, J., & Ransbotham, S. (2010). Social media and customer dialog
management at Starbucks. MIS Quarterly Executive, 9(4), 197-212.

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., &
Singh, R. (2016). Social media marketing efforts of luxury brands: Influence
on brand equity and consumer behavior. Journal of Business Research,
69(12), 5833-5841.

Ghozali, L. (2016). Desain Penelitian Kuantitatif dan Kualitatif. Yoga Pratama.

Ghozali, I. (2017). Model Persamaan Struktural Konsep dan Aplikasi Program
AMOS 24. Semarang: Badan Penerbit Universitas Diponegoro.

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least
squares structural equation modeling (PLS-SEM): An emerging tool in
business research. FEuropean Business Review, 26(2), 106-121.
https://doi.org/10.1108/EBR-10-2013-0128

Hanaysha, J. (2016). The Role of Social Media Marketing in Buyer Behavior.
International Journal of Business and Management, 11(2), 135-148.

Hovland, C. 1., & Weiss, W. (1952). The Influence of Source Credibility on
Communication Effectiveness Linked references are available on JSTOR for
this article : The Influence of Source Credibility on Communication
Effectiveness *. 15(4), 635-650.

Imbayani, 1., & Gama, A. (2018a). The Influence of Electronic Word of Mouth
(E-Wom), Brand Image. Product Knowledge on Purchase Intention Jurnal
Ekonomi Dan Bisnis Jagaditha, 5(2), 145.
https://ejournal. warmadewa.ac.id/index.php/jagaditha

Jalilvand, M. R., & Samiei, N. (2012). The effect of electronic word of mouth on

brand image and purchase intention: An empirical study in the automobile

industry in Iran. Marketing Intelligence & Planning, 30(4), 460-476.



99

Kala, D., & Chaubey, D. S. (2018). The effect of eWOM communication on
brand image and purchase intention towards lifestyle products in India.
International Journal of Services, Economics and Management, 9(2), 143.
https://doi.org/10.1504/1JSEM.2018.10017351

Keller, K. L. (1993). Conceptualizing, Measuring, and Managing Customer-Based
Brand Equity. Journal of Marketing, 57(1), 1-22.

Khatib, A. (2016). Impact of Social Media Marketing on Purchase Intentions of
Customers. International Journal of Advanced Research in Computer and
Communication Engineering, 5(5), 285-289.

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance
customer equity? An empirical study of luxury fashion brand. Journal of
Business Research, 65(10), 1480-1486.

Kusuma, S. S., Wijayanto, A., & Listyorini, S. (2022). Pengaruh Brand Image,
Kualitas Produk dan Harga terhadap Keputusan Pembelian pada Merek
Uniqlo (Studi pada Konsumen Uniglo Dp Mall Semarang). Jurnal IImu
Administrasi Bisnis, 11(4), 807-813.
https://doi.org/10.14710/jiab.2022.35892

Lee, Y. Y., Gan, C. L., & Liew, T. W. (2022). The Impacts of Mobile Wallet App
Characteristics on Online Impulse Buying: A Moderated Mediation Model.
Human Behavior and Emerging Technologies, 2022.
https://doi.org/10.1155/2022/2767735

Luthfiyatillah, Luthfiyatillah & Nur Millatina, Afifah & Mujahidah, Sitti &
Herianingrum, Sri. (2020). Efektifitas Media Instagram Dan E-Wom

(Electronic Word Of Mouth) Terhadap Minat Beli Serta Keputusan
Pembelian. Jurnal Penelitian IPTEKS. 5. 101-115.
10.32528/ipteks.v511.3024.

Mirgholami, M., Tabatabaei, S. F., & Hashempour, P. (2016). The urban design
guideline and conceptual model development for improving the quality of
visual appeal of pedestrian; Mashhad Monfared Street Pedestrian. Bulletin de
La Sociét¢ Royale Des Sciences de Liege, 85, 1378-1391.
https://doi.org/10.25518/0037-9565.6117



100

Muntinga, D. G., Moorman, M., & Smit, E. G. (2011). Introducing COBRAs:
Exploring motivations for brand-related social media use. International
Journal of Advertising, 30(1), 13-46.

Nam, J., Ekinci, Y., & Whyatt, G. (2011). Brand Equity, Brand Loyalty and
Consumer Satisfaction. Annals of Tourism Research, 38(3), 1009-1030.
Ngadimen, A. N., & Widyastuti, E. (2021). Pengaruh social media marketing,
online customer review, dan religiusitas terhadap keputusan pembelian
konsumen shopee di masa pandemi Covid-19 dengan minat beli sebagai
variabel intervening. Journal of Management and Digital Business, 1(2),

122—-134. https://doi.org/10.53088/jmdb.v1i2.134

Rahayu, C. P., & Witjaksono, B. (n.d.). Pengaruh Social Media Marketing Dan
Electronic word of mouth Terhadap Purchase decision Melalui Brand
Awareness  Pada  Produk  Kopi  Kenangan. 5(2),  88-105.
http://bisnisman.nusaputra.ac.id

Rahmatia, R., & Hakim, A. (2023). Pengaruh Promosi Media Sosial dan Word Of
Mouth Terhadap Keputusan Pembelian (Studi Kasus Pada Konsumen Toko

Tho Masagena). [IMA (Indonesian Journal of Management and Accounting),
4(2), 186-191.

Rauf, A. (n.d.). Analysis of Social Media Marketing and Product Review on the
Marketplace Shopee on Purchase Decisions. 11(1), 274-284.

Setianingsih, A., & Hidayat, A. (2021). The Role of Electronic Word of Mouth
and Social Media Marketing on Brand Image and Purchase Intention Toward
E-Commerce Cosmetic Products. Archives of Business Research, 9(10). 178-
191.

Severi, E., Ling, K. C., & Hing Kai, C. (2014). The Impact of Social Media
Marketing on Brand Equity: An Empirical Study on Mobile Service
Providers. Telematics and Informatics, 31(3), 381-391.

Simbolon, F. P., & Law, V. (2022a). Social Media Marketing through Instagram
and Repurchase Intention: The Mediating Role of Customer Engagement.
Binus Business Review, 13(3), 223-232.
https://doi.org/10.21512/bbr.v13i3.8576



101

Soewandi, S. (2015). The Impact of User-generated Content on Brand
Engagement and Purchase Intention in Social Media Brand Communities.
Procedia - Social and Behavioral Sciences, 211, 285-291.

Solihin, D., & Ahyani, A. (2022). The Role of Brand Image in Mediating the
Effect of Electronic Word of Mouth (E-WOM) and Social Media on
Purchase  Intention. = Majalah  Ilmiah ~ Bijak, 19(2), 193-205.
https://doi.org/10.31334/bijak.v19i2.2384

Swastha, Basu Dharmmesta & Hani Handoko. 2012. Manajemen Pemasaran:
Analisa Perilaku Konsumen. Edisi 1. Yogyakaarta : BPFE.

Taining, Z. (2012). The Influence of Social Media on Consumer Behavior: An
Empirical Study on Factors Influencing Purchase Intention on Social
Networking Sites. International Journal of Innovation, Management and
Technology, 3(4), 388-391.

Yang, J., Cao, C., Ye, C., & Shi, Y. (2022). Effects of Interface Design and Live
Atmosphere on Consumers’ Impulse-Buying Behaviour from the Perspective
of Human— Computer Interaction. Sustainability (Switzerland), 14(12).
https://doi.org/10.3390/su14127110

Yani, S., Wijayanto, G., and Musfar, T. F. 2022. Pengaruh Social Media Mar-
keting dan e-WOM Terhadap Brand Image Serta Dampaknya Terhadap
Minat Beli. Jurnal Manajemen Pemasaran Dan Perilaku Konsumen. Volume
01, Number 3, Pages 277-2809. Universitas Brawijaya.
http://dx.doi.org/10.21776/jmppk.2022.01.3.01.

Yogesh, R., & Yesha, K. (2014). Influence of Social Media Advertisement on

Consumer Buying Behavior. International Journal of Innovative Research in
Management Studies, 1(5), 27-32.

Yulindasari, E. R., & Fikriyah, K. (2022). Pengaruh e-WoM (Electronic Word of
Mouth) terhadap Keputusan Pembelian Kosmetik Halal di Shopee. Journal of

Islamic Economics and Finance Studies, 3(1), 55-69.



